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$90,000,000 Since ‘48... 


TV Costs Worry 
R. J. Reynolds, 


Gray Discloses 


Impact Frequency Loss 
‘Hurts Where We Live,’ 
Exec Tells NARTB 


ASHEVILLE, N.C., Sept. 25—R. J. 


‘Marlboro Tests 
10-Cigaret Packs 


in Four Markets 


Will tcbacco dealers flip if a 
ten-pack is added to already 
jammed cigaret racks? For a 
roundup of dealers’ woes in 
the face of the current multi- 
tude of boxes and packages 
and regular and king sizes see 

story on Page 3. 

New York, Sept. 27—Philip 
Morris Inc. is test-marketing its 
|Marlboros in ten-cigaret packs in 
| Fresno, Hartford, Indianapolis and 


Reynolds Tobacco Co., which has | SY racuse. Newspaper pages, radio 


spent more than $90,000,000 in tel- 


evision since 1948, is worried to- 
day over tv’s costs, the trend to 
long-term program commitments 
and the disadvantages of film pro- 


gramming. Reynolds also short- 


circuited any expectation that it 


could “divert money from other 
color media to invest in color tv.” 


The Reynolds spokesman, Bow- 


man Gray, exec vp, told the re- 
gional conference of the National 
Assn. of Radio & Television Broad- 
casters yesterday that his com- 
pany has found radio and tv “an 
effective and profitable medium 
through which to sell our mer- 
chandise.” 


s However, he said that while “tv 
is good for us, we find that even 
with our very large volume of ad- 
vertising in television, we cannot 


afford to keep any sort of status 
1954 we 


quo. For example, in 
sponsored 404% commercial min- 
utes of network television every 
two weeks. In 1957 this commer- 


cial exposure had been reduced to 


24 minutes every two weeks. In 

other words, we are spending 23% 

more money for 39% fewer com- 
(Continued on Page 127) 


and tv spots are being used to 
promote the new package. 

The packs moved into the four 
markets about ten days ago, and 
are being sold in a twin test. Fres- 
{no and Syracuse have single packs 
\of ten in a flip-top box; Hartford 
and Indianapolis have the “twin- 

(Continued on Page 126) 


New Flip-Top “Tens’ 
A palm-size box of 10 Mariboros that's : 
«neat little package to handle or carry a) |) Me 
“sro 


HALF-PACK—Philip Morris Inc. is 

testing its Marlboro “Tens” in four 

cities with newspaper pages like 
this, radio and tv spots. 


At R.O.P. Color Meet. . 


Gib Swanson Predicts 
‘57 Will Set Another 
Newspaper Ad Record 


For other news and pictures of 
the R.O.P. Color Conference see 
Pages 2, 8, 48 and 96. 


Cuicaco, Sept. 25—Newspapers 
are their own worst competition 
because they have stubbornly re- 
fused to make themselves com- 
| petitive and easy to buy for ad- 


Airline Bills Over $2,500,000 .. . 


Growth Forced Move 
to K&E, Capital Says 


Lewis Edwin Ryan Will 
Act as Consultant for 
Two Years at $15,000 


WasuinctTon, Sept. 25—Reports 
of an impending change in agen- 
cies for Capital Airlines turned 
out to be true this week, as 
Kenyon & Eckhardt, New York, 
broke into the airline field by 
picking up what is said to be a 
$2,500,000 to $3,000,000 account 
from Lewis Edwin Ryan. 

While Capital was known to be 
conferring with agencies, as re- 
cently as Aug. 23 James W. Aus- 
tin, vp for sales and traffic, told 
ADVERTISING AcE that it was not 
contemplating any change (AA, 
Aug. 26). 

The switch-over Oct. 1 breaks 
up a relationship between Capital 
and the Ryan agency which has 
existed throughout most of Capi- 
tal’s lifetime, except for a brief 
interlude 11 years ago when the 
account went temporarily to 
French & Preston, New York. 


® Capital and Ryan both offered 
the same explanation. With Capi- 


tal stepping up its merchandising 
on new routes in the South and 
the Great Lakes area, directors of 
the airline were demanding an 
agency with on-the-spot repre- 
sentation in key cities of the sys- 
tem. 

Mr. Austin told AA the expan- 
sion was more than the Ryan 
agency was willing to undertake, 
so that some time ago it became 
evident a change would have to 
be made. 

“I talked with Lew about it a 
long time ago,” Mr. Austin ex- 
plained. “Our company has been 
growing by leaps and bounds. 
Traffic is up over 50% compared 
with 10% for most other airlines. 
Now we are in competition with 
other airlines that have agencies 
with offices throughout their sys- 
tems. Ryan had to decide to grow, 
or we had to get someone else.” 


® Mr. Ryan's version was exactly 
the same. With 30 years behind 
him in the agency field here, Mr. 
Ryan, who is 78, said he has al- 
ways refused to become a bigtime 
operator. “I’ve done well in the 


(Continued on Page 123) 


‘Stubborn’ Intransigence of Dailies 
Discourages Advertisers, Says Lord 


vertisers, Charles B. Lord, adver- 
tising director of the Indianapolis 
Star and News, said here today. 


® Other speakers at the onbanid| 
annual Newspaper R.O.P. Color 
Conference, which closed today 
after a successful three-day 
meeting, felt that r.o.p. color ad- 
vertising should be sold in units 
smaller than a full page; that 
more frequency discounts should 
be given to national advertisers 
using r.o.p. color; that newspapers 
could do a better job selling and 
promoting color advertising, and 
that more research and factual in- 
formation are needed to convince 
advertisers that r.o.p. color does a 
better selling job than b&w ads. 
More than 925 newspaper and ad- 
vertising executives attended the 
conclave. 

The problems that newspapers 
must solve quickly, Mr. Lord said, 
are standard mechanical require- | 
ments, uniform quality of repro- | 
duction, frequency and volume 
contracts for national advertisers 

(Continued on Page 126) 


U.S. Hits Bakers on 
Ad Formula Violation 


Claims for Ingredients 
Beyond ‘Enriched’ Recipe 
Hurt Industry, Says FDA 


Wasuincton, Sept. 26—A cam- 
paign to curb the use of gimmicks 
in the promotion of white bread 
shaped up here this week with the 
filing of an injunction suit by the 


House Committee 
to Probe Post 
Office Spending 


WasHINcToN, Sept. 27—While 
there has not been any formal 
announcement made, informed 
sources in Congress confirm that 
the House appropriations commit- 
tee is making a highly secret in- 
vestigation of the way the Post 
Office Department spends its mon- 
ey. 

The investigation was organized 
last summer after leaders of the 
House appropriations committee 
were forced to back down on ef- 
forts to trim the Post Office De- 
partment’s funds for the next fis- 
cal year. 

While they insisted the depart- 
ment could operate with less mon- 
ey, Postmaster General Arthur 
Summerfield threatened to stop 
Saturday delivery unless he was 
given the full sum approved by 
the President’s Budget Bureau. In 
the face of his threats Congress fi- 
nally over-rode the appropriations 

(Continued on Page 126) 


Department of Justice to prevent 
Continental Baking Co. from re- 
ferring to its Butternut enriched 
white bread as “buttermilk en- 
riched bread.” 

The action was based on a re- 
quest from the Food & Drug Ad- 
ministration, which takes the po- 
sition that Butternut bread is 
the same as other enriched breads, 
except that it contains a small 
quantity of nitrated flour to pro- 
vide a yellowish color. 

Food & Drug Administrator 
George Larrick made it clear that 
his agency intends to press ahead 
with complaints against other bak- 
ers who claim special properties 
for white breads which are all 
baked in accord with the govern- 
ment standard for enriched breads. 

He said FDA is concerned about 
the recent trend toward mislead- 
ing nutritional and therapeutic 
claims for breads which differ 
only superficially from standard- 
ized breads. 


s Among the ads turned over to 
FDA is a full page newspaper 
ad by Heidi Bakery, Wash- 
ington, headlined, “Protect your 
health.” The ad shows a man 
reading a magazine article which 
discusses the possibility that sat- 
urated fats contribute toward 
heart disease. 

The ad says reassuringly that 
Heidi is baked only with unsat- 
urated fats. (Mr. Larrick con- 
firmed that a citation has already 
been served on Heidi and that the 
company is on notice that it must 

(Continued on Page 127) 


TvB's Cash Calls Carr's Anti-TV Talk 
at MPA a ‘Fiction-Filled Diatribe’ 


New York, Sept. 27—A maga- 
zine executive’s attack on televi- 
sion, reported in ADVERTISING AGE 
last Monday, has drawn a brist- 
ling reply from Norman E. Cash, 
president of the Television Bu- 
reau of Advertising. 

Citing the AA report of the 


“volley of blows” aimed at tv by 


Last Minute News Flashes 
Dow Seeks Agency for New Zefran Fiber 


MIDLAND, Micu., Sept. 27—Dow Chemical Co. is seeking an agency 


to handle advertising for Zefran, a 


new synthetic fiber due to go into 


production next year. Several agencies have received preliminary 
questionnaires on their operation from Dow. MacManus, John & Adams, 
Bloomfield, Mich., which presently handles all Dow advertising, is 
under consideration for the Zefran account, and is in fact presently 
handling what Zefran promotion needs to be done. The cloth-like 


fiber will be produced in Dow’s 


new James River (Va.) division 


plant, now under construction. Zefran advertising will be formulated 


there, rather than at Midland, Dow 
FCC's Barrow Report to Be 


said. 


Available Oct. 3 


WASHINGTON, Sept. 27—The Federal Communications Commission 
said today the results of its two-year staff study of network tv econom- 
ics, under the direction of Dean Roscoe Barrow of the University of 
Cincinnati, will be made public Oct. 3. The study is expected to pro- 
pose extensive revisions in the contractual relationships between sta- 
tions and networks, particularly in option time and must-buy arrange- 
ments. FCC Chairman John Doerfer has said hearings on the report 


will be held next spring. 


(Additional News Flashes on Page 127) 


William B. Carr, vp and advertis- 
ing director of the McCall Corp., 
Mr. Cash declared: 

“We in television have become 
quite adept at answering fiction 
with fact. We were stunned by 
the apparent lack of knowledge, if 
not outright stupidity, about tele- 
vision reflected in” Mr. Carr’s 
speech before the fall conference 
of the Magazine Publishers Assn. 
here. 


®s Mr. Carr had declared that 
‘this is the real sucker age in ad- 
vertising—an era in which adver- 
tisers who use television can’t tell 
whether the medium is selling 
their goods.” The magazine man 
also stressed the ephemeral qual- 
ity of tv, and asserted that “any 
show with any rating at all is de- 
signed to interest a 15-year-old 
mind.” 

In television, went on Mr. Carr, 
it is a matter of “make them 
laugh, make them clutch their 
chairs over a whodunit, or a chick 
that is about to miss the answer 
on who was the first President of 
the U. S.—that is advertising, 
they say.” 


® In rebutting Mr. Carr, the TvB 
spokesman said that “of the top 
(Continued on Page 126) 
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‘Hicktown, U.S.A.’ ... 


JWT's Porter Blasts N.Y. Dailies 
for Failure to Install R.0.P. Color 


Also at Color Meet, 
General Mills’ Plattes 
Hits ‘Uneducated’ Admen 


Cuicaco, Sept. 25—New York 
newspaper publishers were given 
some rough treatment here this 
week because of the lack of run- 
of-paper color facilities in the 
New York City area. 

One of the most outspoken crit- 
ics of the New York color situa- 
tion was Arthur A. Porter, vp and 
director of media of J. Walter 
Thompson Co., New York. Speak- 
ing at the second annual Newspa- 
per R.O.P. Color Conference, Mr. 
Porter described New York as 
“Hicktown, U.S.A., when it comes 
to exposure from r.o.p. color ad- 
vertising. In this case, we’re the 
backward bumpkins who are far 
behind the rest of the country,” he 
said. 

He pointed out that only two of 
New York’s newspapers, the Jour- 
nal American and the Post, are 
geared to print daily color, and 


S-P Kicks Off 
‘58 Ad Push in 
4 Media Oct. 1 


Soutn Benp, Sept. 24—An 
optimistic Studebaker-Packard 
Corp. will kick off an extensive 
advertising campaign next week 
to introduce its new line of 1958 
cars and trucks. 

The campaign will begin about 
Oct. 1 with varied size ads in 
1,600 daily and weekly newspa- 
pers in all communities served by 
the company’s 2,000 dealers. As 
usual, the majority of the com- 
pany’s advertising dollars (about 
55%) will be invested in newspa- 
pers and newspaper supplements. 

Most of the company’s new 
models will be shown to the pub- 
lic Oct. 15. Other models will be 
introduced in November. The line 
for 1958 consists of 13 Studebaker 
models, ranging from a low- 
priced Scotsman to the President 
series, and four Packard models, 
including a two-door hardtop, a 
four-door hardtop, a four-door se- 
dan and a station wagon. Packard 
had only two models in 1957. 

Studebaker-Packard also will 
market and advertise the Mer- 
cedes-Benz line of foreign cars. 
About 250 S-P dealers carry Mer- 
cedes-Benz cars. These cars will 
be featured in S-P ads along with 
its own cars. 


® The newspaper push will be 
backed with full-color ads in all 
of the national newspaper supple- 
ments and many independent 
supplements. The car maker also 
will use 5,000 outdoor boards in 
more than 1,000 markets. 

Also on the media list are a 
generous assortment of general, 
news, women’s, luxury and travel 
magazines. Most of the magazine 
ads will be b&w pages. The mag- 
azine, outdoor and supplements 
drive will begin at the end of Oc- 
tober. 

The company also will use 
trade publications and direct mail 
to consumers. Co-op plans for the 
company’s 20 dealer associations 
will be finalized at meetings this 
week. Burke Dowling Adams Inc., 
Atlanta, New York and South 
Bend, will handle all S-P’s fac- 
tory and dealer advertising in this 
country. 

Advertising will be about the 

(Continued on Page 44) 


they print only spot color. “Based 
on recent discussions with New 
York publishers, this situation is 
not likely to change soon,” Mr. 
Porter said. 


® In a survey that he conducted 
among 90 New York agency mar- 
keting people, Mr. Porter said, he 
found that 25% said it had been 
months or years since they saw 
an r.o.p. color ad, and 15% couldn’t 
remember the last time they saw 
such ads. 

85% of those queried said that 
no one outside of their agencies 
attempted to bring them up to 
date on new trends in r.o.p. color. 
The survey also disclosed that 
75% of those questioned were not 
exposed to New York newspapers 
that carry r.o.p. color ads. 

On the other hand, the group 
queried read an average of four 
weekly and three monthly maga- 
zines and 1.4 Sunday newspaper 
supplements and watched eight 
television programs a week, he 
said. 


@ Mr. Porter also pointed out that 
during 1956 there were 430 color 
ad impressions per family in Chi- 
cago and 565 impressions per fam- 
ily in Fresno, Cal., in comparison 
with only 24 for New York. “How 
backward can a hick town get?” 
he said. 

“The single greatest creative 
opportunity for an expanded use 
of r.o.p. color lies in creative sell- 
ing strategy—directed certainly to 
all buyers of advertising but with 

(Continued on Page 48) 
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ENTER NOW!—An eight-page, two-color ad (the first spread is shown 
here) in the November Coronet kicks off Pfaff American Sales 
Corp.’s new sweepstakes, which offers, as a first prize, an Edsel 
station wagon (plus $1,000 if the entry is stamped by a Pfaff 
dealer). Two-color pages in Life, Nov. 4, and Look, Nov. 12, also 


will be used. Dancer-Fitzgerald- 


Sample, Chicago, is the agency. 


Smirnoff Vodka Hits the Spot... 


Admen’s Dream World Series Pits 
Dusseldorf vs. (Who Else?) Yanks 


National Pastime Gets 
Strenuous Overhauling 
on 8:02 from Westport 


Westport, Conn., Sept. 26—Ex- 
urbia is all agog. 

Looking well beyond next week’s 
annual October baseball insanity, 
imaginative advertising executives 
are examining the implications in- 
herent in recent franchise shifts of 


Rosten Contrasts Sponsors’ ‘Control’ over 
Radio-TV with ‘Independence’ of Print Media 


New York, Sept. 26—An author 
and movie script writer, Leo Ros- 
ten, has attacked the quality of tel- 
evision programs in a guest column 
in the October issue of Harper’s 
Magazine. 

“It seems self-evident,” says Mr. 
Rosten, “that to strain the milk of 
life through the cheesecloth of ad- 
vertising must curdle creativity 
and—more ominous—contaminate 
truth.” 

Mr. Rosten bases his case on an 
experience he had trying to offer 
free stories to nine producers for 
use on tv. Of the 16 true human 
interest stories, prize winners in a 
Fund for the Republic contest, all 
but two were turned down. 

Producers, Mr. Rosten said, 


turned down the stories for various 
reasons: (1) The stories were said 
to put the police in a bad light; (2) 
they concerned segregation; (3) 
they were too “strong” or involved 
“some malpractice of justice which 
would meet with disapproval from 
our sponsor.” 


® Declaring that tv sponsors wield 
a “fat and final club” over pro- 
ducers, Mr, Rosten writes: 

“The story is different in the 
printed media. In general, newspa- 
pers and magazines control their 
own editorial content. When an ad- 
vertiser (not, thank God, a ‘spon- 
sor’) buys a piece of space, he does 
not buy a voice at the editorial 
table or a fist on the news desk.” # 


og 
Theodora, 
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MEET THEODORA—Everybody loves dumb Dora and cautious Cora, 


says the Textured Yarn Co. and 


its agency, Hockaday Associates. 


Therefore the whole world ought to love theatrical Theodora, the 

Tycora girl, who is introducing Tycora yarn to Canada in ads like 

these, running in La Patrie, Style and the Weekend from Septem- 

ber into December—in a series which is the forerunner of a U.S. 
consumer campaign to break later this year. 


American baseball teams and con- 
templating the possibilities of a 
World Series that will really be all 
that its name implies. 

With the National League oper- 
ating next year on a 3,000-mile 
front, and with baseball already 
firmly established in many lands 
overseas, Madison Ave. is arguing 
that it’s only a matter of time be- 
fore major foreign cities will offer 
to build stadiums (and put up 
guarantees) aimed at enticing some 
of this country’s baseball organiza- 
tions to foreign shores. 

Each morning the New Haven 
Railroad's 8:02, as it speeds Man- 
hattanward, is filled with passen- 
gers who are calculating the net on 
a worldwide series telecast to 1,- 
674,359,000 fans, with simultaneous 
commentary in 24 languages and 
53 native dialects, all at 15%. 


® The commercial possibilities, of 
course, are staggering. A series, for 
example, between the Dusseldorf 
Turnvereiners (formerly the Kan- 
sas City Athletics) and the Lima 
Llamas (who used to be the Chi- 
cago Cubs and should not be con- 
fused with the Lhasa Lamas, pre- 
viously the St. Louis Cardinals) 
would attract a whole new group of 
(Continued on Page 128) 


Popeye Clobbers 
Mickey in Cleveland 


CLEVELAND, Sept. 25—Popeye the 
Sailor, fed on the spinach of inten- 
sive advance promotion, reportedly 
walloped Mickey Mouse with an 
American Research Bureau rating 
roundhouse, as the two cartoon 
characters squared this month on 
opposing Cleveland tv channels. 

Steve Halpern, publicity director 
for KYW-TV in Cleveland, said the 
syndicated cartoon series of the 
one-eyed sailorman attained a rat- 
ing that more than tripled Mick- 
ey’s. 

According to an advance ARB 
audience survey report for Septem- 
ber, Mr. Halpern said, Popeye rated 
25.2 in the Cleveland area, com- 
pared to 7.3 for the Mouseketeers. 


Jones & Brakeley Adds Name 
Jones & Brakeley, New York, 
has changed its name to Jones, 
Brakeley & Rockwell. Henry T. 
Rockwell, whose name is being 
added to the agency’s corporate 
title, has been a member of the 
company since 1945 and president 
since 1949. John Price Jones is 


chairman of the board. 


Walton Named 


Publisher of 
‘Lifetime Living’ 
Magazine to Shift 


Content Emphasis from 
Oldsters to Younger Set 


New York, Sept. 25—Commen- 
tator Sidney Walton has been ap- 
pointed publisher of the Journal 
of Lifetime Living. 

He succeeds Jerome Cossman, 
treasurer of Pharmaceuticals Inc., 
the parent company of the publi- 
cation. Mr. Cossman will devote 
his time to his other duties. 

Future plans for the magazine 
include expansion of the editorial 
staff, more features and “greatly 
expanded promotion” in all media, 
including radio and television. 

The expanded broadcast promo- 
tion program will include a 15- 
minute commentary program by 
Mr. Walton aimed at getting sub- 
scriptions for the Journal. The new 
campaign will be on all four radio 
networks and is scheduled to break 
no later than January. 

On television, the magazine will 
do spot advertising plus co-op with 
other Pharmaceuticals Inc, proper- 
ties. 


= Until now, the Journal has 
been written almost exclusively for 
the geriatrics field. Its age market 
is being lowered immediately to 
the 35-year-old bracket and new 
features are being added dealing 
with general family interests. The 
magazine’s emphasis will gradual- 
ly shift to family economics and 
personal care, Mr. Walton said. He 
said the Journal currently has a 
circulation of about 240,000 month- 
ly, of which some 40,000 is news- 
stand. 


@ The new publisher has a long 
background in the broadcast busi- 
ness, Starting his 
career on the ' 
staff of WBAL, 
Baltimore, Mr. 
Walton was a 
newsreel com- 
mentator from 
the late 1930s to 
the late 1940s 
for Paramount, 
Pathe and Hearst 
Metrotone News. 
During World 
II he was news 
director of WMGM. 

He has been a commentator and 
advertising and publishing con- 
sultant for Prentice Hall, Double- 
day, International Correspondence 
Schools, Changing Times and oth- 
ers. Among his recent activities 
has been that of commentator for 
the 15-minute Changing Times 
broadcasts spotted across. the 
country. 

Mr. Walton will make his head- 
quarters at 400 Park Ave., also 
the home of Parkson Advertising, 
agency for Pharmaceuticals Inc. 
The magazine’s editorial offices 
will remain in Miami. # 


Otters Ad Scholarships 

Three new scholarships for ad- 
vertising students are being offered 
by the University of Washington’s 
school of communications. Two of 
the scholarships will be given an- 
nually by Miller, Mackay, Hoeck 
& Hartung, Seattle agency, and the 
third, primarily for out of state 
students, will be given by an an- 
onymous group of Seattle adver- 
tising and marketing executives. 


Grubstein to Gore, Smith 

Saul Grubstein, formerly with 
Roy S. Durstine Inc. and CBS Tel- 
evision, has joined Gore, Smith 
& Greenland, New York, as an 
art director. 


Sidney Walton 
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JWT Classifies 
Consumer Panel 
on ‘Needs’ Basis 


Panelists’ Needs—for 
Dominance, Change, Etc., 
Can Guide Ads: Koponen 


NEw York, Sept. 24—J. Walter 
Thompson Co. has classified its 
consumer panel members accord- 
ing to 15 psychological needs. 

The agency hopes to be able to 
use these new measurements in 
a variety of ways. 

First of all, it expects them to 
be useful in the creation of more 
acceptable brand images for cli- 
ents. It also believes they will be 
useful in deciding which media to 
employ for particular products. 

The first public report on this 
new undertaking was given to the 
market research council here last 
week by Dr. Arthur Koponen, a 
research associate at the agency. 
Development of the classifications 
resulted from a Ph.D. thesis done 
by Dr. Koponen at Columbia Uni- 
versity. 

Dr. Koponen emphasized that 
these studies are experimental 
and need further validation. He 
also stressed that they are not re- 
garded by the agency as a cure- 
all. They will be useful, he said, 
when used in combination with 
data already developed. 


s At the same time, Dr. Koponen 
indicated that the agency places 
high store on these findings. 

“If we can learn the psycho- 
logical needs and responses of our 
best prospects,” he pointed out, 
“we are in a better position to in- 
fluence them through advertising.” 

What Dr. Koponen did was to 
send a standard psychological test 
to the 5,000 families making up 
the J. Walter Thompson panel. 
The test was completed by 97% 
of female household heads and 
89% of male household heads— 
bringing a total of 8,900 respond- 
ents. 

“To our knowledge,” Dr. Ko- 
ponen said, “this is the largest 
sample ever obtained in psycho- 
logical testing of the U. S. civil- 
ian population.” 

The responses to the test were 
classified according to the follow- 

(Continued on Page 125) 


Brokers Shock 
Nervous Wall St. 
with Engraved Ad 


New York, Sept. 26—Consid- 
ering the somewhat depressed 
state of mind of most people in 
Wall Street these days, the open- 
ing of a new branch office by a 
well-known broker—E. F. Hutton 
& Co.—is cause for a bit of eye- 
brow lifting. But that such a long- 
established and conservative fi- 
nancial house should use what is 
regarded as off-beat advertising 
to make the opening known to all 
and sundry has created something 
of a sensation in financial circles. 

In opening its 34th branch of- 
fice today, Hutton is using con- 
servative advertising in an uncon- 
servative way. Starting Sunday 
it has used ads for four consecu- 
tive days on both the financial 
pages and in preferred-position- 
space on Pages 3 or 4 of five New 
York dailies, Herald Tribune, 
Journal-American, Times, Wall 
Street Journal and World-Tele- 
gram & Sun. Similar announce- 
ments appeared in four magazines, 
the Park Avenue Social Review, 
Promenade, The New Yorker and 
Town & Country. 

In addition, ads are being used 

(Continued on Page 45) 
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SHY PITCHMAN—Shyest performer on British tv is the Guinness peli- 

can. He gets prompting on air. Voice Over encourages him, finally 

gets him to say in muffled voice, “Guinness is good for you.” Reason 
voice is muffled turns out to be: Beakful of Guinness. 


Prophets of Disaster Defied . . . 


Church, Other Leaders Eat Crow as 
Light, Gay Commercials Win Britons 


British Commercial 
TV Hits $80,000,000 
Clip After Two Years 


Lonpon, Sept. 24—British com- 
mercial television, celebrating its 
second birthday this month, is the 
most robust two-year-old you ever 
saw. 

From a pipe dream it has grown 
to a medium which probably will 
take in $80,000,000 of advertisers’ 
money this year. It has turned a 
huge initial loss into a profit and 
has provided a steady diet of crow 
for those gloomy prophets of dis- 
aster who forecast that British 
temperament and commercial tele- 
vision wouldn’t mix. 

In two years commercial televi- 


S&H’s Rossi Lauds 
Press Coverage of 


Stamp Wars as Fair 


Boston, Sept. 25—Praising 
newspapers for their objectivity 
in reporting legislative attacks on 
trading stamp plans, Frank P. 
Rossi, exec vp of Sperry & Hutch- 
inson Co., the country’s largest 
trading stamp company, told the 
Harvard Marketing Club here yes- 
terday that “stamp companies 
welcome objective study, analysis 
and interpretation. 

“Opposition to trading stamps,” 
Mr. Rossi said, “has made most of 
the news, but in its editorial col- 
umns the press has almost uni- 
formly shown no patience toward 
attempts to legislate trading 
stamps out of business.” 

Defending the use of trading 
stamps, Mr. Rossi said, “Essen- 
tially it adds up to a discount for 
the payment of cash. As far back 
as any of us can remember, man- 
ufacturers have received such a 
discount from suppliers. They in 
turn make one available to whole- 
salers; and the wholesaler makes 
one to the retailer. The ultimate 
consumer was the only one left 
out of the chain. By introducing a 
unit of exchange small enough to 
enable the retailer to give a dis- 
count on small purchases, the 
trading stamp extended the ben- 
efit to the ultimate consumer. 

“We all realize, of course,” Mr. 
Rossi added, “that a cash dis- 
count, like credit, does have a 
promotional function.” 


s Commenting on the proportions 
of the trading stamp industry to- 
day, Mr. Rossi said there are 
about 400 stamp companies with 
annual gross sales in 1956 esti- 
mated at about $500,000,000. A 
recent Gallup Poll, he _ said, 
showed that two out of three 
American families are saving 
stamps. That represents about 
33,000,000 families. Trading 
stamps, he said, are issued on 
about 20% of all retail sales. On 
the basis of retail list prices, pre- 
mium redemptions in 1956 were 
valued at about $480,000,000. # 


sion, also known here as independ- 
ent television, or ITV, has proved 
itself an unqualified success. It 
took on the well-entrenched Brit- 
ish Broadcasting Corp. (which be- 
gan public high definition telecasts 
back in 1936) and beat BBC hands 
down. 

ITV has attracted huge audi- 
ences—about 50% to 75% of those 
who have a choice between the 
rival services—and has established 
an objective yet friendly news 
service that the staid BBC is trying 
hard to emulate. It has also sold it- 
self to advertisers and agencies— 
largely through success stories—as 
a hard-hitting, potent sales builder. 


® For a long time, even the pos- 
sibility of a commercial television 
service seemed in doubt. There 
was strong criticism of the propos- 
al from influential leaders in many 
sectors of the community, most 
notably in the church. One of the 
most frequent arguments against 
ITV was that its advertising, com- 
ing right into the home, would be- 
come a menace. 

Just how far those critics were 
off the beam can be judged by the 
fact that researchers report that it 
is the wit and gaiety of many of 
the commercials that viewers find 
So appealing after viewing the con- 
ventional and austere BBC pro- 
grams. 

So popular, in fact, have many 
of the advertising jingles become 
that a recording company is plan- 
ning a long-playing disc featuring 
some of the hits for commercial 
distribution. 

It is a short but spectacular his- 
tory. The first commercial televi- 
sion program in Britain went out 
on the evening of Sept. 22, 1955, 
from the Croydon transmitter, on 
the fringe of the capital. At that 

(Continued on Page 78) 


Sad Tale Filters Through... 


To Flip Top or Blow Tip? That's 
Cigaret Sellers’ King-Size Puzzler 


AA Reporter Smokes Out 
Answers; Finds Paucity 
of Shelves for 155 Types 


By John Crichton 

New York, Sept. 25—You can 
now buy Old Gold cigarets as reg- 
ular, king-size or filter cigarets. 
You can buy Chesterfields in reg- 
ular or king-size. You can buy 
Winston and Viceroy in the con- 
ventional package or the new flip- 
top box. 

It may be customer conven- 
ience, but it’s a headache for the 
cigaret dealer. 

“Now it’s Viceroy in a flip-top 
pack,” a dealer screams in Roslyn, 
N.Y. “Where the hell am I sup- 
posed to put it?” He waved his 
hand at the jammed cigaret racks. 
“I got 36 brands in here, including 
the various types of cigarets, and 
where am I supposed to put these 
new ones? Guy comes in here yes- 
terday and I’m going to get a new 
cigaret packed in a tin box, yet. 
Where’m I gonna put it?” 

The keening of the Roslyn deal- 
er is echoed by cigaret sellers all 
over New York, ADVERTISING AGE 
learned in a recent sales check. 
But the wholesalers and manufac- 
turers couldn’t care less. 


s The Retail Tobacco Dealers 
Assn. of America argues that 
while there are about 90 different 


brands of cigarets on the market, 
only about 30 are really “active.” 

The current jam on the tobacco 
stands is a passing phase, the 
RTDAA feels. “It’s a situation that 
will resolve itself,” an official says. 
“We're going through a transition 
phase because of the current fad 
for filters, king-sizes and crush- 
proof packages. It’s bound to set- 
tle down to a few best-selling fa- 
vorites.” 

The association figures that 
there is a cigaret outlet for every 
1,000 people throughout the coun- 
try, including vending machines. 
As they see it, the top brands 
will win out, and the also-rans 
will be stocked in token quantities. 

Robert A. Lawrence, business 
manager of Retail Tobacconist and 
Tobacco Jobber, figures that 30 
brands account for 90% of cigarets 
sold. He deprecates the notion that 
retailers are worried about the 
flood of cigarets engulfing them. 

“There may be a few who beef 
at times, but we haven’t found 
anything that could be called se- 
rious dissatisfaction,” he says. 
“Most retailers are doing better 
than they ever have.” 


= Nevertheless, the cigaret deal- 
ers tell it differently: 

“I’m sorry,” says a salesman 
in the Harvard Co-op, dodging 
back of a cash register to check a 

(Continued on Page 128) 


EWRR Keeps Porter; Philadelphia 
Office to Handle Delta-Star Unit 


New York, Sept. 24—This is 
the story of a story which never 
happened. 

H. K. Porter Co. last week told 
ADVERTISING AGE that it was part- 
ing company “with regrets” from 
its short-lived agency relation- 
ship with Ruthrauff & Ryan be- 
cause of a conflict created in the 
new Erwin, Wasey, Ruthrauff & 
Ryan merger. 

The Porter account was to pack 
and leave EWRR because of a 
conflict between the Line Materi- 
al division of McGraw-Edison Co., 
an Erwin, Wasey client, and Por- 
ter’s Delta-Star division, because 
the agency was unable to work 
out an office shift suitable to both 
clients. 
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MAD ADS—Here are two posters dreamed up to promote the fourth 

annual costume ball of the Mamaroneck Artists Guild, theme of 

which will be “Madvertisements of 1957.” Ball will be held Oct. 19 

at Glen Island Casino, New Rochelle, N.Y. Co-chairmen of the event 

are artists Alton Tobey and Natalie B. Baker, wife of Samm Baker 
of Donahue & Coe. 


Against a background of solici- 
tations from 19 agencies within a 
matter of days following the an- 
nouncement, Porter decided to 
swallow its “corporate pride” and 
accept the proposal on a trial ba- 
sis that it move its Delta-Star ac- 
count out of EWRR’s Chicago of- 
fice, where the Line Material’s 
division of McGraw is presently 
handled, and shift it to Philadel- 
phia. 

Last week this proposal was 

(Continued on Page 89) 


Ad Jingles Get 
Symphony Scoring 
in Milwaukee 


MILWAUKEE, Sept, 24—‘“Music to 
Sell By” will be featured by the 
Milwaukee Pops orchestra when 
it features a medley of local musi- 
cal commercials at its Nov, 20 con- 
cert. 

Ralph Hermann, Milwaukee- 
born director of music for the 
American Broadcasting Co., has 
been commissioned to arrange the 
12 most popular local musical sales 
pieces into a “Symphonic Synthe- 
sis.” Conductor for the program 
will be Arthur Fiedler. 

The concert will be listed as “Ad 
Night,” as the Milwaukee Pops’ 
tribute to the advertising business. 

Arrangements for the symphony 
of jingles were made by Robert 
Christiansen, an account executive 
for Cramer-Krasselt Co. here. He 
is the Pops’ publicity chairman. 

To be included in the “sym- 
phony” are jingles of the Milwau- 
kee Gas Light Co., Miller Brewing 
Co., Schlitz Brewing Co., Blatz 
Brewing Co., First Wisconsin Na- 
tional Bank, Marshall & Ilsley 
Bank, Clark’s gasoline, Roxo, the 
Wisconsin Telephone Co., Lou 
Ehler’s Buick, Patrick Cudahy and 
Pate Oil Co. # 
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Small Business Not Putting Enough 


Effort in Research, 


Wasuincton, Sept. 25—Hun- 
dreds of business men who met 
here this week at the invitation of 
President Eisenhower agreed that 
small business isn’t putting enough 
effort into marketing or technical 
research. 

The business men, together with 
government officials and educators 
from the field of business admin- 
istration, spent three days, mostly 
at “do-it-yourself” round tables, 
working out steps to stimulate 
more research activity by small 
and medium-size companies. 


s Dr. Charles N. Kimball, presi- 
dent, Midwest Research Institute, 
Kansas City, who was in charge 
of sessions on technical research, 
reported that special studies by 
Douglas Williams & Associates 


showed only 12.8% of the small 


Conferees Agree 


business men who were inter- 
viewed regarded research and de- 
velopment as a major problem, 
while 34.1% of the big business 
men who were interviewed said 
they regarded research and de- 
velopment as a top problem for 
small business. “Thus,” he said, 
“small business relegates research 
and development to the lowest 
position of four most important 
problems, while representatives 
other than from small business 
view r&d as the top priority prob- 
lems of small business.” 


s Arthur D. Motley, president of 
Parade Publications, who organ- 
ized the sessions on distribution, 
noted the Douglas Williams stud- 
ies showed small business men put 
95% of their attention to matters 
of taxes, interest rates, labor, etc. 


“This research also showed,” he 
said, “that small business men in 
all fields are not thinking in 
terms of marketing research as a 
means of improving their volume, 
employment or profits.” 


® At the distribution sessions yes- 
terday, there were panel discus- 
sions covering the kinds of help 
small business can get from trade 
and professional associations, the 
business press, educational insti- 
tutions, big business, government 
and finally, how small business 
can help itself. In the evening the 
conference broke up into small 
round-table groups to discuss spe- 
cific techniques that can be used 
to reduce the cost or improve the 
quality of research. 


® Major proceedings of the con- 
ference are to be published in 
printed form as the basis for re- 
gional or local meetings to encour- 
age effective marketing and tech- 
nical research by companies which 
did not participate in the Presi- 
dent’s conference. # 


Gillette called 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


SS .  e 
. 


WORLD SERIES SPECIAL! 


BUSTER...» 


The 1957 World Series corrugated floor 
stand...a pre-packed four-bagger by 
Gibraltar ...driving home Gillette’s huge 
promotional coverage of America’s 
sports classic, at the point-of-purchase. 


it “one of the hardest 


hitters in the Gillette food store World 
Series merchandising program!” 


Want to bust some sales fences? Just call 
The Man From Gibraltar. 


350 Worren Street, Jersey City 2, W. J. 
YORK: DIGBY 4.0580 NEW JERSEY: HENDERSON 2-4462 


Advertising Age, September 30, 1957 


Popeye the Sailor outrates Mickey the 
Mouse in tv program battle in Cleve- 
land Page 2 


New York is Hicktewn, U.S.A. as far as 
newspapers’ use of r.o.p. color goes, 
JWT’s Arthur A. Porter tells News- 
paper R.O.P. Color Conference in Chi- 
cago Page 2 


Sidney Walton, broadcast commentator, is 
named publisher of the Journal of Life- 
ee Ue 


Author Lee Rosten says milk of life 
is “curdled” when strained through 
cheesecloth of advertising on 
sponsor-dominated broadcast media; 
things are different with print media, 
he adds Page 2 


If the World Series became truly inter- 
national, admen dream, what would 
the 15% commission on a telecast to 1,- 
674,359,000 fans be? 


Studebaker-Packard sets extensive ad- 
vertising drive to promote its 1958 cars 
and trucks, with kickoff promotion 
scheduled to begin in newspapers Oct. 
1 Page 2 


J. Walter Thompson Co. classified its con- 
sumer panel members according to 15 
psychological needs, hopes to be able 
to create more acceptable brand images 
for its clients as a result ...............Page 8 


King-size, flip-top! cigaret retailers flip 
own tops with king-size beef over 
steadily growing stream of cigaret 
brands, sizes and boxes ................Page 3 


Milwaukee Pops Orchestra will present 
symphonic scoring of 12 most popular 
local jingles in “Ad Night” concert con- 
ducted by Arthur Fiedler ............Page 3 


Erwin, Wasey, Ruthrauff & Ryan will 
keep H. K. Porter account, as agency, 
client reach agreement on how to han- 
dle possible “conflict of interest’ in 
newly merged agency 


Offbeat ad for Wall Street brokers’ open- 
ing of 34th branch office raises eye- 
brows of fellow Wall Streeters ...Page 3 


Sperry & Hutchison’s Rossi praises news- 
Paper’s coverage of legislative attacks on 
trading stamps for objectivity ...Page 3 


Commercial tv in Britain is big hit after 
two years, with popularity of gay, 
witty commercials delighting British tv 
viewers Page 3 


Rise of “professionalism” in business 
world increases reading among business 
executives, Harvard Business Review 
asserts in revealing results of new 
study of executive reading of business 
| ee 7 | 


Federal order barring Armour from using 
“churn” in’ advertisements for marga- 
rine is an abridgement of free speech, 
the company tells the Department of 
RGTETTIGS serrescasqesecctssersnceesesscscemecsess Page 16 


Sunshine Biscuit makes its debut on tv 
with alternate-week sponsorship of a 
quarter-hour segment of “Beat the 
Clock” and “The Garry Moore Show” 
over CBS-TV 


Jobson Publishing Corp., 
Liquor Store, has bought control 
J. E. Sitterley & Sons, publisher 
World's Business and Guia ........ Page 


publisher 


Highlights of This Week's Issue 


Preste Industries allocates $500,000 for 
three-month magazine and spot-tv pro- 
motion of its Presto Control Mas- 
ter line of seven electric cooking ap- 

hi Page 42 


Insurance needs sharper definition of 
functions of the advertising department, 
Henry M. Kennedy, executive director 
of public relations and advertising of 
Prudential Insurance Co. of America 
tells the Life Insurance Advertisers 
Assn. annual meeting 


TV networks are seeking only “the lowest 
common denominator in public recep- 
tivity, largest potential markets” Rep. 
Emanual R. Celler (D., N. Y.) 


¥ 


says Page 47 
Irving R. Rill acquires Wunder-Skin 
antiseptic medication from Purepac 
ee Page 50 


Mogen David Wine Corp. boosts ad budg- 
et 50%, plans first extensive print 
campaign, first full-color magazine and 
Sunday supplement ads, first full- 
color r.o.p. newspaper campaign and 
first venture into daytime tv in six 
years Page 56 


Blue Cross, Blue Shield run biggest ad 
campaign in Illinois to back 20-day 


drive seeking individual member- 
ships Page 60 
Jack Wrather buys Muzak Corp. for 
$4,350,000 Page 68 
Marsteller, Rickard, Gebhardt & Reed 
drops some busi publicati from 


its clients’ schedules as result of its 
study of editorial performance of some 
publications Page 76 


1958 ve year be better 
than 1957 or 1956, Prof. J. Philip Wer- 
nette of the University of Michigan 
predicts ............ Page 76 


Pay tw controversy hits San Francisco, 
where Jerrold, Skiatron fight each oth- 
er for board of supervisors’ okay as 
hard as commercial tv interests are 
fighting them o......cccccsccmmnennlDP age 80 


Housewife presents advertiser with com- 
plicated problem, JWT’s Whiteside ex- 
plains to advertising men ......... Page 86 


Better Business Bureau of New York is 
honored on its 35th anniversary Page 87 


Don't try do-it-yourself on package 
designing, George Reiner tells ad 
group 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path .. 
Chain Store Sales 

Coming Conventi be 
Creative Man's Corner 
Department Store Sales 
Direct Mali and Mail Ord 
gL) | ere 
Editorials 
Empleye Communications ................... 
Getting Personal 
Obituaries 
On the Merchandising Front . 


ant TT hould 


Photographic Review ...... . 
Rough Proofs ................ . 2 
Salesense in Advertising ......... .. 108 
This Week in Washington .. . 
Voice of the Advertiser ....... : 1 


What They're Saying 


mete 
er iattetet 
* *. 


RUN OF PAPER . 


DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


Dot Engravers, Ine. 


600 W VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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The editors of Better Homes & Gardens have an uncanny ability to 
latch onto exciting new ideas and turn them into nation-wide trends. 
That’s because they know what kind of ideas their home-and- 
family loving readers want—often before their readers do. 


Take the Family Room, for instance. A few years ago hardly 
anybody even knew what the term meant. BH&G planted the idea 
in its pages. Other media took it up. Builders and manufacturers 
helped. The exciting result of BH&G’s cultivating of an idea is 
that today the Family Room is practically as standard for 
medium priced new homes as the 2-car garage! 


People get all wrapped up in the ideas they see in Better Homes 
& Gardens. And the more they read their favorite idea magazine, 
the more they do and the more they buy. BH&G is a natural for any 
advertiser whose products can help families to live better. There’s 
no other major medium quite like Better Homes & Gardens. 
Meredith of Des Moines . . . America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


of America reads BHal; the family idea magazine 


4,350,000 COPIES MONTHLY 
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Rise of Professionalism Boosts 
Execs Reading, Harvard Editor Finds 


New York, Sept. 24—The Amer- 
ican business executive and his 
reading habits have probably been 
researched with more loving care 
than has been lavished on any 
other segment of the U.S. popula- 
tion. 

Last week some of the results of 
that research were causing a hub- 
bub. Everyone concerned was grat- 
ified with results demonstrating 
that executives read, and read in 
large quantities. The cause of the 
uproar lay in what they read, or 
what they did not read, so far as 


Magazines and newspapers were 
concerned. 

In the September-October issue 
of Harvard Business Review, its 
editor, Edward C. Bursk, described 
“New Dimensions in Top Execu- 
tive Reading,” an article billed as 
having “broad implications for all 
those who read, write or adver- 
tise in any business publication.” 


= In a 20-page, 11-table takeout, 
Mr. Bursk disclosed that: 
1. The average top executive 


reads 8% publications for business 


purposes—3% magazines, 1% 
newspapers, 1 news service, 2% 
trade journals. 

2. In general, the average pres- 
ident, vp or assistant to the presi- 
dent reads one more publication 
than does the average top execu- 
tive in other positions. The top 
executive in large companies 
(more than 1,000 employes) reads 
1% more publications than does his 
opposite number in smaller com- 
panies. If he is in heavy industry, 
he reads 1% more publications 
than if he is in finance, trade, serv- 
ice, etc. 

3. Finally, the younger he is the 
more he reads. Younger execu- 
tives consistently read more than 
their older contemporaries in the 
same management bracket. This 
is attributed to the “rise of pro- 


Advertising Age, September 30, 1957 


fessionalism” by Mr. Bursk. 


s Using a sample drawn from 
Poor’s Directory of Officers & Di- 
rectors, the article went on to say 
that in a survey of a total 70,000 
executive group the Wall Street 
Journal was read by 52,500, Time 
by 37,100, Business Week by 32,- 
200, U.S. News & World Report 
by 30,800, Fortune by 26,600, New 
York Times by 23,100, Newsweek 
by 21,700, Harvard Business Re- 
view and Dun’s Review by 16,800 
each, Nation’s Business by 15,400, 
Forbes by 14,000, Barron’s by 7,700, 
Journal of Commerce by 7,000, 
Scientific American by 4,200 and 
Magazine of Wall Street by 2,100. 

The article then related this 
penetration to total circulation, 
which meant that 34% of Harvard 


RON is TV in SF 


San Franciscans are sold on KRON-TV 


S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 . PETERS, GRIFFIN, WOODWARD 


Business Review’s circulation was 
in this group, 16% of Dun’s Re- 
view’s, 12% of the Wall Street 
Journal, 11% of Business Week’s, 
9% of Fortune’s, 6% of Forbes’, 
4% of U.S. News’, and 2% each for 
Time, Newsweek and Nation’s 
Business. 


8 The article went on to detect 
a noticeable shift in business ex- 
ecutive reading from the larger 
and more general publications to 
smaller publications “which they 
apparently feel serve their pro- 
fessional needs more closely.” 

Further, the article pointed out 
that Fortune, Newsweek and Time 
have a total circulation of 3,343,- 
396 and a combined page rate of 
$19,930, and reach 77% of the 
total top executive group plus 80% 
and 82% of two selective segments. 
On the other hand, Mr. Bursk says, 
Business Week, Harvard Business 
Review and U.S. News & World 
Report, whose circulations add up 
to 1,208,160, or less than half 
of Fortune-Time-Newsweek, and 
whose total combined page rate is 
$8,045, less than half as much, 
cover 76% of the top executive 
group, and 83% and 90% in the 
same two selective segments. 

The reaction to Mr. Bursk’s ar- 
ticle ranged from argument over 
whether the questionnaire was 
properly worded to interpretation 
of the phrase executive. But other 
magazines were bitter about the 
publication of what they called a 
piece of promotional research as 
an editorial feature article. 

“Shocking,” said one competi- 
tor; “Nothing but a piece of mag- 
azine promotion,” said another. 

Mr. Bursk defended the article 
to an AA reporter on the ground 
that it was “of general manage- 
ment interest.” 


s But hard on the heels of the 
Harvard Business Review article 
came a study by the Wall Street 
Journal, also drawn from Poor’s 
Directory of Officers & Directors. 
In that study, the Wall Street 
Journal led all publications “found 
most important and useful” with 
43.6%, followed by the New York 
Times (23.2%), Time (23.3%), 
U.S. News & World Report 
(18.3%), New York Herald Trib- 
une (9.7%), Business Week 
(16.9%), Newsweek (11.3%), and 
Chicago Tribune (5.1%). The Har- 
vard Business Review received 
100 mentions (vs. 3,615 for the 
Wall Street Journal) and scored 
1.2%. 

Some of the magazines men- 
tioned in both studies quickly 
pointed out that there were dif- 
ferences in regular readership in 
the two studies ranging from 22% 
discrepancy to 650%. They noted 
that while the original list was the 
same, the Harvard Business Re- 
view made a mailing of 10,000 vs. 
13,896 for the Journal, got 1,486 
returns vs. 8,289 for the Journal, 
and had a return of 148% vs. 
59.7% for the Journal. 

In a memo dated Sept. 11, Ed- 
itor Bursk fired off a salvo intend- 
ed both as rebuttal and reconcili- 
ation, Read the right way, he con- 
tended, the Wall Street Journal 
study actually confirmed the Har- 
vard Business Review findings 
when “allowances for difference 
in methods are made.” # 


Fairchild Publishes Book 
on In-Store Sales Promotion 

“Twelve Meetings for In-Store 
Sales Promotion,” by Robert G. 
Seymour and Virginia Cone, has 
been published by Fairchild Pub- 
lications, New York. The book, de- 
signed as an outline to help train 
salespeople to sell more successful- 
ly, is priced at $3.95 per copy. 

Dr. Seymour is director of the 
bureau of business management 
of the college of commerce and 
business administration, Univer- 
sity of Illinois. Mrs. Cone is per- 
sonnel and sales training consult- 


ant at Purdue University. 


oe cs. 1’. gi eens 84.8) a ears ot ee ae ee Ct ge IRR a arm is Se ea Se. oe ee AO ee eg uta eee Mg ae Ak 
ee ee ees 3 oo ede Vier mes, SE petangy Pe Sea Cae — 715 NN oe es ey pe ener ee ere Pe. See ee ae’ oe igh: 
rae Soe ee ae ee a’ ens ee a ae ne tae iad ames! 0 tite Merwe) Pu pao eee cn _ ee 
Pee eS | ee \ ft 22 esi 782 Peart sai tr es i ae « (ne pa ees, 5 A z pag Ms ca 7 (i ec a eee S: elo. PSone ec Ph sa eine Bee ena See + ar “saan 
So es gE eee NG Gee Oe ie oe en ee Cae > ok heh OE <8 Si ce 8s Ah oe er Paes bere ea ee 8 are a NN ee AE ic 
a ee ee ee eee on hs) eee ee SS a ree A ee RR eR 
; ee . , ; sees ela eed ct: cayeaie 2 ae Re rae ea a MR I ec fea he PA Geet: See 
“ree 6 ind ‘ 
-& ae 

4 a 

ca “i 

‘ 

5 a 
ee ai 
a 
ae - 
are A 
a “ 

nites 
me 
(abe : 
iit 
cae a 
‘ a] 
sous Me 
tara 
eos ee a 
=e | | ' =a 
= er 

: err snes a 

eS i. 

a 

y 2:2 

— a 
ei a 
‘eee oie 
ame a: 
ee i 
roa HS, 
Bias i, 
eS st i 

ere gine? ao 
oes Ms a 
eae : 6 - 
te » et’ F eit i eg a 
Atal: be . . - ee gees : 3a is 
oo ra OF igs ee ne . | 7 
Wien’ P ae q 
alt a ee ' ei be? : J ce 
ooo Aaa . : a | ee 
aa ee . De < Me “9 2 
<n Zz . igs ae at? ee eres 
Vt dialer oh coal BR ae i , a bie. oo t oe 
im Shar ew e ! scemee al ES j Fi, ee : 
i BUG 2a we | ae os ae i : 
ee 2p Cae ae =e ee: eo be iste 3 ; Z 
5 ae aed : ae a ‘ie 2 a ae Be a 
a SS ner ener eae ees | ee ee. ; i ee 
eee “iit ahaha in Fae seaman oe )6=6 ‘i ae 
use aoe erartiy cae. ga ig a ee, oe. ee pisces: Fe 4 ’ vag 
are “pe ei Sir cone * peg | ae 
ee Se eae. «Gee —_ — | £2 ote 3 
= ; ; a oe o y, oa ae, 3 
pit SS = Foo y Bes) Hi ie 
Sos i ; = - ——}— os, . 
Bis ¢ ae : BS 2 ee : 
; { * ye a Ree . Oe . 
a ” —_ —— hd eee re # 
soem ee ' lO ee ; 
Noe i “ 24 pF Ae " Re : 
ie rae Scag Se ae ee 
eae e 4 <4 = |. os 
pir ; _mer Beg ; _— - x e piney , 
: ; " yy 4 e464 . ae 
ny . ius i ES Ee “uf 
7 ’ ma, Bee ee Gree 
a ‘ _ ed yo < Ag 
fan *’ E Se eas eae 2a P 

J ~ Foo) ees 
eon F : a AT P23 ! 
aaa fae — 4 tae oe 
ae 4 ee a 7. ey a 
indies r ae as B. _ Rend . . 
ee : , a i a 2 Bis. C : i ~ 
ide 4 : ; « ae a ty oe ; - 
sae é ard 7 > e a é ae 4 z ms a. Be 
ae th ie “a ee - sags ;; -s 
rene : Ge a es : musi ie Ve sa * 
sy [ ——_—_ 2. : —~ 
id _ Byes. a — a ays 2 : <td a. 
ens — eee ° * Eas ae - See 2 , r ae 

ote a es 4 ‘ Me 
x ia - 7 » - 
Fo SPOT 
ee AVAILABILITY 
“ 
oo: NIGHTMARE!” 
; hock Seri ee | ; 
pies 
nee 
Fi 
nE®: 
ae Na oe MN WO tially ge oo (ee es ee et Dei hte omg ed ae el ae ee a ee See et tre eee Peer. as ee ee » aie Pe. = Pig sit 
aie Bes oe. ech eae Se : ee ae cae side eC om a Het see ee a AP ad <a ts uP tes eo: igi we Ae “earaens a eos PS ee is: aad ee eee ee eae Bas. 
ae se eee ae ey ee ee oor goes Ae Wy, MS ah She ies RO Te eon I Ae uM game ST" Sele a Behe So. ae oe eee ; Ce eee fore: SORTA gaia ch ee  e 
| as Pree a Ss PRA Ce ete Ge ee (2 ite <a Monae : vg eo ey - ey ee ee arts be 
ec neem ee rete Sree eh ee a a IMM MM Seat ein at le a Pes eeraee ty pee ta fant: oo ae Bee. alk We a ee eek Se ee ee cia gS eae 
i a eee ee a oe ee er Ti) adet go oaianae pee : bee me a a ign Pah gS ga ae: 6 ei a 
ae ep Ce oe een eA oA a OE i is og lie Lae i y ae age PRE Sa ae nr an ean ry Sheet la te eee oi ng a, ign s -.  aamm ee. EF det eee sitar tte, res te ge 


\sarts e 
* \ Stat 


You'll want to send for your free copy, today! 


Some remarkable facts about today’s car dealer market 


i FACTUAL 


HIGHLIGHTS 
OF THE 1957 


AUTOMOTIVE NEWS 
DEALER SURVEY 


Size, sales, and character of car 
dealerships 


Average annual service volume per 
dealer 


Annual dollar volume of parts, ac- 
cessories and labor sales 


Car dealer personnel 

Service work performed 

Service Station facilities 
Replacement parts, volume and usage 
Tires, batteries, and accessories 
Equipment owned 


Who decides on the brand of equi 
ment, parts, and accessories to be 
purchased 


Now available: A comprehensive new survey 
by AUTOMOTIVE NEWS offers you, merely 
for the asking, all the facts on the current car 
dealer market. This unique study provides 
dealer information unobtainable from any 
other source. 


Comprised of sixteen solid pages of detailed 
information, the survey covers everything from 
number of lubrications to sales of side view 
mirrors. As with past such AUTOMOTIVE 
NEWS studies, significant figures were com- 
pared against manufacturers’ sales records and 
proved reliable. For your copy of this com- 


prehensive market analysis, simply drop a 
card to AUTOMOTIVE NEWS today. 


Each AUTOMOTIVE NEWS representative 
carries with him, 218 pages of detailed infor- 
mation pertaining to this survey. Brand names, 
breakdown by car makes and dollar volume 
are included. Call him today, he'll be glad to 
show you how this data can be helpful to you. 


NEW YORK: Edward Kruspak, Ray Billingham, Howard E. 
Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 


The most influential publication in the automotive industry. 


Yok. XKXE, No. B68? 


The Newspaper of the 


CewoinetNS want 


679,000 in "56 - 


744,000 New Cars Nowe ©. 


Stocks Dip but Top _ Year Ago 


Industry 
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Run Ads with 
Pay-TV, K&E's 
Lewis Proposes 


Boston, Sept. 26—William B. 
Lewis, president of Kenyon & 
Eckhardt, New York, took the ros- 
trum at a meeting of the Broad- 
cast Executives Club here today 
to: 
1, Praise the broadcast medium 
—television and radio—as “the 
most dynamic of all our means of 
communication” and to hail it for 
the ability to make advertising 
“penetrate deeper than the great- 
est of our efforts on the printed 
page.” 

2. Protest against proposals 
“that advertising agencies should 
be compensated on package shows 
with commissions on time alone.” 

3. Propose that commercially- 
sponsored television be combined 
with pay-tv. 


s “Why not run advertising with 
pay-tv?” asked Mr. Lewis. “That 
seems logical and _ certainly 
worthy of study. There is no rea- 
son why tv, like the print media, 
should not receive income from 
both commercial interests and the 
general public which producers 
are serving. No one stops to con- 
sider that it would cost the public 
several dollars a copy—not 5¢ or 
10¢—for their daily newspapers 
were it not for advertising sup- 
port. Magazines would cost almost 
as much as expensive books with- 
out advertising revenue.” 


®s As for those who would restrict 
commissions on package broadcast 
shows to those on time alone, Mr. 
Lewis declared: 

“This is like saying to Life that 
their commissionable rates should 
be related only to the cost of 
printing and distributing their ad- 
vertising pages. A publisher de- 
termines his advertising rates on 
the basis of covering all his costs 
—editorial, circulation, paper, ink, 
printing, distribution—less what 
he gets back from the sale of 
copies, plus a profit. 

“These are the rates on which 
commissions are paid to the agen- 
cy. The television network does 
the same thing in principle except 
that it breaks down its quotation 
into facilities charges and editori- 
al or talent charges. 

“Why should anyone suggest 
we have one set of rules for print 
advertising and another for 
broadcasting—particularly when 
the efficient use of broadcasting 
is, by any measurement, a more 
arduous undertaking?” 


® In praising the broadcast medi- 
um, Mr. Lewis said, “Whether we 
speak of the new giant television, 
or our wonderful old love, the ra- 
dio, which has lustily refused to 
die and is coming back stronger 
than ever, we are dealing with 
forces that penetrate deeper than 
the greatest of our efforts on the 
printed page. And I say that, who 
is an old print copywriter and 
love the smell of ink. 

“For certain tasks in advertis- 
ing,” he went on, “nothing will 
ever supplant the magazines; for 
certain other tasks the daily 
newspaper is ideally suited; but 
for dynamism we take to the air.” 


® But broadcasting, he indicated, 
is not an unalloyed blessing. It 
contains “the most complicated 
set of problems that have been 
associated with the use of any ad- 
vertising medium.” # 


Brewer Joins Kastor 

Currie L. Brewer, formerly with 
Tatham-Laird, John W. Shaw Ad- 
vertising and Leo Burnett Co., has 
joined H. W. Kastor & Sons, Chi- 
cago, as an account executive. 


‘See It Now’ Press 
Release Riles 
Direct Mail Group 


New York, Sept. 26—Edward R. 
Murrow and “See it Now” won’t 
tackle “The Great Billion Dollar 
Mail Case”—an examination of the 
U. S. Post Office (see story on 
Page 89)—until Oct. 6, but already 
there’s a flag on the play. 

The Associated Third Class Mail 
Users, Washington, D. C., in a tele- 
gram yesterday to Fred Friendly, 
producer of “See It Now” at CBS- 
TV, claimed a “Mail Case” press 
release was offside. 

“Your press release about com- 
ing postal program,” said the tele- 
gram, “uses phrase ‘nuisance 
mail.’ Since all advertising is con- 
stantly under attack, you do your 
own sponsor, Pan American, as 
well as every other sponsor, par- 
ticularly the soap companies, a 
disservice by helping to perpetu- 
ate a slander created by a few 
newspapers which resent any ad- 
vertising competition. This is 
shortsighted policy on their part 
because any attack on legitimate 
advertising harms all advertising. 


® “Certainly,” continued the wire, 
“Pan American’s third class mail 
advertising will suffer as well as 
that of Lever Bros., Colgate, Proc- 
ter & Gamble, etc., if you parrot 
anti-direct mail propaganda. Some 
of finest direct mail was created 
for Pan American by Dickie-Ray- 
mond. Suggest editors of ‘See It 
Now’ program procure samples of 
it and then judge whether the 
‘nuisance’ appellation applies.” 
The news release uses the con- 
troversial word like this talking 
about points the “Mail Case” pro- 
gram will cover: “Should the cost 
of third class ‘nuisance’ mail be 
borne wholly by industrial users 
as normal advertising expense?” # 


‘Seventeen,’ Stores 
Sued for Monopoly 
of Teen-Age Market 


New York, Sept. 26—Dale Hilton 
Inc., mail order company, has filed 
an $18,000,000 treble damage suit 
in federal court charging Triangle 
Publications (publisher of Seven- 
teen), nine store groups and two 
manufacturers with monopoly of 
national teen-age advertising. 

The Hilton mail order house, 
which caters to the under-20 mar- 
ket, claims that the 12 defendants— 
plus advertising agencies and trade 
associations not named in the com- 
plaint—have engaged in “unrea- 
sonable restraint of trade and com- 
merce in fashions” in order to elim- 
inate Hilton from the teen-age 
market, the complaint says. 


® According to the complaint, Hil- 
ton regularly placed mail-order ad- 
vertisements from 1951 to 1954 in 
Seventeen, its principal medium. 
Beginning in 1954, however, the 
defendants sought to prevent Hil- 
ton from advertising in Seventeen 
by fixing minimum prices for 
fashion merchandise advertised in 
the magazine. 

They further discriminated 
against Hilton, it is alleged, by 
charging Hilton a higher price per 
item than was charged the retail 
defendants. 

The two manufacturers involved 
are Jonathan Logan Inc. and 
Teena-Paige Fashions. The nine 
store groups include Allied Stores 
Corp., Associated Dry Goods 
Corp., B. Altman & Co., Best & 
Co., City Stores Co., Federated De- 
partment Stores, Gimbel Bros. 
Hecht Co., Woodward & Lothrop. # 


ARB Moves Oiftice 

The American Research Bureau, 
New York, has moved to 400 Park 
Ave. 


MOLLAND 


GOOD ENOUGH TO EAT—A handsome 
color photo of a cheese dominates 
this page scheduled by Holland 
Cheese Exporters Assn. for the Oc- 
tober Gourmet. The New Yorker 
will also be used in the new cam- 
paign. Erwin, Wasey & Co., New 
York, is the agency. 


Sell R.O.P. Color 
in Smaller Ad Units, 
Dailies Advised 

Cuicaco, Sept. 25—Two speak- 
ers at the 2nd annual Newspaper 
R.O.P. Color Conference urged 
newspapers to make r.o.p. color 
available to advertisers in units 
smaller than full pages. 

The future of volume national 
advertising in full color hinges on 
the development of the partial 
page, said Frank Stolz, of Batten, 
Barton, Durstine & Osborn, New 
York. 

“It seems to me that in r.o.p. 
color, there has been too much 
emphasis placed on full pages, 
both in the selling and buying 
end,” Mr. Stolz said. “If b&w 
newspaper advertising was limit- 
ed to full pages, there would be 
precious few national advertisers 
that could afford to use it. 

“Let’s face it, pages are expen- 
sive and paradoxically it’s the big 
nationally-distributed product ad- 
vertiser that can least afford to 
use pages. I think it would help 
considerably if partial pages were 
sold in standard units such as 
three-quarter, half and even 
quarter pages, and along with 
that a mechanical standard should 
be set up to fit these units so that 
we will not run up excessive pro- 
duction costs due to the need of a 
wide variety of sizes.” 


# Vincent Bliss, president of 
Earle Ludgin & Co., Chicago, add- 
ed his voice to those calling for 
availability of less than full page 
r.o.p. color ads. In a conference 
talk, he suggested papers allow 
1,500-line and possibly 1,000-line 
color insertions. 

Mr. Bliss also described the 
healthy results of color found in 
color vs. b&w split run tests for 
ads placed through his agency. He 
suggested adding the word “col- 
or-impact” to the advertising lan- 
guage, to distinguish from the 
“loudness” of impact attained 
through large b&w ads. # 


Weiner Closes in Portland; 
Mobley Returns to Brewer 


Weiner & Gossage has closed its 
Portland, Ore., office, and will han- 
dle the advertising account of 
Blitz-Weinhard Co., Portland 
brewery, from its San Francisco 
office. C. P. (Cork) Mobley, who 
left a post with the brewery in 
April to become Portland manag- 
er of the agency, has returned to 
the post of advertising and public 
relations manager of Blitz-Wein- 
hard. 
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Richards, KVPD 
Launch Overseas 
Ad Operations 


New York, Sept. 26—Two U.S. 
agencies have entered the in- 
ternational advertising scene— 
Fletcher D. Richards Inc., New 
York, and Klau-Van Pietersom- 
Dunlap, Milwaukee. 

Fletcher D. Richards has entered 
the international advertising scene 
through an affiliation with Con- 
tinental Advertising & Marketing 
Agencies (CAMA). 

Klau-Van Pietersom, after two 
years of lining up overseas agen- 
cies, has just launched its own 
network. 

Organized in 1956, CAMA, which 
has joined with Richards, is a net- 
work of 12 large Western Euro- 
pean advertising agencies. Earlier 
this year the group established its 
own office in New York (AA, Jan. 
28). 

The affiliation with Richards 
signals the failure of this some- 
what ambitious effort to launch a 
foreign-owned agency in the U. S. 

Under the _ original plans, 
CAMA’s New York office was to 
serve as a two-way funnel. It was 
to direct accounts of U. S. compa- 
nies to member agencies in Europe 
and it was to act here as a fully- 
staffed agency, handling local ac- 
counts as well as accounts of Eu- 
ropean companies marketing in 
the U. S. 


= CAMA’s member agencies had 
been asked to invest enough capi- 
tal to keep the New York office in 
business for at least two years, 
even if it didn’t acquire a single 
account. 

Now, after less than nine 
months of operation here, CAMA 
has decided that comprehensive 
agency service “only can be given 
in any country by a national 
agency of first-class standing and 
with full facilities at its disposal.” 

CAMA will continue to main- 
tain its identity here through a 
service and contact office at 10 
Rockefeller Plaza, where the 
Richards agency has its offices. 
The CAMA office, at 60 E. 56th 
St., will be closed. 

Sterling Wheeler, veteran agen- 
cy man who opened CAMA’s office 
here as exec vp, has resigned. The 
CAMA service office will be di- 
rected by Edward Fischer, an old 
J. Walter Thompson Co. hand, 
who has been serving as Mr. 
Wheeler’s assistant. 


e Klau-Van Pietersom-Dunlap 
has established its worldwide 
group of affiliated advertising 
agencies to provide “native-son” 
knowledge of foreign markets and 
media to KVPD clients, according 
to A. R. McGinnis, KVPD board 
chairman. The agency has set up 
an export division to handle the 
worldwide program. 

Mr. McGinnis said that at pres- 
ent 25 agencies with a total of 
70 offices covering 43 countries 
have signed franchise agreements 
and negotiations are under way 
with several others. 

The agencies signed are in Eu- 
rope, Asia, Africa, South America, 
Australia, Cuba, Jamaica and Can- 
ada. 

Mr. McGinnis said that “all in- 
dications point to a greater em- 
phasis on overseas sales by U. S. 
firms. While in the 1920s and 
1930s only 10% of the total sales 
by U. S. firms was export’s typical 
allocation, today the average for 
the 1956 leading corporations, as 
reported, is 24.6%. 


@ Eugene I. Harrington, president 
of Fletcher D. Richards, empha- 
sized that the affiliation with 
CAMA will not disturb existing 
international arrangements main- 


tained by his agency and CAMA 
agencies. 

For example, the Richards 
agency has been working with 
Robert Freeman Co., London, on 
the U. S. Rubber Co. account. This 
arrangement will be continued. 
The CAMA agency in Britain is 
Samson Clark & Co. Likewise, 
Rudolf Farner Advertising, Zu- 
rich, one of the CAMA agencies, 
will continue its reciprocal rela- 
tionship with Foote, Cone & Beld- 
ing. 


= However, in the future, Mr. 
Harrington pointed out, “initiation 
of additional business by Rich- 
ards’ clients in Europe will, with 
client approval, be handled by the 
pertinent CAMA agency. New 
business of CAMA’s clients re- 
quiring service in North America 
will, with client approval, come to 
Fletcher D. Richards.” 

Mr. Harrington added that the 
CAMA-Richards tieup should not 
preclude other affiliation agree- 
ments between the European net- 
work and U. S. agencies. 

He conceded that there will have 
to be modifications in the event of 
account conflicts. 


® Behind the CAMA-Richards af- 
filiation is a long-standing per- 
sonal relationship between Sher- 
wood Dodge, exec vp of Fletcher 
D. Richards, and Rudolf Farner, 
Swiss agency man who spear- 
headed the formation of CAMA. 

Mr. Dodge joined the Richards 
agency June 1, after 19 years with 
Foote, Cone & Belding. He is a 
close friend of Mr. Farner, who is 
chairman and chief spokesman for 
CAMA. While still at Foote, Cone, 
Mr. Dodge was instrumental in 
organizing the CAMA operation 
in this country. 

Beyond this personal relation- 
ship, there is an evident desire on 
the part of Richards to play a 
more important part in interna- 
tional advertising. U. S. Rubber, 
one of its main clients, has a big 
stake in overseas markets. An- 
other client, Eastern Airlines, has 
an international interest now as a 
result of its new non-stop route 
between New York and Mexico 
City.+ 


EWRR Solves Liquor 
Conflict; Resigns 


McKesson Account 


New York, Sept. 26—Erwin, 
Wasey, Ruthrauff & Ryan today 
“reluctantly” resigned McKesson 
& Robbins liquors—a move fore- 
cast on Aug. 30, when Erwin, Wa- 
sey & Co. announced it was merg- 
ing with Ruthrauff & Ryan. 

The resignation stemmed from 
a conflict in the combined agency: 
Erwin, Wasey handled McKesson, 
an account billing about $1,250,000, 
while Ruthrauff & Ryan worked 
on Brown-Forman, a_ $5,000,000 
account. 

Donald C. Berry, vp in charge 
of advertising for McKesson, told 
ADVERTISING AGE today his com- 
pany would “now start looking for 
another agency—concentrating on 
those agencies which have no 
liquor accounts.” 

Mr. Berry said he “prefers not 
to look at agencies which already 
have wine or beer accounts.” He 
said a number of agencies had al- 
ready been in touch with him, but 
that no meetings had been held. 

McKesson’s liquor list includes 
Martin’s VO and Highland Queen 
scotch, Ronrico rum, Chapin & 
Gore straight bourbon and Old 
Jim Gore bonded bourbon. Brown- 
Forman products, which remain 
with EWRR, include Old Forester 
and Early Times. # 


Fritsch Joins Chicago Statf 

Ralph B. Fritsch, formerly with 
Farm Implement News, has joined 
the Chicago sales staff of Progres- 
sive Grocer. 
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1 OUTDOOR ADVERTISING 
Amoco’s Major Selling Medium 


“For Amoco, the motorist is our market, and Outdoor 


George M. Glazier advertising is the most direct and visual means 


MANAGER ADVERTISING AND SALES PROMOTION of reaching motorists...when they are driving...when 
te. AMERICAN Oil COMPANY, SAYS: 


= 


it is easy to drive in and fill up with Amoco. 
That’s why we at Amoco have used Outdoor for 30 years... 


and why today it is our major selling medium.” 


8 out of 10 drivers* see and remember Outdoor posters...as do 84% of all 
people in auto owning households! 


*Urban Markets—Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK @ ATLANTA @ BOSTON @ CHICAGO @ DALLAS @ DETROIT @ HOUSTON @ LOS ANGELES @ PHILADELPHIA @ ST. LOUIS @ SAN FRANCISCO @ SEATTLE 
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“To Purchasing Executives, 


Lost Time Adds Up in Dollars!” 


Lawrence R. Gardner, Purchasing Manager, 
Commercial Solvents Corporation 


“Purchasing agents are acutely concerned 
with quality, price and supply situations. With the 
constant upward trend of material, labor and operat- 
ing costs, up-to-the-minute information is more vital 
than ever. If we could get the data affecting these 
important factors in one place every week, it would 
save a tremendous amount of time. We would no 
longer have to wade through a number of publica- 
tions to see the complete picture. Certainly the time 
saved would help us to do our job better.” 


Now a Rapid-Fire Weekly 
will Reach this Buyer! 


PURCHASING WEEK gives you a short cut to the 
desks of the men who participate in almost every 
industrial purchase. Every week of the year you'll 
be able to keep these keymen up-to-the-minute on 
your: new products, services and literature; new 
processes and production methods; price quotations 
and changes. 


Purchasing Week Delivers Vital 
Information —in Time to be Usable! 


It is the result of five years of intensive research 
into the information needs of purchasing executives. 
Editorially, PURCHASING WEEK will cover the 
areas of their greatest interest: price and supply 
trends, new materials and products, purchasing 


economics, Washington and the world, new purchas- 
ing techniques, “how-to” feature stories—and more. 


PURCHASING WEEK will fill the big gap in 


communications to purchasing executives. 


Purchasing Week, with all its timely infor- 
mation, with the largest staff of “men who speak the 
language,” will be... calling every week on the man 
your salesman must contact! 


@A 10%" x 14%" type page 
on coated stock, accepting 
standard space units 
of advertising. 


@ First issue: Monday, 
January 6, 1958. 


@ Initial distribution: 
25,000 industrial 
purchasing executives. 


For full details on rates, mechanical requirements, and 
a sample ‘pilot’ issue, contact your McGraw-Hill office. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 
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The Editorial Viewpoint... 


Why No Eggheads? 


If the reports we have seen are correct, we want to take Al Seares, 
vice-president of the Remington Rand division of Sperry Rand Corp., 
to task for what he said to the National Industrial Conference Board 
marketing conference about eggheads. 

We are told that he defined eggheads as “people who are intellec- 
tual,” and said they had their place, “but not on corporate staffs.” 
Instead, he said, management needs “intelligent realists’”—‘‘people 
who can get down to earth and recognize real problems, real situa- 
tions and real personal relationships.” And he added: 

“Whenever management tries to yoke either eggheads or dilettantes 
in staff jobs with hard-headed line men who have gone to the hard 
school of experience, it is going to get»bad line and staff relationships, 
and it is getting precisely what it deserves.” 

What we object to here is Mr. Seares’ no-question-about-it as- 
sumption that anyone who is “intellectual” cannot possibly be “in- 
telligent” or “realistic’’ or even “hard headed.” And what we'd like 
to know is whet perverse hangover from the Middle Ages makes us 
assume that anyone who really exhibits a superior intellect is auto- 
matically impractical, unworldly, impossible to get along with, and in 
a general sense, dumb. And—while we are at it—let’s have someone 
tell us why being “hard headed” is so universally accepted as a vir- 
tue. In our experience, we have frequently been unable to observe the 
difference between hard-headedness and thick-headedness (which 
we assume is not considered a virtue). 

If Mr. Seares had said that certain kinds of intellectual and per- 
sonality traits make for good staff material, and that certain other 
combinations of intellect and personality do not; and that real 
“brains’—the kind of people we refer to as “eggheads”—are more 
likely than not to be poor staff material, we would have no quarrel 
with his conclusions. Because he is right. 

The intellect endowed with real qualities of genius is unlikely to 
be happy in any relationship which shackles it with the pedestrian 
mental pace of “hard-headed realists.” The egghead is not likely to 
be the best “team” member, nor is he likely to be a respecter of 
tradition or convention. 

But business men ought to be careful these days about sneering, 
even inadvertently, at eggheads. There are too many examples all 
around us, every minute, of the tremendous and continuing debt the 
whole world owes to the one-in-ten-million intellect which sees things 
differently, and more clearly—and to much better purpose, than we 
do. 


Strikes Prove Very Little 


Every time there is a newspaper strike, or a strike affecting 
broadcasters, or any other advertising medium, it is followed by a 
considerable amount of argument about whether business was af- 
fected or not. 

In the event of a newspaper strike, there are certain to be stories 
and statistics proving that retail sales declined sharply, movies and 
other entertainment places suffered fiercely, and in general living 
came to a near-standstill. 

These of course come from spokesmen for the newspapers. On the 
other hand, there is an equa! outpouring of charts, data and statis- 
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—A. L. Reagan, General Electric Co., Bridgeport, Conn. 


“He says the trouble last night was too much beer thirst and not 
enough coffee hunger.” 


tics from the broadcast camp, or maybe the transportation advertis- 
ing people, to show that they stepped right into the breech and that 
as a result, business was at least as good as ever—and probably bet- 
ter. 

Well, we don’t believe either side can make a case which is worth 
discussing, in most instances. In every instance which we can re- 
member (except one) the strikes against major media of communi- 
cations have, fortunately, been so short-lived that they could not have 
seriously affected a community’s basic pattern of living. In the ex- 
ception—the Pittsburgh series of strikes against retailers and news- 
papers—there was no question that business was seriously damaged. 

The point is that the absence of a major advertising medium from 
the scene in any particular locality can cause inconvenience and 
difficulties, but it is a tribute to the solidity of American economic 
life that no one would expect it to cause a major economic upheaval. 
If advertising were to disappear completely from the American scene, 
one would scarcely expect this disappearance to change the whole 
face of America in a week, or two or three. 

But let advertising be stopped totally for two or three months, or 
longer, and there could be no question that there would be a gradual 
erosion of wanting power, which would quickly translate itself into 
lessened sales and lessened industrial activity. 


a a # 


What They're Saying... 


The Tie That Binds 

Do you ever have the unhappy 
feeling that you don’t belong, that 
you’re not identified with anything 
big, that life has no meaningful 
symbols for you? 

What you need, brother, is a 
company tie. According to The 
Times, hundreds of corporations 
are now passing out neckties dec- 
orated with the company insignia. 
Not only is it a good promotion 
stunt, they argue, but it fosters 
feelings of belonging among their 
employes. RCA favors the symbol 
of His Master’s Voice, Socony Mo- 
bil promotes the flying red horse, 
and the Southern Screw Co. has 
ties with nuts and bolts. 


ers “hystericals,” Perry Como-type 
singers “relaxatives,” prize fights 
“gladiatorials,” soap operas “tra- 
vailogues,” westerns “earpisodes” 
and medical dramas “doctormen- 
taries.”...Oh, and Max also calls 
juvenile delinquency dramas “gut- 
WG.” +s 


—Mike Connolly's Hollywood column 
in the Chicago Sun-Times. 


Offers an Antidote 

Have you noticed the preponder- 
ance of western programs sched- 
uled for tv evening hours this fall? 
The result will undoubtedly be 
greater numbers of adult New 
Yorkers going out on the town 
more frequently. And the new ele- 
gance of our fall apparel is a wel- 


Farewell to the old school tie; 
hail The Organization Man; bring 
us our T-shirt. 

—Editorial in the New York Post. 


TV Topics 

They’ve been calling big tv 
shows “spectaculars” for so long 
now, we've almost forgotten that 
they’re really just musicals—so 
Max Liebman, the man who in- 
vented the spec, has come up with 
some other words for other kinds 
of shows. Max calls quiz shows 
“encyclopoedicals,” comedies “rib- 
tickulars,” Elvis Presley-type sing- 


come antidote to a surfeit of 


fringed jackets and ten gallon hats. 
—Ad in the New York Times for 
Marty Walker's clothing store. 


Accolade for Sales Boss 

I feel it is the duty of every 
executive in every business to con- 
tinue to think along the lines of a 
sales manager even after he has 
moved up to some other position, 
because that is the most important 
office in any business. 


—Thomas J. Watson, Sept. 15, 1932, 
September, 1957, by Thomas | 


J. “Watson Jr., president, International | 


Business Machines. 


Rough Preofs 


It was only poetic justice that 
Milwaukee, after racking up at- 
tendance records in the major 
leagues for several years, should 
finally win a pennant to go with 
them. 

* 


“We want an executive who 
works hard himself,” says a clas- 
sified advertiser. 

Isn’t that asking just a bit too 
much? 

oe 


What in the world will Elsie and 
Elmer do after Dec. 31, when Stu- 
art Peabody, their best friend and 
severest critic, steps out of Bor- 
den advertising? 


“Laws,” says Cosmo, “affect ev- 
ery part of your life—when you 
sign a check, climb onto a bus, eat 
in a restaurant, quarrel with a 
next-door neighbor.” 

Especially if the quarrel with 
your neighbor was over a check 
which came back marked “NSF.” 


Car dealers who seem most im- 
pressed with the competition of the 
new Edsel are those who are al- 
ready part of the Ford family in 
selling the Mercury line. 


Walter D. Fuller is hoping that 
by helping retired executives to 
do parttime work for companies 
which can use their talents, he can 
keep them from being quite so re- 
tiring. 

© 


Joint promotions by non-com- 
petitive advertisers are the com- 
mercial equivalent of the construc- 
tive program which makes two 
blades of grass grow where only 
one grew before. 


Classified advertisers who try to 
save money by abbreviating long 
words often end up by inserting 
some surplus consonants, as in 
“mfgr.” for “manufacturer.” 


The market for love is going up, 
if you can believe the report of 
DeBeers Consolidated Mines, which 
says U.S. import of diamonds per 
marriage has increased to four- 
fifths of a carat. 


Together, “the exciting new 
magazine for all the family,” is 
published by the Methodist Pub- 
lishing House, and not by the pro- 
motion department of McCall’s, 
the magazine of Togetherness. 


Unions are just like other people. 
Those which deal with the A. O. 
Smith Corp. weren’t in favor of 
company advertising until] their 
representatives got out in the field 
and tried to sell the products. 


Bankers don’t usually go out and 
play golf after their doors close at 
2 p.m., and one Kansas City bank 
is using advertising to let the cus- 
tomers know they keep right on 
working just like the rest of the 
| solid citizens. 


Copy Cus. 
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People come to 
The Inquirer because 
The Inquirer goes to 
their Hearts! 
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Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR, EDWARD J. LYNCH 
342 Madison Ave, 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 
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It’s only natural that when they need help or advice the readers of 
The Philadelphia Inquirer write to the newspaper they consider 
their very own. That’s why such features as are shown on this page 
—as well as many others in The Inquirer—receive so many questions. 
And that’s why readers have confidence in the answers. 


The Inquirer has always been a loyal citizen of the community it 
serves. And so it has won the loyalty and confidence of readers far 
beyond any other newspaper in its area. 


As a result, The Inquirer enjoys amazing response for editorial fea- 
tures ...and for its advertisers. That’s why more advertisers place 
more linage in The Inquirer than in any other Philadelphia newspaper ! 


Che Philadelphia Inguiver 
«=. Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS ° FIRST 3 MARKETS GROUP 
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This mention appeared (without pictures) in LIFE’s article 
on roadside inns: 

“The PIPERSVILLE INN, Plumsteadville, Pa., is an old brick Pennsylva- 

nia Dutch inn serving table d’héte German cooking— in large portions.” 


Bos BruGGER, manager of the Inn, writes: ‘“The first week-end 
after LIFE hit, we were literally caught with our pots down. On 
Saturday night, we posted a closing sign at 7:00 and at 11:00 we 
were still serving those who refused to leave. 


‘“We have had advance reservations from seven states. A sur- 
prising amount of ‘new business’ has come from our own Bucks 
County. Food columnists from suburban Philadelphia weeklies 
came to follow up LIFE’s choice. 


“In the last six weeks our business has doubled . . . tripled, 
perhaps, if we had the facilities to serve the many we were 
forced to turn away. There is no question of LIFE identifica- 
tion, and I would not dare to presume the dollar value of 
those two lines in LIFE. We have been featured in other 
national magazines and most of the guides to good eating, 
but nothing has approached the reaction to LIFE’s write-up. 


BOB BRUGGER, manager of the Pipersville Inn. “The initial response from LIFE readers has been tremendous 
. . . beyond the comparison of anything I’ve ever known.” 
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swanene rf LIFE 


EEK after week, LIFE demonstrates a unique 
W vower to move people—with its editorial content, 
advertising pages and influence at the point of sale. 

A dramatic example of LIFE’s nationwide results is 
the story on the roadside inns. From it, one fact emerges 
—people respond to LIFE. 

LIFE’s article, “Roadside Inns and Their Fine Food”’ 
(July 1, 1957), pictured 9, listed 40 outstanding inns 
from Maine to California. Response was immediate 


and phenomenal—even from a two-line mention. 

Many inn-keepers write that customers traveling 
across the country are carrying this issue of LIFE and 
going out of their way to stop at as many “LIFE 
inns”’ as possible. 

Here are typical reports of the response . . . proof 
again that exciting things happen—and keep on hap- 
pening— whenever an individual, a business or a prod- 
uct appears in LIFE. 


For example... 


The Golden Lamb Inn, Lebanon, Ohio. 
“200° increase in requests for dishes mentioned in the 
article.” 


Bonanza Inn, Walley Hot Springs, Gardnerville, 
Nevada. 
“50° increase in reservations. Customers came from as far 
as 400 miles away.” 


The Bird & Bottle Inn, Garrison, N. Y. 
“9 extra in help added. Compared to July 1956, business up 
46.5°;, and 1,200 people turned away because we could not 
accommodate them.” 


The Copper Kettle, Aspen, Col. 
“July 1957 business 27°, above July 1956 when other eating 
establishments in the area were suffering a loss from the 
previous year.” 


Simsbury House, Simsbury, Conn. 
‘Business up 75% the first week. Guests from California and 
Illinois mentioned the LIFE article.” 


Mon Desir Dining Inn, Central Point, Oregon. 
‘People write making reservations as far as a month in ad- 
vance from as far as 3,000 miles away.” 


La Cremaillere a-la-Campagne, North Castle, 
New York. 
‘Reservations increased 25°% thanks to LIFE.” 


Chillingsworth, East Brewster, Mass. 
‘Business and food orders up 100%. Many diners stated they 
were on a gastronomical tour of the Inns mentioned in LIFE. 
A large percentage of LIFE customers asked for recipes so 
we are publishing a small cookbook of our own dishes.” 


The Milton Inn, Sparks, Md. 

‘Business doubled in first three weeks. 5 new people hired. 
150 letters received. All this despite the fact that we’re not 
on a travelled highway. The road we’re on has just been 
renumbered and Sparks, Md. is on no map.” 


Old Stage Coach Inn, Salado, Texas. 
‘‘Response remarkable. Hordes of people have sought out the 
Inn and still do. An inordinate demand for the dishes men- 
tioned by LIFE—up 100%.” 


Shelburne Harbour Inn, Shelburne, Vt. 
“One group made the trip from Ohio to Vermont just to stay 
with us as a result of the LIFE mention.” 


Lowell Inn, Stillwater, Minn. 
‘12 to 16 new people hired.” 


Snoqualmie Falls Lodge, Snoqualmie, Wash. 
‘Business up 10°; despite very adverse weather. 50°; increase 
in dishes mentioned by LIFE. Benefits will be felt for many 


” 


years. 


is read by 
12,000,000 households 
every week 
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Order Barring ‘Churn’ 


in Margarine Ads 


Abridges Free Speech, Armour Asserts 


WASHINGTON, Sept. 24—Armour | 
& Co. told the Department of Agri- 
culture last week that an order 
which prevented it from using the 
word “churned” in ads for Clover- | 
bloom 99 margarine would hinder 
free competition and force it to 
conceal truthful and important in- 
formation from consumers. 

In reply to the department’s 
complaint that Armour ads might 
lead consumers to assume Clover- 


in butter churns under a process 


which makes it more costly and 
more palatable than other marga- 
rines. 


® The dispute over Cloverbloom 
99 ads arose three weeks ago as the 
department took the position that 
misleading ads for Cloverbloom 99 
would be a violation of the Pack- 
ers & Stockyards Act. Two years 
ago identical charges had been lev- 


took the position that the Packers 
& Stockyards Act of 1921 gives the 
Department of Agriculture exclu- 
sive responsibility for patrolling 
advertising and marketing prac- 
tices of any company engaged in 
meat packing. 


= Other margarine manufacturers 
who are not in the meat packing 
business have already been hit 
with FTC cease and desist orders 
barring the use of any word which 
might imply margarine is a dairy 
product. But in its reply last week 
Armour took the position that any 


bloom 99 is a dairy product, Ar-|eled against Armour by the Fed- 
mour said the ads are truthful since|eral Trade Commission, but the 
Cleverbloom 99 is actually made|case was dropped after Armour 


law which prevents it from making 
a truthful statement in its ads 
would be an infringement of free 


The median income of the 
non-farm G/és Magazine 
households is *6,050. This 
is exceeded by only 5 of 
the 54 magazines appearing 


in the latest Starch 


Consumer Magazine Report. 


1,180,296 Elks comprise a 

mass market with class incomes. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 


phone to see a copy. 


MAGAZINE 


New York « Chicago + Los Angeles + Portland, Ore. 


speech. 

Armour said that patents for a 
process utilizing a butter churn to 
produce an edible oil-milk emul- 
sion resembling cream were issued 
to one of its scientists in 1950. 
While the process produces a su- 
perior product, the cost of produc- 
tion is 28% higher than other mar- 
garines, Armour said. If it is 
prevented from telling consumers 
about the details of the manufac- 
turing process, the public would 
have no basis for determining 
whether it wished to pay the high- 
er price. 

Armour also pointed out that the 
word “churn” is a common word 
in English usage and is not subject 
to copyright, trademark or monop- 
oly, nor is the process to which the 
word refers the exclusive right of 
any particular products. # 


‘Motor Age’ Boosts Circulation; 
Names Howe Ad Director 

Motor Age, Philadelphia, a Chil- 
ton publication, will increase its 
circulation from 76,000 paid to 
125,000 paid and controlled, effec- 
tive with the January issue. The 
increased circulation is based on 
the results of a survey by National 
Analysts Inc. among new car deal- 
ers, repair, specialty and body 
shops, service stations and auto- 
motive wholesalers. 

Publisher Russell W. Case Jr. 
said Motor Age will guarantee 
coverage of 80% of the automo- 
tive market, and control of cir- 
culation through annual personal 
interviews. He also announced a 
new format, and an augmented 
staff, including the appointment of 
Kip Howe as director of advertis- 
ing. Mr. Howe was formerly New 
York regional manager. 


THE INQUIRING ADVERTISER: 


Have A 
Sales Problem” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


Question: I am a sales manager with a sales prob- 
lem in the Mid-South. As a southerner can you 
suggest some solution that I could be missing? 


Mr. Pepper: There is definitely a solution you may be 
missing. As a southerner, I know from actual facts that 
there are advantages available in this area that are not 
in other sections of the country. 


Mr. Fe : This fact alone is worth cash to find out 
—that the Memphis trading area is 40 percent Negro. 


Mr. Pepper: Suppose you could sell that 
40 percent as a unit? 


Mr. Ferguson: You can. Right in this 

area are nearly one-tenth of all the 

_ Negroes in the United States. The larg- 

est Negro market in the whole world. 

And delivered as a unit 7, Se one medium they all 
know and respond to, WDIA. 


Mr. Pepper: WDIA was the first Ni 

radio station ever to be built in 

section of country. That me it has a 
<< powers em | appeal. In their own 
a uage—it sells these ple and it 
Ve sells em with the 50,000-watt 
transmitter in this area. 


Mr. Ferguson: But there’s something just as important 
for you to know about this market, which you aren’t 
likely to find out from marketi surveys. And that’s 
the fact that this 40 percent of the people spends 80 


percent of its money. It’s a proven fact. They made 
$616,294,100 last year. And they will spend—on the aver- 
age—80 percent of it on consumer goods. 


Mr. Pepper: What’s more, they buy quality, too. We 
have success story after success story, rolled up by 
advertisers like Swansdown Cake Mixes, and Kools, 
and Carnation, and Fitch Shampoo. All of them based 
on that wonderful, fabulous true story, of a market 
. found nowhere else in the world, and a 
2 A medium tailored to suit it. 
a 


Mr. Ferguson: That 40 percent of Mem- 

phis actually buys far beyond what you'd 

expect. That 40 percent buys 52.9 percent 

of the women’s hosiery sold here. They 

jw Pan percent of the salt. They buy 638 percent of 
e flour. 


Mr. Ferguson: And you can tap this market for your 
own product, through WDIA. In fact, there is no other 
medium of any kind that comes anywhere near the 
coverage—much less the acceptance—of WDIA. 


Mr. Pepper: For that’s the big factor in WDIA’s own 
success story. WDIA is the first radio station ever to 
broadcast for Negroes only. It’s their station. It gives 
a your sales message in their language. And they’re 
oyal to it. ™ 


Mr. Ferguson: What y= can get in on here is a special 
appeal, to a special mass group, through a special 
medium. These are the 80 percent a= that make 
up almost half the population. And they’re delivered 
to you as a unit. 


Mr. Pepper: So drop us a note, give us an idea of what 

your line is, and see what we can give you by way of 

proof. I'll oy | tee you—no matter what 

your eli is, and your product is, we've 

ot facts and figures and case histories 

t will make you sit up and take notice. 
Write us today. 


Mr. Ferguson: We'll look forward to hear- 
ing from you. 


WDIA is represented nationally by John E. Pearson 
Company. 


Commercial Manager, Harold F. Walker 


Advertising Age, September 30, 1957 


Getting Personal 


Robert L. Sabin, head of his own agency in Hurley, N. Y., has 
been elected president of the Kingston Area Chamber of Com- 
merce. In other civic activities, he’s a director for the Kingston 
Area Community Chest, secretary of the Hurley Planning Board 
and immediate past president of the Kingston Rotary Club... 

An 8 lb. daughter was born Sept. 7 to Melvin Helitzer, ad direc- 
tor of Ideal Toy Corp., New York, and wife Judith... 


EAST IN WEST—These eastern ad execs pose near camp on their trout 
stream site at Gunnison, Colo. Left to right are Phillip Ruprecht, vp, 
McGraw-Hill, Detroit; William H. Spears, retired McGraw-Hill 
representative, Clearwater, Fla.; Charles Farran, president, Gris- 
wold-Eshleman Co., Cleveland; John Taylor, western district sales 
manager, Business Week, Chicago; Harry M. Grinton, vp, McGraw- 
Hill, Cleveland; John F. Sweeny, exec vp, Downing Industrial Ad- 
vertising Inc., Pittsburgh. 


Marianne Margaret Wulff, known to Clevelard tv viewers as 
Maggie Wulff, was married Sept. 14 in Shaker Heights to William 
M. Freeman, business and advertising writer for the New York 
Times. The bride was director of community projects of WJW-TV 
before her marriage... Elizabeth Squires will be married in De- 
cember to Robert G. Wallace, of the advertising sales staff of 
McGraw-Hill Publishing Co...Announcement has been made of 
the engagement of Darlys Ford to William Warner Cook, partner in 
the pr company of Pendray & Cook and a vp of the Public Relations 
Society of America, New York chapter... 

Robert W. Sarnoff, NBC president, received the American Le- 
gion’s Americanism award Sept. 17 for his “vision and leadership” in 
launching the NBC educational television project. The award was 
presented at the opening session of the Legion’s annual conven- 
tion... 


| hit | 

Al’S OUR BOY—Albert Allotta, artist at Compton Advertising, New 

York, obviously has no pain at all—despite a broken leg—as he 

relaxes with his favorite reading in a hospital bed. Al, playing 

third base in an agency league softball game, got his leg in the 
way of a determined slider and—boff! 


George L. Briggs, exec vp of Waldie & Briggs, Chicago, attended 
the 2nd International Advertising Conference in The Hague, Neth- 
erlands, which wound up Sept. 14. He and Mrs. Briggs are visiting 
industrial plants and graphic arts centers in several European cities 
before returning... 

“I’m really matchless,” said a simulated matchbook cover an- 
nouncing the birth of Charles Jeffrey Henkin, born Aug. 30. His 
father is Shepard Henkin, director of sales promotion, Universal 
Match Corp., St. Louis... 

Judy Neal, daughter of J. L. Neal, Chicago sales representative of 
Brylcreem hair dressing, was chosen Miss All-Star of the annual 
All-Star Football Classic sponsored by the Chicago Tribune... 

Dr. Lee De Forest, the inventor who made radio broadcasting pos- 
sible, celebrated his 84th birthday Aug. 26. Dr. De Forest, who made 
the first wireless transmission over land in 1904 and the first broad- 
cast in 1907, still works four afternoons a week in his research lab in 
Hollywood. He is the holder of some 300 patents, and last month filed 
for a new one dealing with television... 
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THE NEW 
GENERATION 


Charles Egerton, who earned top Tonnes at the | 
Seventh National Science Fair, is a case in it 
The way to reach boys like Charles — the way companies 


like ld Timber and Convair do. — oa? bY 


NET 
PAID 


based on pubiisher’s circulation records 
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If you want to stay set in her mind, 


it takes frequency. Working frequency. 
Which isn’t how many times you talk... 
but how many times she hears you. 
And CBS Radio’s daytime dramas deliver 
frequency plus the values that give it peak 
effectiveness. Reach. Attentive listeners. 
Cost efficiency. With just five program 
units you reach 6.4 million different 
listeners a week with 3.2 commer- 
cial-minute impressions each. Cost 
per thousand impressions: 49#. The 
simple arithmetic of competition today — 
the sheer number of brands a housewife 
can choose from—demands this kind of 
frequency and reach at low cost. 


THE 
CBS RADIO 
NETWORK 


So far this year, such leading cosmetics 

and toiletries advertisers as Campana Sales, Toni 
and Warner-Lambert have used dramatic serials 
on CBS Radio to tell their product stories to an 
audience of their best customers. 
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Advertising Age, September 30, 1957 


Pe. eae eg an , DOLLS—A blue-eyed, blonde bride doll with a four-outfit trousseau 

a i ca‘ tive people is being offered by Kellogg Co. as a premium for its Rice Krispies. 

om mu’ ni The doll will be available for $2 and an extra $1 brings an addi- 

- © 4 : re SA tional four-outfit wardrobe. The doll will be featured on “Wild 

Bill Hickok,” “Superman,” “Name That Tune” and “Woody Wood- 
pecker.” Leo Burnett Co., Chicago, is the agency. 


He runs the only His name is David Kinsler. 


é z ‘ He distills writing! Every 

line in all ten IPC maga- 
distillery in the zines goes through his still. 
When it comes out, it’s 


business press DISTILLED WRITING. 


Why Distilled Writing? Mr. Reader is a busy man. If he read 
everything that crosses his desk, he’d never get his job done. 
So, he picks magazines that are easy to read. 

To make sure, he reads Industrial Publishing Corporation maga- 
zines. The editorial is distilled—extra words, but none of the facts 
are squeezed out. What’s left makes clear, concise, bright reading. 
Distilled Writing makes articles shorter, makes room for more 
articles to attract more readers...lets readers get the facts quicker. 
Results: Better readership for Industrial Publishing Corporation 
magazines, more value for your advertising dollar. 


the Industrial Publishing Corporation 


812 Huron Road ¢ Cleveland 15, Ohio ¢ SUperior 1-9622 
NEW YORK + CHICAGO + LOS ANGELES * ROCHESTER * LONDON + ROME 


PUBLISHERS OF look for magazines 

* FLOW + FLOW DIRECTORY » MATERIAL HANDLING ILLUSTRATED - PRECISION METAL MOLDING with these identifying 

* INDUSTRY & WELDING - APPLIED HYDRAULICS » WELDING ILLUSTRATED - OCCUPATIONAL HAZARDS — symbols — Registered 

+ THE FLUID POWER DIRECTORY + MASTER CATALOG OF AIR CONDITIONING & REFRIGERATION Tred at 86 
+ THE WELDING DIRECTORY - MODERN OFFICE PROCEDURES - AERONAUTICAL PURCHASING recemeras oF Te 

+ COMMERCIAL REFRIGERATION & AIR CONDITIONING Industrial Publishing Corporation 


Sunshine Biscuit 
Makes Net TV Bow 


New York, Sept. 24—Television 
network sales last week included 
(1) a news program advertiser 
switching from NBC-TV to CBS- 
TV, (2) a daytime order at NBC- 
TV, (3) a new sponsor for the 
medium at CBS-TV and (4) a spe- 
cial program sponsorship at ABC- 
TV. 

American Can Co. had been 
backing the NBC-TV 7:45 p.m., 
EDT, news up to Aug. 26, but has 
now decided to come over to CBS- 
TV for “Douglas Edwards & the 
News,” at 7:15 p.m. The company 
continues its schedule of one news 
program every other week. Comp- 
ton Advertising is the agency. 


s At NBC-TV, Lehn & Fink Prod- 
ucts Corp. has bought an alter- 
nate-week 15-minute segment of 
“Truth or Consequences” on 
Thursdays, through McCann- 
Erickson. 

Sunshine Biscuit, a new adver- 
tiser in network television, makes 
its debut this week with alternate- 
week sponsorship of a quarter- 


| hour segment a week in both “Beat 
|the Clock” and the “Garry Moore 


Show,” over CBS-TV. Cunning- 
ham & Walsh is the agency. 

National Carbon Co. has bought 
“World Series Special’ over ABC- 
TV on Oct. 1, the night before the 
Series begins. Sponsorship of the 
half-hour show is through William 
Esty Co. + 


Cummings, Brand Adds 
Account; Opens lowa Office 

Cummings, Brand & McPher- 
son Advertising, Rockford, IIL, 
has been appointed to handle ad- 
vertising for Proven Products Inc., 
Evanston, Ill., manufacturer of 
household specialties. 

The agency also has opened an 
office in Dubuque, Ia., to handle 
accounts it services in the Du- 
buque area. 


Miller Pleads ‘Not Guilty’ 
William P. (Moose) Miller, 
head of William P. Miller Adver- 
tising Co., East Hartford agency, 
has pleaded not guilty in federal 
court to 23 counts of mail fraud 
(AA, Aug. 26). Trial is scheduled 
to begin Oct. 15. Mr. Miller was 
indicted Sept. 10 by a federal 
grand jury on charges of using the 
mails and telephone in a $1,000,- 
000 interstate advertising fraud. 


Street & Smith Boosts Young 

Street & Smith Publications 
Inc., New York, has appointed 
Glover Young, formerly western 
manager of Charm, western man- 
ager of Charm, Living for Young 
Homemakers and Mademoiselle. 
He succeeds Robert Harkness, who 
is retiring. 
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—a major contribution in the public interest 


—made by 


DANGEROUS HOME-REPAIR RACKET EXPOSED 


Thanks to The San Francisco CALL- 
BULLETIN, small and middle income 
families all over the country are getting 
honest deals today on home improvements. 


A team of CALL-BULLETIN reporters 
uncovered wholesale swindles in Cali- 
fornia. Hordes of racketeers, known as 
“suede shoe boys,” were using the machin- 
ery of Federal Housing Administration 
loans, to promote fraudulent home- 


tion was given to the Department of Jus- 
tice. FBI investigation showed the racket 
had spread across the nation, even into 
Alaska and the Virgin Islands. 


The evidence was placed before Presi- 
dent Eisenhower. He ordered seizure of 
all FHA records, and FHA practices were 
promptly reformed. 


The reporters, Dick Hyer and William 


improvement contracts. 


Home-owners were being lured into 
paying exorbitant prices for cheap, shoddy 


P. Walsh, were honored by Sigma Delta 
Chi, national journalism fraternity, for 
upholding the ‘‘finest traditions of 
journalism.” 


| work. The CALL-BULLETIN’s informa- 
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NO WONDER the peopie BUY 
57,000,000 newspapers every day, for which they pay over $3,500,000 daily 


It is important for advertisers to remember— People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
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De-Nicotea Cigaret Holders, Hurt by Filter 
Tips, Are Getting Well, Thanks to ‘Digest’ 


New York, Sept. 24—Alfred 
Dunhill of London Inc., which 
hasn’t advertised its De-Nicotea 
cigaret holder since 1954, is now 
going to spend $75,000 in six 
weeks to promote the holder. 

The campaign kicks off next 
month with full pages in the Oct. 
7 Life and the Oct. 19 Saturday 
Evening Post. 

There will be half-pages in the 
same two publications in Novem- 
ber, plus a series of five 300-line 
ads in the New York Times and 
a co-op schedule with leading drug 
chains. 


® Credit the Reader’s Digest with 
a big assist in the resumption of 
this advertising. 

Back in 1953, when De-Nicotea 
sales were strong, Dunhill was 
spending $300,000 annually to 
promote the holder. Then, as 
smokers began the large-scale 
switch to filter-tips, cigaret hold- 
er sales nosedived sharply. In 
1954, advertising rolled to a halt. 

This summer, without any 
stimulus from advertising, Dunhill 
suddenly began to get a flood of 
orders for the holder. The com- 
pany attributes this new interest 
to the article in the July Reader’s 
Digest, which reported that filters 
do not appreciably reduce the 
amount of tars and nicotine for 
smokers. 


® Dunhill quickly went to the 
same research company used by 
the Digest—Foster D. Snell Inc. 
—to have it make tests on smok- 
ing filter-tip cigarets with the De- 
Nicotea holder. Results showed 
that the holder is effective in re- 
ducing the amount of tars and 
nicotine. 

So the new campaign will lead 
off with the message: “So good 
it even filters the filter-tip ciga- 
rets.” The results will be quoted 
in the ads. Copy will point out 
that the De-Nicotea holder re- 
moves 31.8% of tars and 33.3% 
of nicotine in smoking a full 
pack. 


® Dunhill is not allowed to men- 
tion the research company by 
name (this would be considered 
trading on the Digest name), so 
the ad merely states: “Scientific 
tests were conducted by a firm of 
consulting chemists who prepared 


GEE I lll try that 


baking powder!” 


Commercials on WGN-TV have 
a way of getting results—because 
WGN.TV programming keeps 
folks wide-awake, interested- 

and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV =< 


several of the most important re- 
ports on cigarets.” 
Leber & Katz is the agency. # 


ARF Booklet Describes 
Proposed Magazine Study 

In a new booklet, Advertising 
Research Foundation, 3 E. 54th 
St., New York, tells the whys of 


booklet says, the study will (1) be 
based on the largest sample—30,- 
000 interviews—ever used in any 
single media study; (2) provide— 
for the first time—comparable 
audience information about 30 to 
35 leading magazines, the largest 
number ever studied; (3) provide 
the number and characteristics of 
people that can be reached by 
any combination of the maga- 
zines studied; (4) develop infor- 
mation which will have good ac- 
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and agencies, and (5) reduce the 
study cost for any participating 
magazine to a fraction of the total 
expense for an _  individualiy- 
sponsored survey. 

Copies of “Why a Comprehen- 
sive Magazine Audience Study?” 
are available from ARF. 


Allied Record Buys Plant 
Allied Record Sales Co., Holly- 

wood, has purchased the Clayson 

Plastics Products record plant in 


quisition makes the company the 
nation’s leading custom producer 
of records and transcriptions. Ned 
R. Herzstam, Allied vp, will be in 
charge of sales for the Clayson 
plant. 


RAB Group Names Dennis 
Lloyd W. Dennis Jr., vp of 
WTOP, Washington, has been 
named chairman of the new Ra- 
dio Advertising Bureau Washing- 
ton committee, which is made up 


audience study. In summary, the|ceptance among all advertisers|Los Angeles. Allied said the ac- 


of member stations in that area. 


NEW PROFIT OPPORTUNITIES 


In Venezuela 


$250 million 


road-building 
program opens 
new markets 


A century of progress has come to 
Venezuela in just five years, and road building has 
played a vital part. Snaking over mountain ranges 
and through tropical forests, these new roads are 
opening new markets. 

Today, business is reaching into once-remote 
areas to tap mineral resources, modernize agri- 
culture, spur new industry. It is creating new jobs, 
a higher standard of living, and—most important 
to you—giving people throughout the country the 
means to buy more goods. 

As a result, local business is booming. Large 
cities are growing richer. Small ones are easily 
reached for the first time. Local manufacturers, 
including many branch plants of U. S. and Euro- 
pean firms, are increasing sales and capacity. 


How can you grasp this opportunity? 


U. S. goods pour in at the rate of $400 million a 
year, and the volume is still soaring. In short, 
Venezuela now offers manufacturers the wide-open 
marketing opportunities of a “new frontier.” 


U.S. companies are grasping this opportunity to 


earn new sales in Venezuela with advertising in 
Selecciones del Reader’s Digest. 


Selecciones has the largest circulation of any 
publication in Venezuela. Each month, your 
message reaches the country’s most influential 
people—upper-income families, business, gov- 
ernment and community leaders. 
In all of Latin America—where 1,600,000 copies 
are sold in five separate editions—the Digest 
reaches two out of three key business and pro- 
fessional people. 


Reader’s Digest speaks the language 


With the Digest, you can be “at home in business 
abroad.” In Venezuela, as elsewhere, the Digest 
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British Car Maker 
Takes Steps to End 
‘Dating’ of Models . 


Lonpon, Sept. 24—British Mo- 
tor Corp., a combimation of Au- 
stin, Morris, MG and Wolseley 
Motors, will introduce only one 
new model—a Riley—when the 
annual motor show. opens next 
month. 

This 


break with  tradition— 


which caused a stir in British auto 
circles—was announced by BMC 
as a “move to end ‘dating’ of au- 
tos.” 

Sir Leonard Lord, boss of Brit- 
ish Motor, said that in the future 
new models will be produced “on- 
ly when marketing conditions war- 
rant.” Except for the new Riley, 
all the other models will be un- 
changed. 


® Sir Leonard said: “It is hoped 
this new policy will maintain full 


employment during the autumn 
months and stabilize sales.” 

He explained that motorists 
were reluctant to buy autos be- 
fore the annual motor show be- 
cause they might be outdated. 
Similarly, they were reluctant to 
buy old models after the show, 
even though the new models 
might not be in full production. 
The result was an annual slump 
in sales around the back-end of 
the year. The new policy was de- 
signed to counter this attitude. 


ea 
aa 
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speaks the language like a native. It has the ac- 
ceptance of a local publication. 


This year, Venezuela has tripled its road-building budget, creating new jobs and new sales opportunities in once-remote areas. 


The BMC move brought no im- 
mediate reaction from other big 
British auto manufacturers. But 
it came on the heels of persistent 
reports of friction between the 
manufacturers and the organizers 
of the motor show. 


® Trade sources said that now 
BMC had broken through, it 
would not be surprising if six 
other large auto firms followed 
their lead. These six manufac- 
turers were also reported to be 


For an analysis of how Reader’s Digest covers your 
overseas markets, phone or write: Reader’s Digest, 
230 Park Avenue, New York 17...410 New Center 


What's more, people believe in Reader’s Digest 
and their faith leads them to action. This integrity 
offers you an ideal climate for advertising. 


Bldg., Detroit 2... 
. 6505 Wilshire Blvd., Los Angeles 48 . 
Montgomery St., San Francisco 4. 


Prudential Plaza, Chicago 1 
. 235 


Published in 13 languages, the Digest has the 
world’s largest magazine circulation. Each month 
it reaches over 60 million people. You can adver- 
tise in one edition, all 29, or any combination. 


People have faith in 


fReader’s Digest 


Largest Magazine Circulation in the World... 
Over 19 million copies bought monthly. 


In most markets, you can reach the most people 
and the best prospects at far lower cost than with 
any other magazine. Look into Reader’s Digest. 
Learn why advertisers invest more money here 
than in any other international publication. 


concerned about the annual slump 
in sales around the fall. 

Motoring circles also indicated 
that the BMC move might be the 
prelude to a complete withdrawal 
from the big motor show next 
year. 

The BMC spends an estimated 
$300,000 on promoting its products 
during the week-long motor show 
each year. # 


Agency Council Elects 

Charles W. Stevenson, Steven- 
son & Associates, has been elected 
president of the Northwest Coun- 
cil of Advertising Agencies. Other 
new officers include L. M. Booton, 
Bruce B. Brewer & Co., vp; John 
H. McGuire, John H. McGuire Co., 
secretary, and Harry Johnson, 
Campbell-Mithun, treasurer. The 
group is comprised of 47 agencies 
in Minneapolis, St. Paul, and Far- 
go, N. D. 


-QUAD-CTES 


FIRST 100 MARKETS 


ARGUS and DISPATCH 


COVER 
3 OF THE 4 


QUAD-CITIES 


where 57% of 
the people live 


FULL 
ROP COLOR 


available daily 


Quad-Cities’ Largest 
Combined Daily Circulation 
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MOLINE 
~ DISPATCH 


and : 


ROCK ISLAND 
~~ ARGUS 
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IN THE $9,000,000,000 
MILITARY CONSUMER MARKET 


Weeklies 


ARMY-NAVY-AIR FORCE REGISTER 


THE AMERICAN WEEKEND 
THE MILITARY MARKET 


The top-circulation TIMES Service 
Weeklies trigger the chain reaction 
that se//s the gigantic, global military 
market today—and establishes brand 
loyalties that will endure indefinitely. 
The Armed Forces number more 
than 5,000,000 servicemen and de- 
pendents throughout the free world. 


And in the course of one year, 
780,000 men enter the service to re- 
place 780,000 who are separated. 
Reach this vitally important market 
of young Americans with adult spend- 
ing power now—your profit potential 
today and 10 years from today depends 
on their demand for your brand. 


CONTACT THE NEAREST OFFICE FOR RATES, COPIES AND MARKET INFORMATION 


ARMY TIMES PUBLISHING CO. 2020 M St., N.W. Washington 6, D. C. 
U. S. OFFICES: Boston, Charleston, S.C., Chicago, Dallas, Detroit, Honolulu, 

Los Angeles, Miami, New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Advertising Age, September 30, 1957 


‘Contemporary American 
Marketing’ Published 
“Contemporary American Mar- 
keting,” a volume of articles re- 
printed from trade publications in 
the marketing field, has been pub- 
lished by Richard D. Irwin Inc., 
Homewood, Ill. The book is edited 


by Harper W. Boyd Jr., Ph.D., | 
professor of marketing; Richard M. | 


Clewett, Ph.D., professor of mar- 
keting and chairman of the de- 


partment, and Ralph Westfall, | 


Ph.D., associated professor of mar- 
keting, all of the school of busi- 
ness, Northwestern University. 
The book includes 42 articles in 
seven categories. Price is $5.95. 


Jaycraft Adds Four Accounts 

Jaycraft Co., Burbank, Cal., has 
been appointed to handle adver- 
tising for four industrial and elec- 
tronic accounts. They are Elec- 
tronics International Co., Burbank; 
Aircraft Electronics, Long Beach; 
Riggs Nucleonics Co., Altadena, 
and Industrial Products division of 
International Telephone & Tele- 
graph Co., San Fernando. 


ae ~ 
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Spent over 4 Billion Dollars in the United States last year 


. and this figure makes Canada your best customer 
—bigger than the next four leading customers 


added together. 


This market can be bigger when your advertising 
reaches the maximum number of Canadian business, 


a 


BNA means Business Newspapers Association 
—the welded force of over 110 member 
publications—and all Canadian. 

137 Wellington St. W., Toronto, Canada. 


professional and industrial men. The overflow circu- 
lation of United States’ business papers does NOT 
reach this maximum. Only Canadian publications are 
read by over 80% of your customers—a fact we can 


prove! Just write us. 


To sell Canada—advertise 
in Canadian business papers 


MOST AMAZING PREMIUM OFFER EVER MADE! 
(ld fondon MELBA TOAST 


offers $40 Sterling Silver Oneida Breadtray for only #25! 
(or, a magnificent Oneida replica for only $3.50!) 


. 


awe n ees eewe eee eee wen wane 


BARGAIN—This $40 bread tray is the 
most expensive premium ever of- 
fered in national advertising, King 
Kone Corp., maker of Old London 
products, believes. The page is 
scheduled for the November Good 
Housekeeping. Richard K. Manoff 
Inc., New York, is the agency. 


Jobson Acquires 
Control of Sitterley 


New York, Sept. 24—Jobson 
Publishing Corp., publisher of 
Liquor Store, has bought control of 
J. E. Sitterley & Sons, publisher 
of World’s Business and Guia. 

Gene Sitterley, head of the pub- 
lishing company founded by his 
father in 1904, sold what was de- 
scribed as “a substantial interest” 
to Jobson. He will remain with the 
company as exec vp and publisher 
of the two international magazines. 

World’s Business and Guia are 
both export publications, circu- 
lated outside of the U.S. Guia is a 
Spanish-language equivalent of 
World’s Business. The company 
has never published any other 
magazines. 

The Jobson company was formed 
in 1954, when C. F. Jobson and two 
associates bought Liquor Store 
from Conover-Mast Publications. 
Mr. Jobson previously had been 
with Conover-Mast for 20 years. 
The company has no other pub- 
lishing property. 

Mr. Jobson will become presi- 
dent of the Sitterley company. + 


‘Financial Post’ Publishes 
‘Business Year Book’ 

The Financial Post, 481 Univer- 
sity Ave., Toronto, has published 
the 1957 Business Year Book. The 
160-page book includes a Canadi- 
an market survey, national busi- 
ness review and national industry 
review. The book also incorporates 
new facts—statistics on the metro- 
politan areas, covers in detail the 
1956 census on population, age 
groups, households and also the 
1956 census on agriculture. 

Information on Canada’s cities, 
counties and provinces is given, 
including number of taxpayers in 
each income bracket in many 
cities. Price is $3 postpaid. 


Weed Adds Three to List 

Weed & Co. has been named to 
represent three radio properties. 
Additions to the Weed list are: 
WGRC, Louisville, formerly han- 
dled by Walker Representation 
Co.; WLAM, Lewiston, Me., for- 
merly represented by Everett- 
McKinney, and WTOD, Toledo, 
formerly handled by Forjoe & Co. 


Meeker Appoints Two 

George Olsen, formerly an uc- 
count executive with William G. 
Rambeau Co., and Robert L. Dud- 
ley, formerly sales manager of 
Northwest Airlines in Hawaii and 
the Philippine Islands, have been 
named to the sales staff of Meeker 
Co., New York, radio-tv station 


representative. 
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yes, we’ve never had it so good at 


ymer 
This year — more advertising dollars invested in Capper's Farmer than ever before. 


Cappers 


advertisers like it, too 
High readership by the big, able-to-buy farmers pays off in increased sales. 


And more good things to tell the world about in 1958 


New Mechanical Flexibility—side stitching for stronger four-color impact 
and best editorial climate for all advertisers. A Brand-New Dress—larger, 
easier-to-read type faces. America’s Most Modern Farm Magazine—for busi- 
ness farmers and their families. Coming in January. 


New Features . . . New Format. Years of continuous readership 
research and editorial testing will bring more improvements to hold 
reader interest from cover to cover, with every article complete on 
consecutive pages . . . and only your ads will intervene. 

No farm schedule can be complete without reaching the loyal, 
able-to-buy farmers who regularly read 


Capper Publications, Inc. 
Topeka, Kansas 
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Bankruptcy Cases 
Hit Gunn-Mears, 


Clemons Agencies 


New York, Sept. 24—Two ad- 
vertising agencies, Gunn-Mears 
and Clemons, Esau & Gericke, 
were involved in bankruptcy 
proceedings last week. 

Three creditors—the New 
York Times, with a $20,000 
claim, and the News and Jour- 
nal-American, with $3,000 each 
—have filed an involuntary pe- 
tition in bankruptcy against 
Gunn-Mears. Last month the 
agency was assigned for the 
benefit of creditors to Joseph 
Burg, of the American Newspa- 
per Publishers Assn. It has 
been a business since early 
ir Auf. Besides general ac- 
counts, the agency specialized 
in educational, theater and for- 
eign and domestic resort ac- 
counts. 

William P. Gunn, president of 
the agency, has declined to an- 
swer any questions concerning 
Gunn-Mears. Reportedly he is 
working as an account execu- 
tive with Metropolitan Adver- 
tising, an agency now occupying 
the former Gunn-Mears prem-| 
ises, at 1475 Broadway. 

Leonard Schwartz, of Seigel, | 
Sommers & Schwartz, attorney 
for the three creditors, plus 
more than 30 other newspaper 
creditors, said assets and liabil- 
ities of the agency are not 
known at this time. | 


s The second agency, Clemons, 
Esau & Gericke, 10 W. 74th St.,| 
filed a voluntary petition re- 
porting total liabilities of $142,-| 
811 and assets of $7.99. The 
company lists 14 pages of cred- 
itors, of whom the largest are | 
TV Guide, $46,844, and William 
Tell Productions, $17,928. The 
others are chiefly newspapers, 
magazines and television sta- 
tions. 

Agency vp W. T. Clemons 
told ADVERTISING AGE the agen- 
cy’s difficulties stem from a 
contract it had with the Dis- 
abled American Veterans to 
produce the “Hidden Treasure 
Show” on television. The con- 
tract was canceled Sept. 10 be- 
cause the costs exceeded income 
and the DAV declined to go over 
the sum it had contracted for. 

Mr. Clemons said the agency 
has an uncollectable claim of 
$52,531 against William Tell 
Productions, producer of “Hid- 
den Treasure.” He is president 
of William Tell Productions and 
said he hopes to repay the agen- 
cy’s debts through William Tell. 


s John Esau and Karl Gericke 
tendered their resignations as 
president and vp, respectively, 
on Aug. 8, but the agency’s 
board of directors has not acted 
on the resignations, according 
to Mr. Clemons. 

Also among the agency’s ma- 
jor creditors are Katz Agency, 
$4,926; Scripps-Howard, $4,798; 
Weed Television Corp., $4,401; 
Wrigley Stores, $3,450; Holling- 
bery Co., $2,901; Northwest 
Publications Inc., $2,533, and | 
Amarillo Broadcasting Co.,| 
KFDA, $2,507. # 


Scannell Joins North 

Edward R. Scannell has 
joined North Advertising, Chi- | 
cago, as a media supervisor. He | 
most recently has been a tv sales 
representative for Frank King & 
Co., Los Angeles. 


Killie Joins ‘World-Telegram’ | 

Ronald Killie, formerly with | 
Nesbit, Thomson & Co., Cana- | 
dian investment underwriter, 
has joined the financial adver- 
tising staff of the New York | 
World Telegram & Sun. 


| 


La Cava Shifts to C6W 

William M. La Cava, formerly 
with Compton Advertising, has 
joined Cunningham & Walsh, 
New York, as executive producer 
in the radio-ty department. He 
previously was with McCann- 
Erickson and Benton and Bowles. 
At C&W, he will be in charge of 
tv production, art and general 
service. 


Parkson Adds North American 
North American Accident In- 
surance Co. of Chicago has ap- 
pointed Parkson Advertising, New 
York, to handle its advertising ac- 
count. Franklin Bruck Advertis- 
ing Corp. formerly handled the 
account. Mr. Bruck now is chair- 
man of Parkson (AA, Sept. 16). 


Grant Names Heagerty VP 

| Lee J. Heagerty has been ap- | 
|pointed vp and director of mar-| 
keting and merchandising of 
'Grant Advertising, with head- 
quarters in New York. For the 
past three years, Mr. Heagerty 
has been on roving assignment for 
|the agency in Canada and South | 
|America. He will be particularly | 
concerned with international op- 
erations. 


Simmons Names Fishburn 

Simmons Associates, radio and 
|tv station representative, has ap- 
pointed Junius R. Fishburn an ac- 
count executive in the Chicago 
office. Mr. Fishburn formerly was 
senior account executive with Ed- 
ward Petry & Co., Chicago. 
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If you make or use paper products, CALCO- 
FLUOR* White PMS Conc. can make a material 
difference in your product’s sales appeal! This 
amazing fluorescent dye imparts an extra 
whiteness and brightness that has a powerful 
consumer appeal...and a real quality look. 
Just compare CALCOFLUOR-treated papers 
with any ordinary white. Your eye will in- 
stantly register the difference between them. 
Ask your jobber for samples of paper treated 
with CALCOFLUOR White, or write to American 
Cyanamid Company, Dyes Department, for 


further information. 


NORTH AMERICAN CYANAMID LIMITED, DYES DEPARTMENT, MONTREAL AND TORONTO 


—__CYANAMID _—_o 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK + CHICAGO + BOSTON + 
PROVIDENCE + 


PHILADELPHIA + 


ATLANTA * LOS ANGELES + 


FOLDERS extend a new sales appeal to your customers when a 
touch of CALCOFLUOR ‘‘Glow-White’’ has been added to the paper. 
On these whiter-than-white stocks, type and illustrations are clearer, 
bolder, crisper... with maximum contrast between lights and darks. 


PACKAGES take on a new dimension of quality and shelf pulling-power 
with the ‘‘Glow-White’’ sparkle of CALCoFLUOR. This clean, bright 
white puts your package head and shoulders above its competitors. 


Catalogs + Booklets + Advertising Brochures + Annual Reports 
Company Letterheads + Business Cards + Greeting Cards 
Business Forms + Manuals + Sales Literature + Programs 
Labels + Packages + Books—A\l achieve new sales power and attrac- 
tiveness on CALCOFLUOR-treated papers. It will pay you to investigate! 


CHARLOTTE 
PORTLAND, OREGON 
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Slenderella’s 
New Franchise 
Setup Expands 


Crackers, Cookbook, 
Foundation Wear Join 
Bread in Carrying Brand 


Cuicaco, Sept. 24—Larry Mack, 
who has promoted an idea—and a 
name—to a $20,000,000 business 
in seven years, told members of 
the Women’s Advertising Club of 
Chicago last week about future 
plans for merchandising that 
name—Slenderella. 

Slenderella started its product 
line with the introduction of Slen- 
derella bread in Detroit last sum- 
mer (AA, July 29). At the ad- 
club meeting, Mr. Mack to!d about 
future franchise plans. But 


}ories but not in bulk. 


he | 


refused, at this time, to name the | 


companies which will be fran- 
chised to use the Slenderella 
name. 

First to come Nov. 4 is a Slen- 
deyella cookbook published ty G. 


P.. Putnam’s Sons, to be sold 
through bookstores and in the 
Slenderella salons. A_ brassiere 


and girdle (with a “slender stay— 
a new concept’), made by a 
Chicago manufacturer, will be 
launched Feb. 15 in Chicago. 
Other projected Slenderella 
products listed by Mr. Mack in- 
clude three kinds of biscuits 
(cocktail, cracker and _ sweet 
cracker), to be introduced in the 
East in March; a jelly, to hit Los 
Angeles the first Monday in Jan- 
uary and the following week in 


St. Louis; and a beverage, to be) 


introduced early in February. 


® Slenderella money is not in- 
volved in any of these promotions, 
Mr. Mack emphasized. Each com- 
pany manufacturing under a 
Slenderella franchise will do its 
own advertising, merchandising 
and selling. 

Slenderella, however, reserves 
the right to okay advertising and 
insists upon a common theme in 
the advertising—“Puts food on a 
diet.” The theme means, Mr. Mack 
explained, that it’s the food itself 
that’s on a diet, i.e., lower in cal- 


GEE! Gas with 


more power’s for me!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 


folks wide-awake, interested 


and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 


and discuss your sales problems. 


Put “GEE!” in your Chicago sales | 


| 


““WGN-TV =" 


| 


the excitement of 
The over-all merchandising ar-|“newness” in the advertising, 
rangements for Slenderella prod-| hence the one-at-a-time, market- 
ucts include a hop-scotch pattern | by-market approach. 
of introduction. Just one product Among promotional touches 
will be introduced in an area at a|coming from  Slenderella soon, 
time. Chicago will be an excep-|Mr. Mack informed the group, are 
tion, with plans calling for intro-|to be a new theme song, “Dream 
duction of the brassieres and gir-|World,” to be introduced Oct. 14, 
dles here following hard on the/|and a Slenderella doll, to hit toy 
heels of introduction of the bread | shows in March. 
(first Monday in January). 


jto maintain 


® Mr. Mack’s burgeoning empire 


® Mr. Mack indicated he pe gross about $20,000,000 this 
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year, he said. About 25% of the 
gross goes into advertising, split 
as follows: Radio, 50%; newspa- 
pers, 30%; tv, 15%, and miscel- 
laneous, 5%. 

The chain added 70 salons be- 
tween June, 1956, and June, 1957, 
Mr. Mack said. At a cost of $30,- 
000 to $35,000 each, that meant a 
total investment of roughly $2,- 
000,000. 

Mr. Mack foresees no end to 
the bounce of Slenderella. It’s the 
“darndest merchandising thing 


that has come along since Mickey 
Mouse,” he said. 


® Slenderella’s agency is Manage- 
ment Associates of Connecticut, a 
group formed originally to handle 
Slenderella advertising but now 
handling other accounts as well, 
Mr. Mack says. 

Advertising for the various com- 
panies marketing Slenderella 
products will probably be han- 


dled by their own agencies, he § 


emphasized. + 


WcHECK CHILTON 


If you sell the automotive service 
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since spread to Australia, Britain, 
Canada, South Africa, Norway and 
Denmark. 

Vision will bring out a U.S. ver- 


U.S. Version of | 
’ | sion, called American Alphabet, in 
Trades Alphabet’ | the tall of 1958. It will be pub- 


New York, Sept. 24—Vision Inc. | lished by Vision’s Arthur C. Croft 
has acquired the U.S. publishing | division, a supplier of educational 
rights to the Trades Alphabet, an| publications to U.S. schools. 
annual school publication designed| Like its counterparts in other 
“to educate children in the achieve- countries, American Alphabet will 
ments of industry.” |sponsor essay, project and hand- 

Trades Alphabet was started in| writing competitions, based on in- 
New Zealand in 1913 and has| formation supplied by advertisers. 


Vision to Publish 


Advertising space in the book is) Kingsley Named in Ziv 
limited to 29 pages, representing oO nsio 
the 26 letters of the alphahet, plus Sales F ced Expa . 
three covers Walter Kingsley, formerly 
; manager of the national sales de- 
|partment of Ziv Television Pro- 
grams, New York, tv film distri- 
tween 1,250,000 and 1,500,000. |butor-producer, has been named 
Copies will be distributed free to|to the new post of general sales 


® Vision expects American Alpha- 
bet to have a circulation of be- 


schools through written accept-|manager. James Shaw, formerly 
lance by the principal. | central division sales manager, 
| Page rates have been tentatively succeeds Mr. Kingsley as sales 
set at $6,000 b&w and $8,000 full | manager of the national sales de- 


leolor. # |partment. Jerry Kirby, formerly 


- 


... you can sell best in 
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Spectator « Automotive Industries 
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COMPANY 


AGE 


... the magazine edited specifically for the repair 
and service specialists who buy in volume in the 
automotive service industry. Motor Age is new— 
new in everything except the prestige, experience 
and authority that come from serving an industry 
from its very beginning. Following a recently 
completed $50,000 survey of the fast-changing 
automotive service market, drastic changes have 
been introduced to make this publication even 
more valuable to its readers, even more valuable 
to advertisers who seek increased effectiveness at 
lower cost. With a hand-picked circulation of 
125,000 readers, the new Motor Age will guarantee 
coverage of the volume shops doing 80% of the 
repair and service work performed in car dealer- 
ships, general repair shops, specialty shops, and 
service stations. This means 80°, of the service 
work performed; 80° of the parts required; 80° 
of the service equipment and supplies bought. 


Pere 


® cu) 


Motor Age is published by Chilton Company, one of the most diversified pub- 
lishers of trade and industrial magazines in the country—a company with the 
resources and experience needed to make each of 15 publications outstanding in 
its field. In keeping with Chilton policy, the staff of Motor Age devotes full time 
to the field the publication covers, striving for editorial excellence and strict 
quality control of circulation. In achieving both objectives, it has earned the 
confidence of readers and advertisers alike. 


56th Stre.ts + Philadel shia 3), Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economists The Iron Agee Hardware Age 


« Boot and Shee Recorder »« Commercial Car Journal 


Butane-Propane News- Electronic Industries« Jewelers’ Circular-Keystones Motor Age+ Gas 
Optical Journal & Review of Optometry+ Hardware World. Distribution Age+ Book Division 


‘ | 
sales | 


an account executive, succeeds 
Mr. Shaw as central division sales 
manager. 

The appointments signal a 
broad scale expansion in its sales 
organization, the distributor said. 
More than a dozen account execu- 
tives have been added in recent 
weeks and further additions are 
being planned. Ziv revealed also 
that it has 10 new shows in pro- 
duction. 


Occupant Mailing Assn. Elects 
Phil Green, Utica, has been elect- 
ed president of the Occupant 
Mailing Assn. Other officers elect- 
ed are Red Teiff, Cleveland, ist 
vp; W. A. Storing, W. A. Storing 
Co., Columbus, O., 2nd vp, and 
Lelon J. Crum, National Mailing 
Corp, St. Louis, secretary-treas- 
urer. Purpose of the organization 
is to exchange ideas on the com- 
pilation, methods, and promotion 
of the usage of occupant mailing 
lists. 


COjor 


plus coverage 
sells Altoonal 


You'll paint a brighter sales picture 
in metropolitan Altoona if you add 
the magic of COLOR to your ad- 
vertising in the Altoona Mirror. 
Your color ad in the Mirror covers 
the Altoona city zone like a many- 
hued blanket, reaches better than 
95% of the doorsteps in this 
$135,000,000 market. 

Mirror linage leadership reflects 
advertising results, too 
—more than 11,000,- 
000 lines in 1956 in- 
cluding 225,885 in 
COLOR! 


Coverage of All Homes 
In the City Zone 


95.1% 


Elltoona 
Mirror 


Altoona Pennsylvania's 
Only Evening Newspaper 


RICHARD E. BEELER 
Advertising Manager 
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It’s not square miles, but 


SALES THAT COUNT! 


In Madison, Wisconsin, VHF adds more to your cost than to your coverage. With 
WKOW-TV you deliver 70% as much share of the audience* at only 45% of the 


cost. *Madison Telepulse—April, 1957 


WKOW-TV 
Eg in Madison, Wis. 


Advertising Age, September 30, 1957 


|\C&W Names Three in Chicago | 


Cunningham & Waish, Chicago, 
|has appointed Jean Finegan an| 
account executive on Beatrice| 
‘Foods Co. and William R. Dean| 
| field merchandising manager han- 
| dling the central sales region for 
the Texaco account. Mr. Finegan | 
| Serdaatiy was advertising director | 
lof Fairmont Foods, Omaha. Mr. 
Dean previously was with Benton 
|& Bowles and Norman, Craig & 
Kummel. Compton also has named 
Dick Roberts, formerly with Hen- 
ri, Hurst & McDonald, to its crea- 
tive staff as senior writer. 


Rishel Joins Philco Corp. 
Philco Corp., Philadelphia, has 
appointed John A. Rishel Jr. man- 


er division in the appliance divi- 
sion. Albert J. Rosebrauch, who 
formerly headed the division, is 
on a leave of absence. Mr. Rishel 
formerly was general sales man- 
ager of Amana Corp. 


MEET THE MAN 
BEHIND THE AD CAMPAIGN 
THAT DID EVERYTHING 


sut SELL! 


Now walt a minute — don’t get the wrong idea. It cou/d have been a 
great campaign. Pienty of hard-selling headlines that pounded home 
the theme... copy that told the story In fascinating fashion...layout 
and Illustrations art directors dream about...media selection in the 


right space, and at the right time. 


So nothing happened! How come? 
The pay-off at the counter was missing. No Merchandising at the 


Point-of-Sale. 


dise for you. 


® Lithographed displays for ing and 


Merchandising at the no 


Our business Is Merchandising at the Point-of-Sale. We've had 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can do the same for youl 


Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se// more merchan- 


NT-OF-SALE 


ted Displays 


* Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik® Seif-Stik Displays 
* Mystik® Can and Bottle Holders « Mystik® Seilf-Stik Labeis ®Squee-zel* 


* Econo Truck Signs *¢ Booklets and Folders * Moided Plastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


ESCAPE 
7a FROM 


TENSION 


Englander introduces 


ager of the refrigerator and freez- | ===" 


TENSION ESCAPE—Englander Co. is 

running “escape from tension” ads 

like this one, for its Red Line mat- 

tresses, in three Chicago newspa- 

pers. Radio spots also are being 
used. 


Englander Tests 


‘Tension Escape’ Ad 


Theme in Chicago 


Cuicaco, Sept. 24—Englander 
Co. is testing in newspapers and 


radio here a new “escape from ten- 
|sion” campaign for its Red Line 


mattresses. 
Two-color, 1,200-line ads are 
running in the Chicago Daily 


News, Chicago Sun-Times and the 
Chicago Tribune. Spot commer- 
cials are scheduled on WBBM. 
North Advertising Inc. is the agen- 
cy. 
The print ads feature a headline 
in large letters which reads, “Es- 
cape from tension.” The copy 
reads, in part: “Help your husband 
escape. Work and worry wear him 
down. Tension takes its toll. He’s 
committing ‘a little suicide’ every 
day. You can’t make him stop 
working. But you can help him es- 
cape from deadly tension—every 
night—on an Englander Red Line 
mattress.” 

The agency reports good re- 
sponse to the new ads and says 
the campaign is expected to be 
expanded to other markets in the 
future. No national advertising 
plans using the new theme have 
been made. # 


U.S. Joins Pact 
Easing Exchange 
of Ads, Samples 


New York, Sept. 24—Effective 
Oct. 17, the U. S. will officially be- 
come a party to the international 
convention to facilitate the impor- 
tation of commercial samples and 
advertising material. 

U. S. ratification was formally 
deposited with the United Nations 
last week, following approval by 
the Senate and President Eisen- 
hower. 

The convention, originally spon- 
sored by the International Cham- 
ber of Commerce, sets up simple, 
uniform standards for the duty- 
free importation of samples and 
advertising material. 

Within certain limits, these ma- 
terials will now be admitted to the 
U. S. duty-free, and U. S. advertis- 
ers will enjoy the same privilege 
in sending their materials to coun- 
tries which are parties to the 
agreement. 


® The following countries are par- 
ties to the convention: Austria, 
Australia, Belgium, Czechoslovak- 
ia, Denmark, Egypt, Finland, Ger- 
many, Greece, Hungary, India, In- 
donesia, Japan, Luxembourg, Neth- 


erlands, New Zealand, Norway, 


Pakistan, Portugal, Rhodesia and 
Nyasaland, Spain, Sweden, Switz- 


erland, Turkey, United Kingdom 
and Yugoslavia. + 
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There’s no place like House & Home... 


sell the men who specify, 
appraise, 
finance, 


supply, 
merchandise, 


install the most products for the most homes 


ouse 


SUPPLIERS REALTORS 
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Periodical Publishers 


Facing Stronger Price 


and Service Demands from Wholesalers 
Cutcaco, Sept. 24—Magazine Even during the Mid-America 


publishers are finding independent 


meeting Popular Mechanics and 


periodical distributors a force to be|three Conde Nast publications— 


bargained with. 

This was the impression given by 
the Mid-America Periodical Dis- 
tributors Assn. meeting here last 
week, their first conclave since 
American News left the field (AA, 
Aug. 26). Mid-America’s wholesal- 
er members are a major portion of 
the nation’s independent periodi- 
cal distributors, who now take on 
about 30% more business to fill 
the void left by American News. 

The sudden pressure on the dis- 
tributors to take on new titles and 
added volume has made it difficult 
for many publishers: to complete 
realignment of their distribution. 
This, plus the fact that most in- 
dependent distributors now have 
virtual monopolies in their respec- 
tive areas, has put the wholesalers 
in a considerably strengthened bar- 
gaining position. 


s From what the wholesalers said 
at this meeting, it is evident they 
intend to use this strength to help 
resolve some of their complaints: 


e Returns—the problem of sheer 
volume of copies, many of which 
cannot be sold by the stands and 
must be returned to the wholesaler. 
Cost of handling the returns is 
getting very high, the wholesalers 
say, and they think the publishers 
and national distributors who are 
responsible for unreasonable ex- 
tremes (like more than 25% re- 
turns) should bear the handling 
cost. 


e Check-ups—making title and 
volume sales checks at each retail- 
er. The wholesalers, while ac- 
knowledging the value of check- 
ups for sales forecasting and rack 
merchandising, question the value 
of the tremendous number and 
type of check-ups being requested 
by publishers. The check-up op- 
eration is the most expensive 
part of a wholesaler’s operations, 
they say, and they would like to 
see a spot check system worked 
out giving more attention to the 
bigger retailers only. 


|Glamour, House & Garden and 
Vogue—all announced 1¢ profit 
increases for their distributors and 
retailers effective Jan. 1. 
Another point of concern among 
the wholesalers was voiced by 
Charles Levy Jr., president of 


Charles Levy Circulation Co., 
Chicago, and president of Mid- 
America. 

While recognizing the need for 
subscriptions to maintain competi- 
tive circulation figures, Mr. Levy 
jattacked the type of sales pitch 
|publishers are using to gain subs 
at the expense of the newsstands. 


® “If subscriptions and newsstands 
are the two most important 
channels of distribution, is it 


right,” he asked, “to use the news- 
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stands as the whipping boy of the 
subscription department? . . . Is it 
right for the retailer to give valu- 
able space in his store to magazines 
containing subscription offers to 
lure the customer away from buy- 
ing these magazines? ... It has 
reached the point where the con- 
sumer is told with emphasis he is 
foolish to buy magazines from his 
favorite retailer.” 

“It seems to me,” Mr. Levy went 
on, “that some serious considera- 
tion must be given to this matter. 


I don’t think that the public today 
buys products just because they 
are cheap or discounted—there 
must be many more important 
buying impulses than that.” 

On the general subject of whole- 
Saler profits, Mr. Levy said that 
the industry should develop a 
standard accounting system cover- 
ing all wholesaling functions. Once 
they have accurate figures on costs, 
he said, “we will then and only 
then be able to face our publishers 
and insist upon adequate compen- 


s During the meeting, Mid-Ameri- | 
ca’s parent organization, the Coun- | 
cil for Independent Distribution, 
the national independent distrib- 
utors’ group, held the first of a 
series of meetings with certain 
publishers and national distribu- | 
tors who, in the opinion of the 
wholesalers, have not reduced their 
prices and service requirements 
sufficiently to allow for reasonable | 
wholesaler profits. 

Specific results of these meetings 
are not yet known except that | 
several leading wholesalers have) 
expressed considerable satisfaction 
with the results. It is also known 
that Capitol Distributing Co., a na- 
tional distributor, some of whose 
titles used to be with American 
News, has agreed to give serious | 
consideration to the wholesalers’ | 
requests. 

The indications are that greater | 
price reductions and service re-| 
quirement reductions are gradual- | 
ly being gained by the wholesalers. 
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sation for services rendered. Only |agreement that they bear a moral 
then will we be able to prove to | responsibility for the content of 
our publishers what it takes for| publications they distribute. 

us to survive the economic squeeze.| But from that point on, there is 
Only then will we be able to sell | great uncertainty. The wholesalers 


the publishers the fact that we can | are willing to take the decisive ac-| controlled by any one social group. | 


render services only within the/tion in cutting certain “smut” 


framework of their commission! periodicals off, but they are more| a Some wholesalers have been re-|lications, it was noted. 
structure.” |than slightly loath to be the ones | lying on a publication’s acceptance | 


| to decide which books to cut off. 


s A subject that got considerable| Who, then, should decide? An-|to its acceptability. But several! ally take will have to wait on de- mont, Tex., assistant 


another. Most communities have 


|some sort of group which smiles or 
| frowns on various publications, but 
the wholesalers don’t want to risk 
|having their list of titles virtually 


33 


than four times a year or don’t; George Brauninger of Trenton, 
have a big enough subscription list| N, J., was elected chairman of CID 
are banned from second class with| during its meeting here, replacing 
no reference to their content. On| Joseph Ottenstein of Washington, 
the other hand, some books which | D. C., who founded the council two 
do qualify for second class have | years ago. 

been widely labeled “smut” pub-| Other CID officers elected were 
| Jack Drown, Long Beach, co-chair- 
The guess among wholesalers is|man; Charles Levy Jr., Chicago, 


as second class mail as an index|that any action they might eventu-| secretary; W. C. Edwards, Beau- 


secretary; 


attention at this meeting was “cen-| other unresolved question, since, as| publishers and wholesalers point-| velopment of a sound mechanism| Mortimer Henoch, Kenosha, Wis., 
sorship” of obscene literature. The | one publisher put it, what is ac- ed out that this isn’t valid. Period-|for deciding what publications to treasurer, and Harold Sinnott, 
wholesalers seemed generally in|ceptable in one community isn’t in|icals that publish less frequently | ban. 


Scarsboro, Canada, assistant treas- 


Here’s Important News for the 
International Advertiser 


Continental Coverage. Here is the latest achievement of Latin 
America’s most successful publishers. The Portuguese language 
O Cruzeiro has been published since 1929 and is easily Brazil’s most 
popular magazine, reaching three-quarters of all magazine readers 
in the country with a guaranteed circulation of 620,000 weekly. Now 
the new Spanish language O Cruzeiro /nternational, published twice 
monthly, extends throughout Latin America the brilliant editorial 
viewpoint which has won such pre-eminence. 


Proved Editorial Policy. O Cruzeiro International is edited ex- 
clusively for Latin Americans, with a tested blend of general interest 
picture-text reporting. Of the 100 pages of O Cruzeiro International, 
more than 20 are in full color—faithfully reproduced! O Cruzeiro 
International averages more pages of editorial color than any other 
international magazine in Latin America. 


Rising Circulation. Issue number one, published in April of this 
year, totaled 140,700 copies. From the outset O Cruzeiro Interna- 
tional has been the third largest international magazine in Latin 
America. Issue number ten (August 16th) sold 238,900—up 70% 
in five months. O Cruzeiro International is now second in Latin 
American newsstand sales! 


Bright Potential. As you read this, more than 240,000 copies of 
the twelfth issue are being distributed to the rich Latin American 
market. The instinctive reaction of the Latin peoples to their own 
flavorful kind of journalism is expected to double O Cruzeiro’s 
initial circulation in less than a year. All this plus a cost-per-thousand 
of only $5.50 for a page 10 by 13 inches makes O Cruzeiro Inter- 
national the media buy for advertisers interested in reaching all of 
Latin America. 


Guaranteed circulation: 200,000 
Basic page B&W: $1100 Four-color: $1870 


the magazine published 
by and for 
Latin Americans— 


t CRUZEIRO 


INTERNATIONAL 
U. S. Representative: Robert T. Kenyon Co. 
527 Madison Avenue, New York 22, N. Y. 
Phone PL 5-1282 


PS CEE PE 


In Mid-America officer elections 
Edwin Koch of Indianapolis was 
elected treasurer and Harry Porett 
of Waukegan, Ill., was elected vp 
for Region II of the association. 
Re-elected to their offices were 
Charles Levy Jr., Chicago, presi- 
dent; Ivan Ludington Sr., Detroit, 
Region I vp; Raymond Olson, 
Sioux Falls, S.D., Region III vp, 
and Jack W. Lawlor, Columbia, 
Mo., secretary. + 


THE SUM OF 
THESE LOCAL 
GOVERNMENTS EQUALS 
THE NATIONAL 
MARKET! 


Giving them reasons to buy in 
MAYOR AND MANAGER wil! help 
you get your brand elected. Top 
men on city teams across the 
country will see your sales 
message in the receptive at- 
mosphere of their own special 
interests in this new, best 
edited, easiest to read publica- 
tion. Circulation guaranteed: 


7,500 


First in its field in advertising 
volume and first in the hearts 
of its readers because it talks 
their language best, LAW AND 
ORDER reaches and influences 
Police Chiefs, everywhere. From 
photo equipment to radios—for 
big unit sales—be sure you sell 
these uniformed men of deci- 
sion. Audited circulation: 


11,325 


= 
—— 


William C. Copp & Associates 
72 West 45th Street — New York 36, N. Y. 
MUrray Hill 2-6606 
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EMIT 


. . . advertises consistently in 
House & Garden to reach the more- 
than-half million HOME COUNTRY 
tastemakers who regard H&G as 
THE DECIDING FACTOR in the buying 
of quality products. 


House «Garden 


A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., N.Y. 17, N.Y. 


O'Donnell Keavey Morris 


Fischer Hayes 


MEETING THE CLIENT—Four Erwin, Wasey & Co. (Er- Royal Dutch Airlines. Hans Fischer, KLM ad man- 
win, Wasey, Ruthrauff & Ryan after Oct. 1) ex- ager in the U.S., accompanies Robert O’Donnell, 
ecutives leave Idlewild via KLM for conferences in account supervisor, John Keavey, account execu- 
The Hague with the agency’s new client, KLM tive, Robert Morris, assistant account executive, 


Now The Meeting Place of 


This powerful medium offers you more 

than 1,000,000 circulation with a unique 
IMPACT VALUE...CHAIN-REACTION INFLU- 
ENCE! 

PrespyTeRian Lire is mailed every other week to the 
homes of its readers. As a group, these readers con- 
stitute active families of likeminded people in the com- 
munity—people who agree essentially, act together, 
and influence one another's attitudes, opinions and 
preferences. 

Your advertising in Pressyrertan Lire will get re- 
sults through Chain-Reaction Influence—in addition to 
the other merits of this thoroughly read consumer 
medium: 


MORE THAN A 


MILLION 


GROUP-RELATED 
American 
Families 


¢ More than 1,000,000 circulation, 
current issues (Publisher's estimate). 


Average Total Paid 964,250, 
Publisher's ABC Statement 
January-June 1957. 


@ 78.2% of the families own their homes; 85% of 
the homes are single family dwellings. 


@ More than half of the men readers are in 
management, professional, technical or sales 
vocations; 27.5% are officials or proprietors. 


@ 94.3% of the women readers are housewives. 


@ Families rank high in income, household 
possessions, travel, and education. 


@ Exceptionally high scores in Starch Reader- 
ship Studies of editorial content and 
advertisements. 


@ Lowest cost per 1,000 circulation of almost all 
leading magazines. 


PRESBYTERIAN LIE 


Witherspoon Building * 130 South Juniper Street * Philadelphia 7, Pennsylvania 


and John Hayes, manager of the 
agency’s new international de- 
partment. Effective Jan. 1 Erwin, 
Wasey will be handling KLM ad- 
vertising throughout the world. 


Coming 
Conventions 


Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edgewater 
Beach Hotel, Chicago. 

Sept. 29-Oct. 4. Newspaper Food Edi- 
tors Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publications, 
Chicago Regional Conference, Drake Ho- 
tel, Chicago. 

Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, Tenn. 

Oct. 10-12. Midwest Advertising Agency 
Network, Fort Hayes Hotel, Columbus, O. 

Oct. 11-14. American Assn. of Advertis- 
ing Agencies, western region, Sun Valley, 
Ida. 

Oct. 13-15. Inland Daily Press Assn. 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America. Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, Na- 
tional Newspaper Promotion Assn., Faust 
Hotel, Rockford, Ill. 

Oct. 28-29. New England Newspaper 
Advertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertisers, 
fall meeting, Chalfonte-Haddon Hall Ho- 
tel, Atlantic City, NJ. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 
cago. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fia. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

Nov. 19-20. American Assn. of Advertis- 
ing Agencies, eastern region, Roosevelt 
Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel del 
Coronado, San Diego. 

April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Greenbrier, 
Write Sulphur Springs, W. Va. 

May 5-7, 1958. Assn. of Canadian Adver- 
tisers, 43rd annual convention, place to be 
announced. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., The Broadmoor, 
Colorado Springs, Colo. 
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The New Yorker's attitude toward its readers has a lot 


to do with the results it produces for its advertisers. What 


is it? It is an attitude of respect* for their intelligence. 


*A publishing principle which has guided The New Yorker for thirty-two years. 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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G. L. Harttord, 
A&P Chairman, 
Is Dead at 92 


New York, Sept. 25—George 
Ludlum Hartford, 92, chairman of 
the Great Atlantic & Pacific Tea 
Co., died Sept. 23 of uremia at his 
home in Montclair, N.J. 

Considered the financial genius 
behind the growth of the A&P 
chain—rated the world’s largest 
retail organization of food prod- 
ucts—Mr. Hartford had been as- 
sociated with the company since 
he was in his teens. The A&P chain 
operates 4,200 stores, and in the 
fiscal year ended last February it 
reported net sales of $4.5 billion. 

The company was founded here 
in 1859 by Mr. Hartford’s father, 
George Huntington Hartford, as a 
smal] tea store in Vesey St. George 
L. Hartford was born in 1864 and 
at 13 began work for his father 
after school and on Saturdays. He 
persuaded his father to add coffee 
and baking soda to the lines sold. 
Irked by the price of the latter 
at the wholesale level, he hired 
a chemist to mix alum and sodium 
bicarbonate in the Vesey St. store, 
and was thus able to cut the retail 
price of baking soda. 


® Mr. Hartford, with his brother 
John (who died in 1951), expand- 
ed the business they inherited 
from their father and in 1912 
adopted the current corporate 
name. At one time the company 
had 6,000 retail outlets, operated 
its own processing plants, and be- 
came a target for anti-monopoly 
attacks. In 1938, Rep. Wright Pat- 
man (D., Tex.), co-author of the 
Robinson-Patman Act, introduced 
legislation in Congress to tax chain 
stores. Chains with more than 500 
stores were to pay $1,000 tax on 
each outlet. 

Both George and John Hartford 
had shunned personal publicity, 
but the proposed legislation stirred 
George Hartford to launch a series 
of newspaper advertisements in 
which he defended his company’s 
policies and practices and attacked 
the proposed legislation, which 
subsequently was defeated in the 
House. 

In 1946 a criminal anti-trust ac- 
tion against the A&P and affiliated 
companies resulted in fines of 
$175,000. 


® In 1949 the government began 
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a civil anti-trust suit against A&P. 
Mr. Hartford again launched a 
newspaper advertising campaign, 
using 2,000 newspapers. Paris & 
Peart, A&P’s agency, handled the 
advertising, and Car] Byoir & As- 
sociates simultaneously began a 
public relations drive behind the 
scenes among farm papers and 
consumer organizations (AA, Sept. 
26, 1949). 

As a result of the advertising 
campaign, research showed that 
A&P business increased an average 


of $9,000,000 a week whenever an 
A&P ad ran (AA, Nov. 20, 1950). 


® Much criticism was leveled at 
the food chain for its so-called 
trial-by-newspaper procedure. 
This was defended in an editorial 
in the New York Times, which 
pointed out that the attorney 
general issued a release to the 
press and was the first to resort 
to the forum of public opinion 
(AA, June 19, 1950). 

A negotiated settlement of the 
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case was made five years after 
the suit was initiated (AA, Jan. 25, 
1954). 

“Mr. George,” as he was known 
in the A&P organization, commut- 
ed daily between his home in 
Montclair and the company’s head- 
quarters in New York until 1955, 
when he reached his 90th birth- 
day. 


FRANK FINNEY 
New York, Sept. 25—Frank 
Finney, 84, co-founder of Street & 


Finney, pioneer New York agency, 
died Sept. 20 at his home in Sum- 
mit, N. J, 

Mr. Finney, born in Indianapolis, 
was a reporter on the old New 
York Mail & Express before he 
and the late Julian Street formed 
their agency in 1902. Mr. Finney 
remained as president of the com- 
pany until he retired in 1945. 

Two sons are in the advertising 
business: Foxhall, of the Wendell 
P. Colton Co., and Robert, of Street 
& Finney. + 


*NCS, updated to 91-57. 
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Acquisition of Eye Fresh from BBDO Gives 
Dowd, Redfield $3,500,000 Chunk of Revlon 


New York, Sept. 25—Final dis- 
positions in the agency realign- 
ments of Revlon Inc. created by 
the split with Batten, Barton, Dur- 
stine & Osborn (AA, Sept. 23), 


have been made, with Dowd, Red- | 


field & Johnstone picking up Eye 
Fresh, previously assigned to War- 
wick & Legler. 

Contrary to earlier announce- 


| ments, Emil Mogul Co. has not 
| been assigned any of the products 
| leaving BBDO, but it has received 
'a new non-cosmetic item now in 
|the laboratory stage. 

Dowd, Redfield & Johnstone, al- 
|ready handling Silicare, Baby Sili- 
care, Sun Bath and Thindown, also 
has been assigned a new hair spray 
product in addition to Eye Fresh, 


which it picks up from BBDO at 
year’s end. 

The new consumer agency line- 
up gives Warwick & Legler and 
Cc. J. LaRoche about $5,000,000 
apiece in billings; Dowd, Redfield 


& Johnstone some $3,500,000, and | 


Mogul about $2,500,000, according 
to Revion. # 


Beman Leaves Rep to Join 
‘Enquirer’; Dembek to Cresmer 
Lewis T. Beman has been ap- 


pointed manager of general adver- 
tising of the Cincinnati Enquirer, 
effective Oct. 1. For the past 11 
years, Mr. Beman has been with 
the Chicago office of Cresmer & 
Woodward, newspaper representa- 
tive, the past year as director of 
| research and sales promotion. 

Cresmer & Woodward has ap- 
pointed Edgar M. Dembek to its 
Chicago sales staff. Mr. Dembek 
previously was with the Chicago 
Tribune and Inland Newspaper 
Representatives. 


> 


oe 4 


4 ° 
he. 

~ 

Sl 

a. 7 


There 


_ 


where to less than 34-cqupties are counted in 
othe Jacksanille, distribution area—and the WMBR-TV 


bustling ‘business area at the same time, but Florida” 
_ has turned-the trick neatly. Especially Jacksonville, 


. tin. «s ° % ‘a “—_ ' 
’s. Georgia, for instance, ™ 


__ There’s more to Florida? 


It’s no mean trick to be a vacation paradise and a 


whose location Wdkes»it the center of "commercial 


“sphere of influence” far beyond state. borders. 
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NCS coverage area. This area accounts for 17.1% _ 
of drug sales for the entire state of Georgia. Since’ _ ~ 
~ % -WMBR-TY’s area. embrades.22.7% of total Florida 
drug’ sales too, all told the sidtion™ delivers” 20.6% 
Reo "ey Wk ecles Gk Flovide ond Gostgie combined ~ 


eleven-to-one advantage over its competition,..And » 
within the Jacksonville there area, the latest ARB 
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a@ tremendous market for drug advertisers.. ~ ‘ 


and WMBR-TV,; Jacksonville 
is far and. away the top favorite withthe 304,000 
téldhision familics® in its (teed, tres tn Dash 
“outside” area, according to NGS WMBR-TY has ait’ 
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shows WMBR.TV the favorite by almost five-to-one. 


a. WMBE-TYV — Channel 4, Jacksonville 
Operated by The Washington Post Broadcast Division 


Represented by CBS Television Spot Sales 
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Griswold-Eshleman Elects 2 

Griswold-Eshleman Co., Cleve- 
land, has elected Edmond C. Pow- 
ers and Robert L. Baumgardner 
vps. Mr. Powers, who has been 
| manager of the agency’s public re- 
|lations department 23 years, will 
continue as pr head. Mr. Baum- 
gardner also will continue in his 
post as a group head. 


Olmsted & Foley Elects 

Olmsted & Foley, Minneapolis 
agency, has incorporated. Officers 
are Ward H. Olmsted, president 
and treasurer; John T. Foley, exec 
vp; John K. Mortland and Ward 
W. Olmsted, vps, and George C. 
Hellickson, secretary. All former- 
ly were partners. 


Williamson Joins ‘Coronet 

Fay H. Williamson, formerly a 
vp of H. W. Kastor & Sons, has 
joined the national sales staff of 
Coronet in Chicago. Mr. William- 
son at one time represented the 
Woman’s Home Companion. 


WHATS 
NEW in 
LETTERING ? 


 FILMOTYPES NEW ae 
lettering styles 
selection. guide 


364 different lettering styles now 
available for Filmotype photo let- 
tering machines. It means Filmotype 
provides even greater versatility of 
selection . . . supplies you with let- 
tering ideas that can make any 
printed piece. You'll find the Filmo- 
type Selection Guide an invaluable 
aid for every layout! 


MAIL THIS 
COUPON 


and also learn about 

the “ Pays-for-Itself” 

Pian. Now anyone 

can own a Filmotype 
jachine. 


the FILMOTYPE corporation Dept. AA 

7500 McCormick Bivd. 

Skokie, tl. 

Oo You cond me the FREE Lettering Styles 

v 

() Heve your representative give me o 
demonstration right in my own office. | 
understand 

NAME 

FIRM 

ADDRESS__ 


EE eee 


there is no obligation. 
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W. S. Carpenter III, Director of Sales, Du Pont’s 
Petroleum Chemicals Division, says: 


“Technical leader- 

ship stands out as 

one of the most im- 
portant factors behind our nation’s growth 
and progress. Take, for example, tetraethyl 
lead—the anti-knock additive for gasoline 
that must be supplied in huge quantities:to 
meet the ever-increasing demands of our 
motor-minded nation. To ship it safely in 
bulk, our engineers designed a special ship 
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—the M. V. Petrochem—to carry only TEL 
and the raw materials that go into its 
manufacture. 

“Engineers with this kind of vision have 
long since found that business magazines 
fill their need for accurate, up-to-date tech- 


‘ nical information. They are indeed the eyes 


and ears of industry, gathering, analyzing 
and interpreting the new developments 
that chart our continued progress.” 
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At DuPont, 4,841 Key Men Pay to Read ETHYLENE PUMP ROOM 

DICHLORIDE MOTOR MIX PUMP ROOM 
One or More McGraw-Hill Magazines , aS 
Men in industry who want to keep up with chang- 3 gig ga 
ing technologies subscribe to McGraw-Hill publi- Z ot 4 
cations. They know these are edited by men who | AVIATION mix? CMoTOR Sa Sour Reese 
understand their day-to-day problems and needs for Oe ie : * ae 
vital business information. For your products and . oe 
services, you will find McGraw-Hill magazines offer Lam I m | 
not only an alert reading audience, but an alert Wa DULL 3 % A 


buying audience as well. boy : 
Ethyl! chloride is carried in 14 upright cylindrical pres- 


° sure vessels, ethylene dichloride in another compart- ; 
Me Graw “Hill ment. Six special steel tanks carry tetraethyl lead. To en- bs 
9 sure safe transport of TEL, provisions have been made “4 ' 
Public ation &s for a special bilge system, cofferdams to form liquid- 


tight compartments, apparatus to take a 
McGRAW-HILL PUBLISHING COMPANY, INC. - air samples below decks and change the 


330 West 42nd Street, New York 36, N.Y. - air every three minutes. 


ae eS 
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The M.V. PETROCHEM has been specially de- at Deepwater Point, New Jersey. On its return trip, 
signed to speed the delivery of tetraethyl lead tothe the M. V. PETROCHEM carries tetraethyl lead to 
petroleum industry. Raw materials are brought from § Beaumont, Texas, the key point for servicing TEL 
the Gulf Coast to DuPont's manufacturing plant customers in the Southwest. 
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@ Population 


@ Eficctive Buying 
$4,178.658 000 


@ Averace Farm Income (1955) 
S11.132. (Nearly th, 
national ave. of $6,629) 

FLAVORED with the dom- 

inating coverage of the Sioux 

City Newspapers—serving 300,000 

daily readers. 


Che Sioux City Journal . JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY @Y JANN & KELLEY, INC. 


797.600 
Income 


Wayne Coy, 53, 
Broadcaster, FCC 
Ex-Chairman, Dies 


INDIANAPOLIs, Sept. 25—Wayne 
Coy, 53, chairman of the Federal 
Communications Commission at the 
time the current allocation plan for 
television was drafted, died last 
night following a heart attack. 

After five years as chairman of 
FCC, Mr. Coy had left the govern- 
ment in 1952 to join with Time 
Inc. in the purchase of KOB-TV, 
Albuquerque. He was transferred 
to Indianapolis earlier this year 
when Time Inc. acquired WFBM- 
TV and WFBM, and disposed of 
KOB-TV. 

A native of Shelby County, Ind., 
he entered public life as secretary 
to former Gov. Paul V. McNutt. 


After serving with Mr. McNutt in 
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the Philippines, he accompanied 
him to Washington as his assistant 
in the war manpower commission 
during World War II. By 1942 he 
embarked on his independent ca- 
reer by being appointed assistant 
director of the Bureau of the Budg- 
et. 


® He left government service 
briefly between 1944 and 1947 to 
serve as assistant to the publisher 
of the Washington Post, in charge 
of radio. After being appointed to 
fill a vacancy at FCC in 1947, he 
was reappointed to a full seven- 
year term in 1951, but subsequent- 
ly resigned because of ill health. 

Soon after taking over the FCC 
chairmanship he warned tv indus- 
try members that the pattern of 
12 vhf channels available for tele- 
vision could not support a nation- 
wide competitive service. 

When technical interference be- 
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You can’t get action out of an empty suit! 


A teenage boy listening to a corset commercial 
is an example of an “empty suit.”” He can be 
counted as part of the listening audience, but he 
won't have any effect on sales. 


Any radio station can offer you a large audience. 
But most advertisers who know their business 
will check that audience for “empty suits.” 


WJR has saved advertisers a lot of trouble in 
this respect. They had Alfred Politz, Inc. survey 
the Detroit-Great Lakes area to find out just 
exactly who listens to what, why and when. 
Mr. Politz found that on an average day 41% 
of the adult listeners tune in WJR. There’s your 
large audience. 


Now—how about “empty suits’? Figures from 
the Bureau of Census and the Politz survey 
disclosed that in the age groups controlling 81% 
of the buying power, WJR has more listeners 
than the next six Detroit stations combined! 
These are the folks who buy the groceries, 
cars, appliances, or what-have-you in this rich 


market. And this group contains a minimum 
of “empty suits.” 


Your nearest Henry I. Christal representative 
would welcome the opportunity to show you the 
many interesting details of the Politz survey — 
which prove how much more WJR can do for 
your product. 


The Great Voice of the Great Lakes 


Ww) 


50,000 Watts 


35 years of service 


é 2 Detroit 


CBS Radio Network 


Increase your future bu 
with Os seins 


gan to show up, as additional sta- 
tions went on the air, he was in- 
strumental in calling the long 
construction freeze to determine 
how tv channels could be used 
more effectively. 

One of the major results of the 
freeze was the adoption of the 
CBS “incompatible” color tv sys- 
tem, over the protests of set man- 
ufacturers and broadcasters. FCC 
eventually reversed itself when 
manufacturers agreed on the cur- 
rent “compatible” color system. 


s Another major result was the 
reassignment of the 12 vhf chan- 
nels to provide greater spacing be- 
tween stations on the same or ad- 
joining channels, and the addition 
of 72 uhf channels in an effort to 
provide competitive service for 
every community in the country. 
His successors at FCC have con- 
tinued to struggle unsuccessfully 
with the economic problems in- 
volved in establishing successful 
stations on the uhf channels. 
When he left FCC because of 
continued health problems, Mr. 
Coy became a partner in the pur- 
chase of KOB-TV for $900,000. 
The station was resold this year 
for $1,500,000. The WFBM stations 
were included in a “package” in 
Indianapolis, Minneapolis and 
Grand Rapids which Time Inc. 
purchased from the Bittner inter- 
ests this spring for $16,000,000. 


Morris Sachs, 61, 
Politician, Veteran 
Advertiser, Is Dead 


Cuicaco, Sept. 24—Morris B. 
Sachs, 61, merchant, civic official 
and pioneer broadcast advertis- 
er, died yesterday in his sleep at 
his home here. The cause of death 
was given as a heart attack. 

Mr. Sachs, owner of a local chain 
of clothing stores bearing his 
name, was well known as sponsor 
of a radio and, later, a tv amateur 
show, 

Mr. Sachs came to Chicago in 
1910 from Lithuania. Here he lived 
with relatives and began selling 
clothing and household goods door- 
to-door. In 1916, he opened his 
first store. Last March, he opened 
his first State St. operation. 


® Mr. Sachs was also known as a 
philanthropist and, in recent years, 
as a politician, Elected city treas- 
urer, he had astonished Chicago by 
firing politically sponsored em- 
ployes and had been considered 
a possible candidate for governor 
of Lllinois after gaining some sup- 
port in an unsuccessful primary 
campaign in 1956. ; 

His city salary was given to 
charity; Mr. Sachs added $170 to 
his net city pay to make an even 
$1,000 which was donated each 
month to a charity selected by a 
board composed of a priest, rabbi 
and minister. 


JOSEPH C. BEBB 

New York, Sept. 24—Joseph C. 
| Bebb, 75, former advertising man- 
‘ager of Otis Elevator Co., died 
| Sept. 20 at Monmouth Memorial 
| Hospital, Long Branch, N. J. 

Born here, Mr. Bebb joined Otis 
in 1907 as a statistician. Later he 
served in the company’s sales of- 
‘fices in Seattle and San Francisco 
before returning to New York to 
resume statistical work. He then 
moved into the advertising depart- 
ment and was named advertising 
manager in 1937, the position he 
held until his retirement at the 
end of 1946. 

Mr. Bebb was a former president 
of the Producers Council of the 
building material industry and at 
one time was treasurer of the 
Construction League of the US. 
He was also active for many years 
as a member of and director of the 
New York Board of Trade. 
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The 40,000 plus readers subscribing to Fleet Owner 
(greatest paying audience ever for a fleet publication) 
have been won and held through this magazine’s con- 
sistent editorial leadership. 


The readership-building “firsts” listed here are concrete 
examples of Fleet Owner’s progressive editorial policy. 
More are on the way. 


Incidentally, Fleet Owner is the only publication in its 
field to receive Industrial Marketing Editorial Awards — 
two in 1957. 


———— 


with Fleet Trends, a col- 
ored insert, perforated 
and punched for easy 
filing, which carries last 
minute, hard-to-get, 
fast reading news of the 
transportation industry. 
(This is the last section 
of the magazine to go to 
press.) 
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magazine “must"’ reading 
among America's fleet market buyers! 


With such a dynamic editorial program it’s no wonder 
that more and more manufacturers of automotive prod- 
ucts are using the advertising pages of Fleet Owner to 
sell more goods to more fleet market buyers. 

Since first published by McGraw-Hill in 1950, Fleet 
Owner has shown a substantial advertising growth. 1957 
is the greatest year yet, with the first nine months show- 
ing a 205-page gain over the same period last year. 
When you are buildng your advertising schedule, remem- 
ber that no other fleet magazine reaches such a great 
paying audience. 


with an Editorial Cover, 
designed to improve 
readership by pointing 
out highlights of each 
issue’s contents. 


with Flo-Thru Make- 
Up that carries the 
reader right through the 
magazine and stimulates 
both editorial and ad- 
vertising readership 
from cover to cover. 
(There are no dead spots 
in Freer Owner.) 


with Your Personal 


Business, another col- 


ored insert answering 
many personal problems 
of transportation indus- 


1 f 
{} 
ul 


aa 

at ope 
( 
! 


u 
Ni 


try readers. 


i! 
“it 
it 
‘| 
hk 


y 
' 
"Hr 


tf 


with Labor Trends, a i Sa with a Passenger Car 
concise report from 3 . a page, of great help to 
FiLeetT Owner's own la- . — operators as almost 
bor correspondent in TSSSsS SSSETSS every truck and bus 
Washington on what's = sees fleet also contains a 
happening there and aes large percentage of pas- 
across the nation on the oease ore 3 senger cars. 
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vital labor front. 
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with monthly Mainte- 
nance Surveys, report- 
ing on the actual expe- 
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; 3 riences of operators on 
S 8 subjects of common in- 
2 > terest, analyzed by type 
i 38 of fleet operation. (This 
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department is actually 
written by readers.) 


with Special Reports (8 
to 32 pages) on topics 
of timely interest, such 
as lubrication, shop 
tools, truck weighing, 
tires, air conditioning, 
etc. These reports are 
the results of extensive 
research, and require 
many months of staff 
preparation. 


to have an annual Bus 
Data Section, carrying 
full statistics of the bus 
industry, including a 
census of common car- 
rier and school buses. 
This widely quoted re- 
port is recognized as the 
authority on bus facts. 
Also contains market : 
consumption figures for = 
all major classifications. _ 
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with the new Automo- 
tive Showcase, on spe- 
cial stock. This section ome 
puts new products and questa 
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literature in a neat, Shen pall Stas: 
easy -to-find package for t= a ~ 
the reader. eae 


with Letters to the Edi- 
tor —One of the surest 
signs of reader interest 
in a publication (no 
other fleet publication 
has this feature). McGraw-Hill’s Magazine of Fleet Operations 
330 West 42nd Street 
New York 36, N. Y. 
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pecimen prints and 
omplete information 


Eau Cuaire, Wis., Sept. 24—Na- 
tional Presto Industries Inc. has 
allocated a budget of more than 


| National Presto Schedules 3-Month Push 
for Control Master Cooking Appliances 


zine and spot-tv promotion of its 
Presto Control Master line of seven 
electric cooking appliances. 

The campaign, timed to coincide 
with the Christmas gift buying 
period, will begin with a half page 
four-color ad in the Oct. 19 Satur- 
day Evening Post, followed by sim- 
ilar ads in the November and De- 
cember issues of American Home 
and Better Homes & Gardens. Page 
ads in b&w are appearing in the 
fall Modern Bride and winter 
Bride’s Magazine, and a four-color 
spread in the Post Nov. 30 will cli- 
max the drive. 

Three-fifths page ads in This 
Week Magazine Oct. 6, Oct. 20, 
Nov. 10 and Nov. 24 on the Presto 
pressure cooker will supplement 
the magazine schedule. Trade pub- 
lications probably will be added to 
the schedule as the drive pro- 
gresses, Presto says. 

Headlined, “Now she’ll never, no 


| 
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SHE CAN RUN 7 CONTROLLED 
HEAT APPLIANCES WITH ONE 


Cito. Moston: 


ae 


MASTER CONTROL—This color spread will appear in The Saturday 

Evening Post Nov. 30 as the final print push in its $500,000 three- 

month drive for the Control Master line of Presto cooking appli- 
ances. 


never—char the bacon, scorch the 
potatoes, cook the meat dry. . .,” 


“TAKE MY SHARE OF THIS 
RICH AND READY MARKET!” 


Yep ... that’s the biggest share . . . the /ion’s share of the market that 
feeds, clothes, transports and shelters more than 90 million people in 
Hometown and Rural America. 
“My share,” says Leo the Lion, “is the biggest share because I reach it 
through 97 1 affiliated Keystone Broadcasting System radio stations. 
And I reach it more completely than any medium going into the area. . . 
with results that will make you roar with delight!” 
Nicest feature of all about KEYSTONE is the fact that you can pick a 
network to fit your special needs and select your time to suit. 
“We'll be glad to come to see you—take your marketing problem or 
your special test sales promotion—and tailor a network to fit like a glove .... 
90 stations or 958 as the case may be. 
Call us—no obligation for you and a genuine pleasure for us to show you 
how you can be “king” in,rich and ready Hometown and Rural America! 


K igstone 


CHICAGO 


111 W. Washington 
Sta 2-8900 


Send for our new station list 


NEW YORK 
527 Madison Ave. 
Eldorado 5-3720 


LOS ANGELES 
DUnkirk 3-2910 


time and place are chosen for you 


3142 Wilshire Blvd. 


SAN FRANCISCO 
57 Post St 
SUtter 1-7440 


® TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it's 
up to you, your needs 


* MORE FOR YOUR DOLLAR. No 
coverage for less than some “spot” costs. 


© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 


pote cost for individualized programming. Network 


the ads will describe the seven 
electric appliances, stressing that 
all can be operated with one Con- 
trol Master, the heat control unit. 
Copy also emphasizes that each 
may be completely immersed in 
water for ease in washing. 


® One-minute and 30-second spot 
| tv commercials tying in with the 
print campaign will be added on 
200 stations to Presto’s regular 
spot tv program in 15 key markets. 
Some of the spots will be 
scheduled to follow a 12-minute 
institutional film, “She Wears 10 
Hats,” produced by Fred A. Niles 
| Productions, Chicago, for Presto. 
|The film will be distributed as a 
|public service film by Public Ser- 
vice Network, Princeton, N. J., to 
(75 stations for showing between 
Oct. 15 and Dec. 15. The film, 
| which does not mention Presto or 
| its products, deals with controlled 
heat cooking as one of the new de- 
|velopments to aid today’s busy 
| homemaker. 
| Presto will be notified in ad- 
vance of the time and date the film 
will be shown on each of the sta- 
tions, will schedule the tv spots to 
immediately follow the film, and 
will merchandise the film on a 
local level to its dealers, allowing 
| them to add their names to an open 
|}end spot commercial. The film is 
| scheduled for showing in 125 mar- 
kets between next January and 
October. 


|@ Introduced early in 1956 with 
three electric appliances, the Con- 
trol Master line now has seven— 
a pressure cooker, dutch oven, 
sauce pan, griddle and three frying 
pans. The seventh was the large 
12” frying pan added this fall. The 
Control Master unit retails for 
$6.95, and prices of the appliances 
start at $10.95 for the 9” frying 
pan and go to $19.95 for the pres- 
sure cooker. 

This year’s Control Master cam- 
paign, only a portion of the Presto 
ad budget, has been substantially 
increased over the introductory 
campaign, last year, reflecting the 
initial campaign, W. R. Lindsay, 
Presto ad manager, told AA. 

Donahue & Coe, Chicago, is 
Presto’s agency. # 


Hewig Issues New Catalog 

The new 1957-58 edition of the 
“Hewig Catalog,” the “sales pro- 
motion bible,” will be mailed to 
20,000 business executives in the 
U.S. and Canada during Septem- 
ber. The 48-page catalog is avail- 
able free to business executives 
who write the Hewig Co., 45 W. 
45th St., New York. It describes 
promotional aids and advertising 
items. 


Sheep Council Names Quast 

The American Sheep Producers 
Council, Denver, has appointed 
Kenneth E. Quast director of lamb 
merchandising. Mr. Quast former- 
ly was a sales executive with 
| Swift & Co., Chicago. 


Pe eee Pee Sa eee | Re a, om ep RS eee ye gee PONT NG 0h fro seer PO oe IRS a ea on nny nc aes ch oe eC ae ee eal hy OS ee cme tS AN eaaer, 
ea cae a oe i MM A a = —- ake tice or ae ee se dee + See: ———— rss 
pe ane figs) aaa “Una ee a eee 2 Te eo ee a eR cna carnage pen ee esas eRe es a A ae ema Sed eR Ce ae ame Pe a eT Co Ie (alee . Ye 

cee ens ly ee ee nar tear’ ae s Se fie oe Leh re : 5 ig Ber cee ie ange cae Bie) si = a 0 ane? amy is es ee oh on ee: vised on <.jslamas 

— —. cay ad eS ee ery i Se te “ae” aa ee 3 Sag : ba Noe a ins ee reas oe eee, ad git aN M betaat mae ‘ Ga aE a, ae orice ‘ ne nae: hg baile (en Ra a : i ca aa ie ahs ! a. 

oe 2 i le a a eee ee afc eae ee eA ae ee oe MO FS ae Sok oe ec > eae amo! es ee ee ie oa Se ee ae = pol se Benet! = ok ca an) Care ae 

a ee a ee a aeer Oa 
Ee a 
eis 
=~ 5 
an Ss 
42 —CSsSCSCtésaA | 
) 7 
‘$a ee sig : - 
four source for outstanding Pass : conten: ile § 
4 hy el er “ wee NO NEVER. 
WOODCUT iiustration. soni eS Re Pe A =) : 
: er wer: oo 5 
Nee a ‘upon request a Bed ee oe E 

A ca (a i eS on ° A fn an of fer Manet / im 
eee , , , | aay % Fa : 
oo) ‘Var SANDER Wood ENGRAING co., iw. / 942 3. peansonn st. / creases | $500,000 for a three-month maga- ee, Py a 
pis 2 re a = 7" oa” | a to 
— ‘ ae > ts tr 4 wi 
ae ge SSSTESSaRS ae Advt. ' — | el EL ry. 7 

am en F ag A ¥ - oo fa = i : 

Sa «ce ¢ 4 . se 4 Tig fe * ; 
ia Ray j cy a q 2 te : aa Pe “ © 
setae x a ; 2 ¢ 

rs _ , = rT 
- : = ev . <d 
a | = ~~ Ve é== ad Pee ad 
ee een . a * . a 
os 4) = , ™» ” Fy hanna sthiininrineie caine 
aaa < 0 | ; ; 5 7 - compiotery ane: wanes, nemales one a ‘ 
es —— Sime 1 a Se aie / 
; pA —. = s . a ‘ 
= = © 43g 3 3 : ae x Frode ee . ies 
: SA\ o | — ; am , Seow pees os Sh ELS SE 3 
i gate yy) /) ta<—_=— i Sle > @ Sa @ 
~ AX : — ,' 7 
Nee — ; 
tae a oS ~ 
4 ae N ri 
X | : 
. \ . 

‘eee S vs 

= wantednes Dn. | Ce | 
Brat: yy 

ee 
F | - 

an) 8 ' ‘4 
bes ‘i : ™ 
as a aye : 

ions ee a: le es ' 

ae ei oy i, a so: * ’ ay 
. “ii . Saaee e aK, : or we es : ™ 
. . Min => 7 4 "2 i : _ > | 
| . oe ae 7 we " he a igen am By +o 
Kore ID “ _ F See ; 
out fig a — 4 
ail re “ag " + in . ¥ * = + y bag “ - ak 2 
Pe. a » “ pea: ee oS j : 
oS ae re f : 5 a are 3 } 7 
are fh ye iP. R Sa x : 
= ‘mn “4 —<) \ * - | 
aap MPs + > b ba ae odd ‘ 

Viet i ae ” D | os * >. a —— 4 ‘ 
=a jie LAG. Pee) Oe i 
eres. aa = = 5 jl 4 a¥ \ 4 + Seah ey P 4 | eae 
a id wy 7 dea oes . - . Pe aa ; a 
see aa 7 ne : 7 «7 Sie Be.) ae 
“Ae i ma: \ | ia "3 Gi ms ee mm,” _ « 
hee ~ ‘f? / iS oe 2 f al ; : cao ve 2 ea : | . 
Ns Be pr, oe \) ge) eR eee j z 
aa See i | 6 Poy 
wy Wie 7 Ce aa : |) i eee ‘ o>, ‘ « 

: an Bet i “lj fe - bs — » 7 ; . " 
2 2 ose é = 4] P - . 
ee ae P -_ ) eee a Ay , 
aot, ' mae. Uh ates en £ : Y ' 2 
ae ete an he: - es ee oy - gr a | = 
eG ce ae CO” i cl Pr: eae oe Oe: Mae wh ie Pig , t : i 

mee lin: ts tae aie pO ee i ete ie oe 55-9 ee eames . ae ’ i 
nes Be ge iss ee Bina eos eee 9 oe vee *. 
bat RR a ee ee ae BO EN a pa ol ; i 
| Soe jai oe gD _ . 

pei t ' et, fies 8 ie ES gente > WE _ 
ey Pad ee ot iy.) i oo vs 

bedag ; , : = : i ae ry ieee 5 oe ae 4 ¢ 
reat . by + a Bs — nite atid a ae os = a ee A ada Bs a ai = a aS age ’ > | 
eee : : 
me : 
A tie i 
ae ‘ . 
oe Se : 

Lee 

pair 
sii: 
On. 
} 
3 a 2 
ear s 
P _ s ee 
; | : 
we Li<mps } | | 
a Serie BROADCASTING ee 
oe 
ri oe 

Sen at ot ee 3 Pe teeny eaves ‘ ‘id eM a eee. eae j me beni , 4 Re ae ee 68 EET oa ‘ ; pee ae ee ee ES Le a ee a 

: RS ee ee ee ee... i a ave | Cee eT ae 
eee: Pe ae Sy = ee So: a ea a : me ‘ sy i Se oe ee peaat at Pe arabe "gh OEy Le de ate Na cog A ea he es 

eA Bg ees ae: oh ina hs : ae ae SL ke eee ee oe ee Ber Rea hy aia ee gees Ea Tate Wtaer § aed eee S tug UN ee ant 27 : “0 ae ae gh ae atone et 
— lt ee ee a NG cee ~<a rare eee (OMNI ang. a eg, eR ae eae ee, Se On ee aba ye ee 


TO GET TO THE TOP DRAWER FAMILIES... 
GET IN 


THE TRIB 


%* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy twice as much of most 

advertised merchandise per family as the low-income group. 
Get the top of the New York market . . . get more sales results 

per dollar of advertising .. . get in the TRIB! 


a wer TORR 


Herald Tribune 
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S-P Kicks Off 
“58 Ad Push in 
4 Media Oct. 1 


(Continued from Page 2) 
same as it was for the 1957 mod- 
els. The copy will stress the qual- 
ity of craftsmanship and the great 
price range of cars offered by the 
company (from $1,776 for the 
Scotsman to $13,000 for a Mer- 
cedes-Benz sedan with automatic 
transmission). S-P’s slogan, 
“Where Pride of Workmanship 
Comes First,” will be continued 
and featured in the ads. 


= S-P’s Canadian ad push will 
commence early in November. 
Media include newspapers, 
newspaper supplements, maga- 
zines, outdoor, network radio and 
television spots. Tandy Advertis- 
ing, Toronto, which picked up the 
account nearly three months ago 
(AA, July 8), is the agency. 

This will be the first time that 
a Canadian agency has placed ad- 
vertising for S-P in that country. 
Benton & Bowles, which resigned 
the entire S-P account earlier this 
year (AA, April 22), had a Cana- 
dian office. 

ADVERTISING AGE learned that 
the company will invest as much 
or more money in advertising in 
1958 as it did in 1957. In 1956, the 
company invested an estimated 
$12,841,000 (AA, Aug. 19, °57). 
The company reportedly invested 
more money in advertising this 
year than it did in 1956. 


= There was no gloom to be found 
anywhere when the company held 
a preview for the press here last 
week. All of the company’s exec- 
utives contacted by AA reflected 
the cheery optimism of S-P’s 
president, Harold E. Churchill. 

Mr. Churchill told AA that he 
hoped to have the company in the 
black by the end of the year. The 
company had an operating loss of 
$6,810,202 for the first half of °57. 
He said the company’s financial 
position is excellent and that it 
needs no more financing from 
Curtiss-Wright Corp., from which 
S-P got $35,000,000 in new cash a 
year ago. 

He told reporters that sales in 
May, June and July were up over 
the same months in 1956. He said 
the company’s sales were 8:9% 
above the industry in July and 
that S-P faced the new model year 
with no clean-up problem. He 
added that the profits of S-P 
dealers rose 66% in the second 
quarter of this year over the first 
quarter. 

In answer to a question from 
AA, Mr. Churchill said he liked 
the new Edsel cars, but added 
that he did not think Edsel would 
cut into S-P’s share of the car 
market, + 


Benedict Joins Donahue & Coe 
Larry Benedict, formerly a vp 
and account executive with Danc- 
er-Fitzgerald-Sample, has joined 
the grocery products division of 
Donahue & Coe, New York, as an 
account executive. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspoa- 
pers—national, sectional or local 
— magazines, trade-papers, 


promptly. 


Taylor Named Film Ad Head 

H. Lloyd Taylor has been named 
manager of advertising and pro- 
motion of the film department of 
E.l. du Pont de Nemours & Co., 
Wilmington, effective Nov. 1. He 
succeeds Leroy B. Steele, who will 
retire at the end of the year. Mr. 
Taylor has been with the Du Pont 
ad department since 1950, when 
he joined the company as a senior 
advertising assistant on the “Cav- 


| alcade of America” radio program. 
|For a time he was advertising 
|manager for Dacron polyester fi- 
|ber, and since last November has 
been counselor to the textile fibers 
department for men’s wear and 
general advertising. 


Kellogg Otters Bride Doll 
as Rice Krispies Premium _ 
A walking “bride doll” complete 


with trousseau is the new premium 
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for Kellogg’s Rice Krispies and 
Sugar Smacks. A $5.95 value, it is 
offered for $2. A supplementary 
wardrobe of four more outfits is 
available for an additional $1. 
The “stately 8-inch” doll is fea- 
tured on the package and on tv 
commercials on “Wild Bill Hick- 
ok” and “Name That Tune” (CBS- 
TV), and “Superman” and “Woody 
Woodpecker” (ABC-TV). Leo Bur- 
nett Co., Chicago, is the agency. 


Two Boost Rates 

Effective February, 1958, Prot- 
estant Church will have a new 
BPA guarantee of 200,000, up from 
180,000. Christian Herald and 
Protestant Church will have fre- 
quency discounts for the first time 
in their history. A new rate revi- 
sion of approximately 10% (before 
frequency discount) is made nec- 
essary by rising costs, the pub- 
lications announced. 


‘ PUBLISHED AT: 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


Eastern Edition 
NEW YORK AND WASHINGTON, D. C. 
44 Broad St. 

HAnover 2-3115 
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How 528 companies are advertising 


in 1957 to reach America’s most 


responsive prospects! 


The Wall Street Journal’s annual Composite Edition 
is now available. It contains hundreds of reproduc- 
tions of advertisements placed in The Journal this 
year (1) to sell products; (2) to sell services; (3) to 


sell ideas. 


It includes the latest information on 


executive readership . . . the size of the Getting- 
Ahead-in-Business Market . . . shows you who is 
selling to this market—and how . . . and gives you 
up-to-the-minute data about this market’s No. 1 
sales medium. 


STUDY THKIS’ BOOK 76 
whey your compeldor tf dong 
76 wen The BUSINES? marke 


If your customers or prospects are business men, be 
sure you receive a copy of this valuable Wall Street 
Journal 1957 Composite Edition. Copies available 
for your associates, too. Write or call any Journal 
advertising sales office. 


THE 


Sy 


Midwest Edition 


CHICAGO 
1015 - 14th St, N. W, 


Sterling 3-0164 STate 2-9400 


711 W. Monroe St. 


SEE ee EE 


Southwest Edition 


DALLAS 
911 Young St. 
Riverside 7-1587 


Pacific Coast Edition 


SAN FRANCISCO 
1540 Market Street 
UNderhill 3-3250 
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Brokers Shock 
Nervous Wall St. 
with Engraved Ad 


(Continued from Page 3) 
in about ten financial publica- 
tions, and a series of several hun- 
dred 20-second and one-minute 
radio spots are being heard on 
stations WCBS, WOR, WRCA and 


WQXR. 

Engraved invitations have gone 
out to about 5,000 selected neigh- 
borhood residents, business people 
and old Hutton customers, invit- 
ing them to attend a cocktail par- 
ty celebrating the opening of the 
branch office. 


® This advertising is in addition 
to the company’s usual financial 


ads, which run on a regular sched- 


ule in New York dailies and in 
about ten financial journals. 

The reason for the special adver- 
tising is to herald what the com- 
pany believes is a new conception 
in the construction of a brokerage 
office. It is a tiered amphithea- 
ter, air-conditioned and sound- 
proofed, with advanced electric 
and automatic equipment, securi- 
ty, commodity and financial news 
services, a financial library, and 


other facilities for the conveni- 
ence of customers. 

The men who evolved Hutton’s 
current off-beat campaign—Ger- 
ald M. Loeb, a senior partner; 
Edward B. Holschuh, manager of 
the investors’ service department, 
who is in charge of the compa- 
ny’s advertising; and Victor O. 
Schwab, president of Schwab & 
Beatty, the Hutton agency—were 
determined to get away from the 


ALL THE NEWS 
AND ITS BUSINESS 


THE WALL STREET JOURNAL 


SIGNIFICANCE AMD SAN fuancisco 
taperete 1900 oe Dee Jews © Compens, tee. 
Mystery Metals Business Bulletin (Farm Revolution 


Volatile, Newly ‘Isolated 

Blements Are Groomed 

For Wider Industry Use. Busine: 
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A Special Background Report |COtton Yields Spurt 
As Machines Replace 


And Crop Surpluses’ 
Jo Prichard Buries Grandpa 
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usual tombstone type ad, and felt 
that the one-time, page ad was 
too sensational. 


® As a matter of fact, ADVERTISING 
AcE was told, the current an- 
nouncement ads in the newspa- 
pers and magazines, plus the radio 
spots, will cost less than one-time 
illustrated blockbuster ads in the 
dailies alone. The company, how- 
ever, declined to give figures. 

The ads have already caused 
considerable comment in Wall 
Street, and a number of congrat- 
ulatory letters and phone calls 
have been received by the com- 
pany. # 


‘Esquire’ Edition Gets Boost 

Circulation guarantee for the 
eastern regional edition of Esquire 
will be raised from 200,000 to 250,- 
000 with the March, 1958, issue. 
Rates for a b&w page will be in- 
creased from $2,000 to $2,300. Jun- 
ior b&w pages—to be accepted for 
the first time—will cost $1,725. 
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1957 PICTURE #2 KLEEN-STIK 
of America's Business Marke = - Race for the Clouds: * 
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= ros Pegasus Flies on Flex-Stik 
Y The world-famous Flying Red Horse 
gating -caheod-tn-busl t trademark of GENERA PETRO- 
4 raarket—all are shown io this 


LEUM CORP. is seen in many 
places. One of the most important 
is the annual Mobilgas Econom 
Run, where autodom’s newest stoc 
cars wear the red horse emblem — 
rinted, by strange coincidence, on 

LEEN IK! eneral’s engineers 
chose rubber-saturated FLEX- 
STIK “B” for its super flexibility 
and resistance to weather, oil, etc. 
... plus clean removability. Hand- 
some printing by PEARL PRINT- 
ING SPECIALTIES, Los Angeles 
—under the wing of Gen. gr. 
KENN HAZELROTH. 


Advertising Compoelie from 
The Wall Stresi Journal. 


dere are singic cypical advextise- 
| ments of each company. Only bus- 
oe $ advertisers using The Journal 
as duriag the first six months of 1957 
. re shown. Because of space limi- 


ie ee 


ations these arc confined co con- 
advertivers and chose sched- 
ling 13 insertions or more in this 
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Outstanding 


P.O.P. Ideas 


Im ~—- Featuring the World’s Most 
Versatile Self-Sticking Adhesive! 


Onily in che Nasiogs! Business Daily. . 
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RES SS SoS Se eet aE go “Tops” for BOLTA-TOP 

tel crenges \on Preafi<c. 

ret Sos tee CRIES Sat CF ndere cttvcttve circulation . BOLTA PRODUCTS in Lawrence 
ge ey ee oO Mass. (division of General Tire & 
Se pe Ss ee Pepiatont oconemy Me | Rubber) tells millions of people to 


Oo “Firat Choice” reading among mm | buy “Bolta-Top.” And to show ’em 
‘ ee where to buy it, Adv. Dir. DAVE 
7 SIMONDSand Asst. RALPH LEVI 
d decided on a “FACE-STIK” dealer 
F emblem. This exclusive KLEEN- 
STIK process coats the printed sur- 
face with famous K-S transparent 
adhesive. Dealer or salesman simply 
z-i-p-s off protective paper a 
presses adhesive face against store 
door or window. verse side is a 
“Thank you” to customers. ““To 
ing’’ art aod production ty NOR 
URCHELL and KEN VIPOND 
: for NORMAN-BUFFET DIS- 
24 PLAY INDUSTRIES, Boston. 


See your regular printer, lith- 
ographer, or silk screen 
rinter for more business- 
uilding KLEEN-STIK ideas 
...0r write on your letterhead 
for our free ‘“‘Idea-of-the- 
Month’”’. 


' GET YOUR COPY FROM ANY WALL STREET JOURNAL 
ADVERTISING SALES OFFICE 


GREENSBORO, N. < 
HOUSTON 2, TEX 
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ATLANTA 3.GA. Walon Building 
BOSTON 9. MASS. 79 Milk Sereer 


921 Guilford Building 


PHILADELPHIA 2. PA 
_Cosamerce Building 


1528 Walaur Serocx 


f BOS ; P ; 4OUS 7 PITTSBURGH 19. PA. Koppers Building 

3 CHICAGO G, iil. 711 W. Monroe Siace: KANSAS CITY 3. MO.  Pairfax Buiidi HEST iN ‘resale ; 

- CINCINNATI 2, OHIO. Dixie Terminal Building LOS ANGELES 5. CALIF 2999 W Gh Sues SP Ponies iG” ‘reads Bcliding, KLEEN-STIK Products Inc 

in CLEVELAND 13, OHIO. 1010 Buclid Avenue MIAML 42, FLA. Hall Build) SAN FRANCISCO 19, CALIF. 1540 Masher Streex 4 . 

z DALLAS 2., TEX: 808 Young See MINNEAPOLIS 7 MINN. Baker Building © SEATTLE 1. WASH.  Nocthorn Life Tower Stemeete te Préceuce-Senetives 
DETROIT 26. MICH Buh! Building NEW YORK 4.N ¥ 44 Broad Sercer Advertising and ’ 


WASHINGTON 3,D. C. FOULS fae Sencar, We. 2 z 
: m e 7300 W. Wilson Ave. ® Chicago 31, Ill 
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Insurance Ads Need 
More Specific Aims: 
Prudential’s Kennedy 


PHILADELPHIA, Sept. 25—Broad- 
ening of the whole field of 
life insurance communications has 
brought with it a need for a 
sharper definition of the functions 
that the advertising department 
must perform, particularly objec- 
tives of insurance advertising, ac- 
cording to Henry M. Kennedy, ex- 
ecutive director of public relations 
and advertising of Prudential In- 
surance Co. of America. Mr. Ken- 
nedy addressed members of the 
Life Insurance Advertisers Assn. 
at its annual meeting. He is out- 
going president of the group. 

More important than how much 
money you are going to spend or 
where you are going to spend it is 
the question of why, he said, add- 
ing that it is important to deter- 
mine these objectives and get 
agreement on them by all depart- 
ments concerned before a word is 
put on paper or time reserved on 
a local radio station. 


® “If an advertisement is aimed 
at getting leads for your agents, 


and thereby helping to do some of 
their prospecting for them,” he) 
went on, “then use a coupon and 
direct the whole ad toward getting | 
the coupon returned. If the pur- | 
pose of a local ad is to build up| 
the agent in his own community, 
then use the agent’s picture and 
do everything else you can to 
build his prestige. 

“If your objective is building 
prestige for your company, then 
make everything in the ad con- 
tribute to that objective. When 
what is basically an institutional 
ad includes, for instance, a cou- 
pon, the result is apt to be not 
much prestige and very few cou- 
pon returns.” 

Mr. Kennedy urged that the 
performance of advertising be 
measured by leadership reports, 
radio and tv ratings, audits of 
outdoor ads, etc.—or, even fur- 
ther, by pre-testing ads and com- 
mercials. 


® More and more, insurance com- 
panies are becoming aware of the 
importance of advertising, Mr. 
Kennedy said. Many not now ad- 
vertising are seriously consider- 
ing doing so, he added. Life in- 
surance national advertising, for 


one, has more than doubled since 


GEE! | want some 


of those cookies!” 


Commercials on WGN-TV have 
away of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested 

and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


““ WGN-TV 


1948, he said. 


s Frederic M. Peirce, managing | 
director of the Life Insurance | 
Agency Management Assn., also 
stressed the need to assess results | 
of work being done in insurance 
advertising, sales promotion and 
public relations. Much of this will | 
have to be done through face-to- | 
face interviewing, he said, declar- | 
ing it is an important responsibil- | 
ity of the entire industry, rather | 
than one group alone. 


® Morgan Crockford, secretary of 
Excelsior Life, Toronto, was elect- 
ed president of the association, 
succeeding Mr. Kennedy. Other 
officers: Edwin P. Leader, ad 
manager, Bankers Life, Des 
Moines, vp; John Briggs, vp and 
director of public relations and 
advertising, Southland Life, Dal- 
las, secretary; Robert S. Kieffer, 
assistant vp, Metropolitan Life 
Insurance Co., New York, treas- 
urer; Donald L. Hopkins, director 
of sales promotion, Life Insurance 
Co. of North America, Philadel- 
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BEFORE & AFTER—Martin Century Farms, Lansdale, Pa., has hand- 

somed up its assorted packages with new integrated designs to 

create a “total brand image.” The new designs are carried through 

to truck signs, ice cream signs, window displays, letterheads and in 

proposed designs for the exteriors of branch plants. Ecoff & James, 
Philadelphia, is the agency. 


phia, editor. lence in advertising. Metropolitan 
The association gave 145| walked off with awards in six 
awards to members for excel-| classifications. + 


New Sports Car to Be Marketed 

Berkeley Coachworks Ltd., Brit- 
ish automobile manufacturer, is 
planning to introduce its new $1,- 
600 Berkeley sports car in the 
American market. The Berkeley 
will be the lowest-priced sports 
car on the market. DeGarmo Inc., 


|New York, has been appointed to 
|handle advertising and public re- 
| lations. 


Feigenbaum Adds Darlan 
| B. F. Goodrich Chemical Co., 
Cleveland, has named Feigenbaum 
& Wermen Advertising Agency, 
Philadelphia, to handle advertising 
vand promotion in the men’s wear 
field for its new Darlan man-made 
fiber. Plans are being made for na- 
tional advertising to launch the 


new fiber in the spring. 


‘California Dairyman’ Appoints 
Earl J. Cooper Co., Chicago, has 
been appointed midwestern ad- 
vertising representative of Califor- 
nia Dairyman, Paramount, Cal. 
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These three McClatchy newspapers are rep- 


resented nationally by O’Mara & Ormsbee 
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Everyone knows the billion dollar Valley 
of the Bees—the rich markets served by 


these three McClatchy newspapers. 


Three hundred thousand families in this 
area, cut off from the coast by moun- 


tains, are devoted to their own local 


now include Parade . .-« 


000 circulation. 


ec RE 


ae 


it. cad rail aa, A, a eee ee coh a Rey, ae ae ead ei ek we 
Pet 88 5S | A r es | en Cc. Gas) eee a Geo, hh eae ae meee ene AE Ae OE i eee eae 
ee eee es Yea omer roo! i iin ON 
BEE ah eg ee ee ee OPO st age MM cat ne baa ae 7 
if eae “fe cane ee Ce ee eres een | Be eh : oe : ae eles va ae oa an a ae Je “ig harms pene — os moe saan Apt aya Ret i. xa ee meee A ae co ee ees Ae hase pt eal ae cao meee . 
FO cai se, aa ee ae ae Ee 
. <- _ 
i. ee 
Se ; 
a = 4 
- ——| ar ve | 
oe ck. bs “A ee “- 
sy ; ee gyrit “s ig 
i <=, £& ie > 
aa ie ~. Hi pene ~ 
: am.” ae | aret | 
oe aN eo i | neta , i ; wie { 
: : SYS *), Neale ™ j 
ms \G@ Oe |S S \ ‘4 ; 
sane wt SS - NEX . aie a >, 
a Pea ~ ae i . ¥ 
a on i _ SS ¥ yA os J} soy” 5 
a a — oat ot, "eae ' 
cai : - wn <2 . é es ti : 
ay. 5 oo - oo tbe Ne” : 
ne Se 2 ae: is eZ N . 
; \g oS, : 
a .\ < “i 4 : — 
A“ 7 . 
fa! A P wy.’ et ee : oa , 
a , é 4 ‘ 
c <3 CE 27) ee 4 ae 
ae ewe & & 
am [_ ~ssS_—_ eS 
= | : 
ey Ra 
a We er tet co aL ee 4 
Oe i! 
a a a aa A a aa ae 
_ | 
ire igh et 
™ 4 z s 
: athe y x ~~ ame. \ | eee eS : : 
a wae se ow? . _ : 
3 » 4 r 5 : . = y Cae ee f - 7 aa . _ w 4 : y 
si (44 A Cus pé Ba ee 
spe - , ‘ 4 v . o- 
Be d - c “4 i 
im 4 & < “is . eH 
eat q % J oe ae i 
ai , z - i 
ane =. /, sk = 
ig . - 4 df * . . 
ge . 
ie 7 s { y Can am 
we ile ae. “ 
im ‘ Ry: a w a 
een ‘ . pis 
Fe i 
a. i ae 
pe oes P a 
re ee fe 
4 o. = 
; ee 
atare % a 
ao , “i 
ge ¢ 4 F 
a 4 
e 4 
| a , 
aie ~ ee ’ 3 
TT Be, a : 
Loag ae ‘ 5) > i 
bet ay ‘ S : 7 2 Oe 
on * 4 
ae ' ay”, =. a , fe ' ov: 7.) 
on ; » of, Fe 3 . 
hee : . > » Fi 4 Bl: 
hw rons | Way se pot < | 
ie at ys ‘? x “| * iy 
: i 2h. = ¢ Jom : 
yeeeet 4 i ara ae 7% ; » ‘ oe 
i % ehel : oe ‘ > = ‘ ‘ ther . .- 4 a * # % 
es, | fr : ty he a 
Sr , bs aCe Os a : 
ie | - - ; 4 € os: 
a ae te be i 
a | / oat Ree a : 
vee a : é | ‘ “¢ f ‘< aed oe 
= d a j . » 4 . i 
ae : a | a *, yrs 24 
ee a: a, + ; PS r i = 
: ae a“ = ok se 
9 a ~~ ~~ « " “e “4 ‘ e." 
* oo he / Aecaie 
~ ‘ af i Ta ; 
Me +) “ae pe ae 
; . Po = | 
: 
| : 
a on 
. ’ - . taae f ' ae Sa ay raeiter oe ete oe 4 ; ° ie. o a . : Z ; iB ‘ a a i hes Re es ¢ ) i ite a F . : m, ie = a. siti: a ed 
a . Be ET a a aD ee : oes ake Bae i: ’ aie tg Faw aie . ’ Ca eo ee ae a . ices tauare aka Becaes 4 e} ‘ Pi ee i eat Dee ee per Ser ioe are 
“ne Oe iee ba. os eo co ee oe pagan bin SEAS SGE Tet une retn pais eer ee Sk ais, ee ae ene 
a ee ees Cee: | ee er ee = 


-THREE MORE 


Sada | Parade 


Poor Programming, 
Bad Management of 
TV Nets Hit by Celler 


New York, Sept. 24—Emanuel 
R. Celler (D., N. Y.)_ blasted 
away today at television program- 
ming and management by the net- 
works. 

The congressman said the tv 
networks sought only “the lowest 
common denominator in public 
receptivity—the largest potential 
markets; the tapping of as many 
human skulls as possible at one 
given moment, and ratings.” 

The profit objective is as hon- 
orable for the networks as for any 
other business, Mr. Celler said. 
“But, does this honorable end jus- 
tify any means?” he asked. “Shall 
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all of us?” he continued. 


®s What Mr. Celler objects to is 
that there is not more television 
programming aimed at men like 
himself, he said modestly. The 
counter-argument of the networks 
that they have programmed opera, 
ballet and symphony orchestras 
reminded the congressman of a 
joke: “A boy asked his father for a 
nickel, and the old man’s an- 
swer was, “What happened to the 
nickel I gave you last month?’” 
Going along in this vein, Rep. 
Celler said that telecasters con- 
fuse good programming with the 
“arty in art and the capital A.” 
Variety shows, comedy, musi- 
cals and revues could be produced 
without the eternal sameness, he 
said. The majority of such pre- 
sentations, he indicated, were now 


we say that one of the most, if not| merely being used as a string on 
the most, important communica- | which to thread “the hard sell, the 


tions media of our day shall be| 


fashioned and controlled by the 
sales manipulators, the persuad- 
ers who tap the fears, insecuri- 
ties, and the inanities that lurk in 


soft sell, the incessant jingle or 
the cute cartoon.” 


s Switching the attack from pro- 
gramming to administration, Mr. 


BLUEBELL 
“Ritts Chipe 


EASY DOES 1T—Lighthearted cartoons mark the current campaign by 
Blue Bell Potato Chip Co., Portland. The campaign uses two-color, 
1,000-line ads across eight columns of space in five metropolitan 
dailies, plus smaller b&w ads in 37 other newspapers in the north- 
western area. Cole & Weber, Portland, is the agency. 


Celler lashed out at “network;upon prime television hours, and 
practices that deny regional Unit-|the financial interests that tele- 
ed States its own expression; the |casting companies have in push- 
stranglehold of major networks | ing motion pictures or music by 


with the issue of 


Nov. 3, 1957 


The Sunday Picture Magazine 


Parade 


<. 
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which they themselves stand to 
gain, and placing them on the 
screens instead of programs in 
which they have no financial in- 
terests.” 

The anti-trust subcommittee of 
the House judiciary committee 
has already set forth the above 
points in its report on television, 
and it makes good reading, Rep. 
Celler said. 

He said he was speaking as “Mr. 
Everyman,” who objects to being 
a complacent partner in “the rape 
of the airwaves.” 

“I can not relax and enjoy it,” 
he said. 


= Mr. Celler said pay-tv, or “gas- 
meter” television, is no ultimate 
solution to the current ills of pro- 
gramming. Pay-tv was discrimi- 
natory, he said, favoring those 
“able to pay as against those not 
so fortunate.” He said he did not 
believe the Federal Communica- 
tions Commission had the author- 
ity last week to go ahead with its 
approval of a pay-tv test. 

For a while pay-ty interests 
might offer better programming 
than is currently being carried on 
the networks. However, these in- 
terests would not stop in the chase 
for the largest possible audience, 
and ultimately we would be back 
where we are right now, he said. 
“Advertising would not be elim- 
inated under a pay-tv system,” 
Rep. Celler said, basing his state- 
ment partly on words of Walter E. 
O’Malley, president of the Brook- 
lyn Dodgers, to that effect. The 
Dodgers reportedly have been 
dealing with pay-tv interests. 


s On whether wired pay-tv sys- 
tems would come under govern- 
ment supervision, Rep. Celler 
wasn’t sure. He thought the use of 
the telephone poles and empty 
channels on ty receivers might 
put such systems in the area of 
interstate commerce and hence 
under federal regulation. # 


WISN Promotes Soell 

John B. Soell, who has been 
manager of WISN and WISN-TV, 
Milwaukee, since March, 1956, has 
been named as vp and manager of 
the WISN division of Hearst Corp. 


\) NOW OPEN... 
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610 Penn Center Piaza 
Pnhiiadeiphia 
R.J. Kervick, Reg! 1M r] 
Phone: Rittenhouse 6-0812 


Boston 
Chicago 
Cleveland 
Denver 
Detroit 
Los Angeles 
New York 
Pittsburgh 


ROGERS PUBLISHING COMPANY 
Englewood, Colo. 
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Sales Per Household in Pontiac, Michigan 
$7,541 
FIRST among the 10 Top Cities of Michigan 
95% above the U. S. Average 


a 

oun 
"SES Sh ee ae 85,000 523,300 NET PAID 
awning bidin dhe des 23,950 149,020 of 2 1 9 3 
Consumer Spendable Income (000) .. . .$167,590 950,217 ? 
Income per Household .............. 997 6,37 


Total Retail Sales (000) 


97.4% Home Delivered 


eee eeeereeees 


Sales per Household ................ 7,541 5,543 
POURED occ cccccccsccces 38,238 174,967 
Drug Sales (000) ...............4. 5,880 29,363 
Gen'l. Mdse. (000) ................ 55,733 62 
eS ii Sens 56% 00:0 17,825 62,078 
Home Furn. (000) ................ 14,657 51,010 PONTIAC, MICHIGAN 
Automotive (000) ................ 28,969 150,148  Scolaro, Meeker & Scott, New York, Phila., Chicago & Detroit 
Filling Stations (000) ............. 0 Doyle & Hawley, San Francisco and Los Angeles 


(Source: 1-1-57 SRDS estimates of 
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JWT's Porter Blasts N.Y. Dailies 
for Failure to Install R.O.P. Color 


(Continued from Page 2) 
primary emphasis against the key 
people in New York agencies and 
advertising departments of client 
companies,” he said. 

“If I were you, I would want 
to initiate a relentless barrage of 
facts and information about the 
performance of r.o.p. color against 
all buyers of advertising—and do 
it as quickly as I could.” 


Educate Agency Men 


An alarming lack of uniformity 
of reproduction of r.o.p. color ads 
haunts food advertisers and costs 
newspapers millions in advertis- 
ing dollars that would otherwise 
be scheduled, said C. W. Plattes, 
manager of cereal advertising, 


> Oe rae i” 


54.1 % Nielsen (6 a.m.-noon) more 


than all other Kansas City radio stations combined. 


It's a WHB world all day, too! 


Latest Area NIELSEN: WHB first with 47.0%, 6 a.m.-midnight. 
Latest PULSE: WHB first every quarter hour. 

Latest HOOPER: WHB first with 42.4% all-day average. 

Latest TRENDEX: WHB first with 42.1% all-day average. 


Whether it’s prime ... or any time... talk to Blair or WHB GM George W. Armstrong 


- 4 - ay 
ee 


WTIX New Orleahe 


REPRESENTED BY ADAM YOUNG INC. 


WHB 


10,000 watts on 710 ke 


KANSAS CITY, 
MISSOURI 


WDGY Minneapolis St. Paul 
WHB Aansas City 
WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


General Mills Inc. 

“Motivation in the press room 
is one of the keys to excellence in 
r.o.p. color reproduction,” Mr. 
Plattes said. He urged advertisers 
to sponsor continuing series of 
monthly “r.o.p. color” excellence 
contests, and to give awards to 
the pressman achieving the best 
quality of reproduction. 


® He ripped into the lack of color 
in major markets, citing New 
York as the classic example. He 
asserted that New York agency 
people need educating in r.o.p. col- 
or, and he urged that tear sheets 
of national campaigns running in 
r.o.p. color in newspapers outside 
New York be mailed to key agency 
personnel. 

Mr. Plattes also urged newspa- 
pers to hurry color acceptance by 
placing effort in two and three 
color advertising along with four 
color advertising, take advertisers 
into confidence in solving produc- 
tion problems, increase research 
and step up demonstrations of col- 
or impact through increased use 
of color news pictures. 


B&W Daily ‘Doomed’ 


The b&w newspaper in the U. S. 

|will be living on borrowed time 
|when the day comes that one ma- 
| jor New York newspaper offers 
|full r.o.p. color across the board, 
|predicted Louis M. Brownell Jr., 
of Reilly-Lake Shore Electrotype. 
“And that day is closer than you 
'may think,” he said. 
He pointed out that in the last 
{18 months, 65 national advertisers 
have placed r.o.p. color in New 
York through 38 agencies, despite 
jthe fact that only two New York 
| dailies offer color. 

“The pressures on these New 
York papers to convert to color 
jare very great,” Mr. Brownell 
‘said. “You can rest assured that 
New York publishers realize that 
when the dam breaks, New York 
will be flooded with r.o.p. color.” 


Sheep Producers May Seek 
Hike in Ad Promotion Budget 


Directors of the American Sheep 
Producers Council are discussing 
a possible increase in the budget 
for advertising and promotion of 
lamb and wool in the fiscal year 
beginning July 1, 1958. Current ad 
and promotion budget for wool is 
$800,000, and for lamb, $1,153,000. 
Final action on the budget willl be 
made at the annual meeting of 
delegates and directors next March. 

Kenneth E, Quast, new lamb 
merchandising director for the 
ASPC, said packers and retailers 
are giving excellent support to the 
promotion program in the 15 mar- 
ket cities throughout the country. 
An ad program in Houston, the 
newest market, opened Sept. 26 
with color pages and b&w ads in 
newspapers, 


Needham, Louis Elects 3 VPs 
Needham, Louis & Brorby, Chi- 
cago, has elected three new vps. 
They are Edward Hobler, who 
joined NL&B in 1956 as an account 
executive on the Campbell Soup 
Co. account; Granger F. Kenly, 
account supervisor on Lever Bros., 
and Daniel Welch, supervisor on 
the S. C. Johnson & Son account. 


‘MD’ Names Snow to Ad Post 

G. Preston Snow, formerly presi- 
dent of Hyland Laboratories and 
before that, vp of Cutter Labora- 
tories, has been appointed West 
Coast advertising representative of 
MD Publications Inc., New York, 
publisher of the monthly news 
magazine MD. 
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Standard sells them OUTDOORs...where they buy 


Listen to Wesley Nunn, Advertising 
Manager of Standard Oil (Ind.): 


“Outdoor advertising is a natural 
for us .. . as it should be for any busi- 
ness that trades along major traffic 
arteries. The more a motorist drives, 
the more of our product he consumes. 
And the more he consumes, the more 
Standard posters he sees. Outdoor 
posters do a fine job of selling while 
the motorist is at the wheel... per- 


Look for 


the Big Change 


haps in immediate need of gasoline!” 

In one market or 1600—locally or 
nationally—GOA puts your message 
where your prospects are. 


For additional success stories 
(Drakes Bakeries, Life Savers, Theo. 
Hamm Brewing Company and many 
others) call the General Outdoor Adver- 
tising Company office in your city. Or, 
write us in Chicago. We’ll get the facts 
to you faster than you can say GOA! 
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N.Y.U. Offers TV Course 

New York University offers a 
course entitled “Producing the 
Television Commercial” this fall. 
The workshop course is intend- 
ed for directors, producers, an- 
nouncers, technicians and actors 
specializing in tv commercials. 
David Pollard, currently of the 
radio-tv copy department of N. W. 
Ayer & Son and formerly produc- 
tion supervisor of Donahue & Coe, 
is the instructor. 


Wunder-Skin Is 
Acquired by Rill 
from Purepac Corp. 


New York, Sept. 24—Irving R. 
Rill, who was fired as advertising 
vp by C&C Super Corp. and sued 
because of kickback charges, then 
\rehired as advertising consultant 
jto the successor company when 
the disagreement was _§ settled 


(AA, Sept. 9), has acquired Wun- 
der-Skin antiseptic medication 
from the Purepac Corp. 

At the same time, it was an- 
nounced that the recently formed 
Ameril Drug G€o., of which Mr. 
Rill is president, has been named 
national sales and distributing 
company for both Wunder-Skin 
and Alkaid, the antacid mint 
which Mr. Rill bought from Block 
Drug Co. recently. 

Advertising for the above prod- 


WHY GUILD, BASCOM, ano BONFIGLI SPECIALIZE IN FOOD ADVERTISING. 
OR 
EVERYONE GETS HUNGRY 3 TIMES A DAY AT LEAST... 
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Jusr 


BEEN A SPECIALIST IN 
ADVERTISING FOR ‘YEARS 


BECAUSE WALTER GUILD HAS 


FOOD 
AND YEARS... 


AND DAVE BASCOM HAS BEEN 
WRITING TASTY FOOD 
FOR YEARS AND YEARS” 


INVOLVED 
FOR 


a 
AND DAN BONFIGLI HAS BEEN 


IN FOOD PACKAGING 
YEARS AND YEARS .-- 


G.B.»” B. 


ADVERTISING 
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AND JUST BECAUSE THEYVE 
GOT AN AGENCY FULL OF PEOPLE 
THINKING FOOD, FOOD, FOOD... 


AND CREATING- UNUSUAL FOOD 
ADVERTISING- DOESN’T PROVE 


SKIPPY; 
Biiek 


x 
wae) Kee 


DAVID 


FARWEe 
Bacon 


TO 


A THING... 


UNLESS THEIR CLIENTS 
SELL MORE AND MORE Foop. 


CONTINUE 


(Tey Do) 


x 
GuiD, Bascom, 


OF TACOMA, 


FOLKS GET 


AND BONFIGL/ 


HAS JUST BEEN NAMED 70 
HANDLE THE ADVERTISING 
FoR HEIDELBERG BEER 
WASHINGTON ... 
(AND FORTUNATELY Some 
THIRSTY MORE 
THAN THREE TIMES A Day) 


SAN FRANCISCO - HOLLYWOOD-NEW YORK 


FREE—Boxes bearing public service advertising—imprints on ship- 


ping containers—are viewed by Theodore S. Repplier (left), presi- 
dent of the Advertising Council, and Jerome H. Stone, exec vp of 


Stone Container Corp., corrugated 


box maker. Companies may carry 


any of nine public service messages on their regular shipping con- 
tainers at no extra cost under a new service offered by Stone (see 
story on Page 112). 


ucts, as well as all future acquisi- ; 
tions of Ameril Drug, will be han- | 
dled by Douglas Lee Wood Inc.,| 
an advertising agency of which 
Mr. Rill’s wife, Bernice, is presi- 
dent. 

Leonard Wolf & Associates for- 
merly handled the advertising 
for Wunder-Skin. Developed by 
Purepac about five years ago, the 
skin medication is being repack- 
aged to include a 2 oz. $1.25 plas- 
tic squeeze bottle in addition to 
the 69¢ and 98¢ tubes. 


es Wunder-Skin is owned outright 
by Mr. Rill, it is reported. He 
owns 74% of Alkaid Corp., where 
he is chairman of the board. The 
rest of the Alkaid purchasing syn- 
dicate includes Harry Maizlish, 
director of Crowell-Collier and 
former president of KFWB, Los 
Angeles; Morton Sidley, exec vp 
and general manager, KLAC, Los 
Angeles, and Jack Stadler, direc- 
tor of planning, Norden-Ketay 
Corp. 

Alkaid’s annual volume is re- 


ported at around $500,000 retail. 
Plans are under way to introduce 
a larger unit package designed es- 
pecially for drug and supermarket 
outlets. The tablet now sells at 
10¢ per roll, three for 25¢. 

Ameril Drug Co. “plans to add 
other products to its sales distrib- 
uting program, to develop a full 
line of popular-price publicly ap- 
pealing pharmaceuticals,” the an- 
nouncement adds. # 


Frank Heads New Yakima 
Office of Ad Counselors 
Advertising Counselors Inc., 
agency with offices at Seattle and 
Spokane, has opened a branch of- 
fice in the Miller Bldg., Yakima. 


|The office will be headed by Al 


Frank, formerly publicity director 
of Mercy Theatres, Yakima, and 
will be designated Advertising 
Counselors, Al Frank Associate. 

Del Manbeck, for the past 14 
years with Pacific Telephone & 
Telegraph Co., Seattle, has joined 
the Seattle office of Advertising 
Counselors. 
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Thought you might want to drop this item 
on your outboard account's desk, You've been 
pushing for more support in Arizona, 

This ought to put the icing on the old 


cake pronto, Good luck! fF 
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YOU'LL SELL MORE 
IN THIS RICH UNION COUNTY MARKET 
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BC CITY ZONE 
54,009 ~ Up 31,000) | 
—1956 TotaL | 
| Magee én 


* Sr % UNION COUNTY'S 
72% LEADING DAILY 
OF ELIZABETH NEWSPAPER 
ALONE! 


... and soaring Circulation too! 
NOW OVER 53,000 DAILY 


E very color 


D aily use 
J ersey’s First Full Color Paper 


FULL COLOR TEARSHEETS AVAILABLE 
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FULL COLOR 


available in 
every 


Thursday 


issue 


in the first 6 months of 


INCE the Daily News first 

announced the availability 
of full color last December, the 
response of the nation’s adver- 
tisers has been tremendous.: 

In the first half of 1957, the 
News carried 353,425 lines of 
color advertising, of which more 
than 84,000 lines were in full 
color—an unparalleled response 
for a newspaper in its first year 
of full color printing. 


And the response is acceler- 
ating—as indicated by the month 
of June during which 27,280 
lines of full color were run, 
almost double the first six months 
average. The orders now on 
hand for the second six months 
indicate continued rapid accept- 
ance of the excellent reproduc- 
tion in color offered by the new 
high speed Daily News full color 


presses. 
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Alcoa Wrap 
*All 

*American Dairy Association 
*Armour Star Meats 
Beacon Wax 

Booth Fisheries 

Bowman Dairy Products 
Breeze 

Canada Dry 

Carson Pirie Scott & Co. 
Chesterfield Cigarettes 
*Chicken of the Sea Tuna 
Cities Service Gasoline 
Climalene 
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Continental Air Lines 

Dodge Dealers 

Firestone Tires 

Fleecy White 

Ford 

Gaines Dog Menu 

Goldblatt's 

Goldspun Noodles & Macaroni 
Goodyear Tires 

Green Giant Vegetables 


*Hawthorne-Mellody Dairy 
Products 


*Heileman's Old Style Beer 
Heinz, H. J., Co. 

Hills Bros. Coffees 

Hit Parade Cigarettes 


a ee oe 
THE FOLLOWING ADVERTISERS USED COLOR IN THE 
CHICAGO DAILY NEWS” IN ‘THE FIRST SIX MONTHS OF 1 1 


*Hixson's Coffee 

Holsum Bread 

Hudnut’s Sportsman 
Johnson's Wax 

Kaiser Foil 

Kutchin's Kitchens Bread 
L & M Cigarettes 
*Land O' Lakes Butter 
Libby's Products 

Life Magazine 

Little Bo Peep Ammonia 
Lucky Leaf Pie Filling 
*Lux Soap 

Lyton & Sons, Henry C. 
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Marshall Field & Co. 
*Mayer, Oscar, Fine Meats 
Maytag Washer & Dryer 
*Meister Brau Pilsener Beer 

Miami Herald 

New Era Potato Chips 
*Newport Cigarettes 
Oklahoma Gasolines 
Old Gold Cigarettes 
*Pepsi Cola 

*Perfect Plus Hosiery 
Phillips 66 

Pillsbury's Flour 


*Realemon 


DAILY NEW 


1957 ran 353,425 lines of... 


—_ : <a eee 


957 


+ 
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Sears, Roebuck and Co. 
Shell Oil Corp. 
Sinclair Oil Co. 


*Standard Oil Co. of Ind. 


Stevens, Chas. A., & Co. 
Stineway—Ford Hopkins 
Stokely-Van Camp Products 


*Sunshine Biscuits 


Swift's Alisweet Margarine 
United Airlines 


*Vienna Sliced Meats 


Ward's Tip-Top Bread 
Westinghouse Electric Corp. 
Wieboldt's 
Winston Cigarettes 

*Full Color Advertisers 
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Advertising Age, September 30, 1957 


COLORFUL FIGURE! 


412,197 Lines of Color Advertis- 
ing or a total of 243 color ads 
were run in the Journal in 1956... 
compare this with any paper in 
Illinois! 


““COLOREXPERIENCE” costs no more . . . You can 
buy 1 COLOR & BLACK for only $55.00; 2 COLOR 
& BLACK for $85.00 and now, 3 COLOR & BLACK, 
$140.00. 


Kanxaxee Dairy Journar 


National Advertising Representative, WEST-HOLLIDAY CO., INC. 


New York, Sept. 24—A full- 
page ad for “the best car in the 
world” ran in this week’s issue of 
The New Yorker. 

The ad noted that this car’s 
“lively acceleration and smooth 
cruising speed are attained with 
an uncanny silence and with sur- 
prising economy.” 

It also noted that the engine and 
chassis of this car are guaranteed 
“for three years.” 

“The owner-driver,” said the ad, 
“will appreciate the matchless 
handling and road-holding charac- 
teristics which make for safety and 
comfort.” 

The ad also noted the price: 
$12,800 at ports of entry. 

The advertiser speaking in these 
dulcet tones is Rolls-Royce Inc., 
which has set its sights on the 
Cadillac-Imperial market. 
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s The British automobile manu- 


2nd of a series about the Father of Waters... Divider of Markets 


ff 

“CARAMBA! | wonder 
- ¥ 4 
where that river goes?” ‘ 


7 wisteae fs mdb 
ve . “ A cect tay em Waar ois 


Right between St. Paul and Minneapolis, that’s where! 


450 years ago, from the decks of their explor- 
ing galleons, daring Spanish sailors first laid eyes 
on the mouth of the mighty Mississippi . . . and 
no doubt wondered where this river came from. 


Paul and Minneapolis—splitting these two giant 
markets almost down the middle. 


The 516,300 people on the St. Paul side of 
the Father of Waters do more than just live 
here. They spend their money here, too . . . 603 
million dollars worth every year. What's more, 
their buying guide is the one and ONLY news- 
paper to cover every prosperous inch of the St. 
Paul market*—the St. Paul Dispatch-Pioneer Press. 
NO OTHER NEWSPAPER more than scratches 


the circulation surface! 


Today we all know. Originating in northern 
Minnesota, it sweeps south—right in between St. 


TODAY... 


516 ,300! 


t's a market of 


There’s no getting around it. If you want to 
make a big advertising splash on the St. Paul side 


of the Mississippi, you need the Dispatch-Pioneer 
Press! 


516,300 ple and 603 million retail 

dollars ae up to a giant market!* And ap mn COVERAGE 84.7 

that’s just exactly what you have on the Washington Counties) 73.7 

St. Paul side of the mighty Mississippi! 

But you'll miss it almost completely un- 44.9% 

less your advertising message appears in ST. PAUL DISPATCH. 

the ONE AND ONLY newspaper offer- PIONEER PRESS 

ing you SATURATION COVERAGE of 6.5 16.7% 

every inch of this big-income, big- 3.9 6.5% pace Bre 

spending market . the St. Paul MORNING EVENING SUNDAY 

Dispatch-Pioneeer Press! Source: Families, Sales Management Dispatch-Pioneer Press—A.B.C.—3/31/57 
Survey of Buying Power—5/10/37 Other T. C. Dailies—A.B.C—3/31/37 


*Ramsey, Dakota ahd Washington Counties 
Source: May 10, 1957, Sales Management Survey of Buying Power 


f 
p DISPATCH 


REPRESENTATIVES 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO . DETROIT 
SAN FRANCISCO . LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


NEWSPAPER 


Rolls-Royce Aims to Crack U.S. Car Market 
with Silver Cloud, $12,800 ‘Economy’ Model 


The best car 
in the world 


‘THE BEST’—This page ad in the cur- 
rent issue of The New Yorker is 
part of a drive aimed at building 
the importance of the Rolls-Royce 
in the U.S. auto market. 

Ya 

facturer has decided at long last 
that the American market is worth 
some attention. It has expanded 
its distribution outlets here and is 
embarking on its first regular ad- 
vertising program. 

To direct this program, Rolls- 
Royce has brought in Don Lawder, 
a former New Yorker salesman. 
He spent more than 25 years with 
the magazine. 

Rolls-Royce sold a grand total 
of 43 cars here last year, and Mr. 
Lawder points out, “We already 
have sold more cars this year than 
in all of 1956.” 

The model being promoted by 
Rolls-Royce is its new Silver Cloud 
sedan, which is only the sixth 
model made by the company in 
50 years. 

“You can see we don’t change 
models every year,” Mr. Lawder 
revealed. The Silver Cloud sells 
for considerably less than the reg- 
ular Rolls-Royce models. 


® A six-car Rolls-Royce caravan 
threaded its way through the states 
east of the Mississippi this spring, 
with exhibitions being staged in 
11 cities along the way. Last month 
there was a special Neiman-Mar- 
cus showing in Dallas. 

With its eyes on the Texas oil 
millionaires, Rolls-Royce recently 
opened up dealerships in the five 
southwestern states for the first 
time. 


® Behind this new drive is the 
waning of the British Empire. Mr. 
Lawder explained to AA that for- 
merly Rolls-Royce used to enjoy 
good markets in the Middle East 
(“Egypt used to be a terrific mar- 
ket.”) as well as in China, India, 
Australia and Africa. Political and 
economic developments have put a 
crimp in Rolls-Royce sales in these 
areas; so the company is turning 
to America. 

Tentative plans call for one in- 
sertion per month in The New 
Yorker, plus newspaper ads in the 
11 cities visited by the caravan. 
Mr. Lawder is placing this busi- 
ness directly right now, but he said 
selection of an agency is now un- 
der consideration. + 


Waugh Joins ‘Retailer’ 

Samuel G. Waugh, formerly 
eastern sales manager of Pendleton 
Mills, has joined Automotive Re- 
tailer and Yacht Equipment Pur- 
chasing Guide, New York, as ad- 
vertising sales manager. 


CBS-TV Adds Stations 

CBS-TV, New York, is adding 
three Canadian stations as second- 
ary affiliates. Joining the network 
are CHAT-TV, Medicine Hat, 
Alta.; CHBC-TV, Kelowna, B. C.; 
and CKRN-TV, Rouyn, Que. 
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HE HOUSTON 
CHRONICLE 


9g te IN THE NATION 


WITH 1,277,062 Lines 


OF ROP COLOR ADVERTISING 


SOURCE: MEDIA RECORDS 
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M. J. GIBBONS, General Advertising Mgr. 
THE BRANHAM COMPANY — Nadéional Representatives 
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THE QUAD CITIES . . . one 

of the TOP TEN Markets of the 

North Central States ... area 

buying income now rated at 
2 $494,275,000, is easy to sell 
4 h 


throu 
Yi ot Tess ks 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 


Represented by 
Jann & Kelley, inc. 


Advertising Age, September 30, 1957 


Moore, Ruck Form Agency 
A new creative merchandising 


agency, Mocre, Ruck & Co., has| 


set up offices at 333 N. Michigan 
Ave., Chicago. It will specialize in 
planning and preparation of mer- 
chandising programs, collateral 
materials and public relations. Wil- 
liam M. Moore Jr., who formerly 
was with Roy Knipschild & Co., 


sales promotion agency, Chicago, is | 


president and merchandising direc- 

itor of the new company. Charles 
|F. Ruck is exec vp and creative 
|design director. Most recently he 
| headed his own design studio. 


=) | ONSET Is Organized 


Organization for Nationa] Sup- 
port of Educational Television, a 
new organization to further the 
development of educational tv, has 
|been organized in Chicago. It is 
| headed by Edward L. Ryerson, for- 
|}mer board chairman of Inland 
Steel Co., who has been instru- 
mental in the establishment and 
|growth of WTTW, Chicago edu- 
‘cational station. 
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ViINO—Mogen David Wine Corp. 

gets into print advertising with 

ads like this one in Life, Oct. 7, 

and later in McCall’s, Ebony and 
Parade. 


Mogen David Boosts 


Ad Budget 50%, Adds 


Big Print Promotion 


Cuicaco, Sept. 24—Its first ex- 
tensive print campaign, first full- 
|color r.o.p. newspaper campaign, 
| first full-color magazine and Sun- 
| day supplements ads and first ven- 
ture into daytime tv in six years 
| figure in 1957-58 plans for Mogen 
David Wine Corp. 

The winery, which heretofore 

: spent almost all its advertising 
% = : , budget in tv, plus some outdoor, 
plans the print campaign in addi- 
tion, rather than as a substitution, 
and has upped its budget by almost 
50%—from $2,400,000 in 1956-57 
to $3,500,000 in 1957-58. 

The introduction in May of a new 
line of Key wines (the opening of 
a new $3,500,000 winery tripled the 
company’s production capacity) 
and the desire to expand distribu- 
tion of Mogen David led the com- 
pany to schedule the program, the 
largest in its history—and in the 
history of the wine industry, Mo- 
gen David says. 


Largest Circulation 

in the Pacific Northwest 
232,338 Daily 
296,204 Sunday 


IN THE BIG BILLION OREGON MARKET* 


® The magazine campaign begins 
with a page in Life, Oct. 7, which 
is followed by color pages for each 
line of wines in Coronet, Ebony, 
House Beautiful, Life, Living for 
Young Homemakers, Look and Mc- 
Call’s. The newspaper schedule 
calls for r.o.p. color ads in 16 major 
markets, plus ads in magazine sec- 
tions in seven markets. The Amer- 
ican Weekly and Parade also will 
be used. Television plans include a 
new nighttime show, “Dick and the 
Duchess” (CBS), and “Beat the 
Clock” (CBS), a daytime show. 
Outdoor and transportation posters 
are also scheduled. 

The advertising is “pointedly 
light and sophisticated in ap- 
proach,” according to the agency, 
Edward H. Weiss & Co. Filmed 
commercials and print advertising 
use young married couples, French 
and Italian wine connoisseurs, and 
in some cases a mixture of both, to 
create “an aura of smartness and 
prestige,” the agency adds. 

“We have found our wines to be 
gaining in acceptance among the 
younger set,” says B. J. Wiernik, 
Mogen David vp. “Our advertising 
takes advantage of this by showing 
the wines in use for parties in the 
home, and through an approach 
which suggests that it’s smart to 
serve Mogen David and Key 
Wines.” + 


TOTAL DAILY CIRCULATION 
... with circulation LEADERSHIP A | 2 8 pouss, Samy enemanen 


City Zone Lead 10,108 
City & RTZ Lead 19, 253 


-+. with advertising LEADERSHIP 8 P y 6 11 3 LINES (Year 1956) 


Retail Lead 2,607,104 li. 
General Lead 1,568,879 li. 
Classified Lead 4,020,730 li. 


SOURCES: ABC Publishers’ Statements for 6 months 
ending March 31, 1957; Medio Records total 
advertising, less lego!, AW, TW and Comics, 1956; 
Annual Report, Portland, 1956 


*Oregon and 7 Counties of Southwest Washington. 


Kavner Joins Colgate 

George Kavner has joined Col- 
gate-~Palmolive Co., New York, as 
manager of product publicity, re- 
porting to Spencer C. Valmy, di- 
rector of public relations. Mr. 
Kavner was formerly with the 
publicity departments of Grey Ad- 
vertising Agency and Benton & 
Bowles. 
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THe Oregonian; 2" 
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PORTLAND, OREGON SIGMA DELTA CHI 
AWARD 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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The Bulletin gives you 
R.0.P. spot and full COLOR 


in Philadelphia— 
seven days a week! 


Advertisers add sales when they add color to their messages in the 
thriving 14-county Greater Philadelphia these days. And The Evening 
and Sunday Bulletin—Philadelphia’s home newspaper—provides 


R.O.P. spot and full COLOR—seven days a week! 


Home is where buying begins. The Bulletin goes home . . . delivers 
more copies to more people every seven days in Greater Philadelphia 
than any other newspaper. Philadelphians like The Bulletin. They 


buy it, read it, trust it and respond to the advertising in it. 


Advertising Offices: Philadelphia « New York « Chicago. Representatives: Sawyer 
Ferguson Walker Co., Detroit . Atlanta . Los Angeles « San Francisco . Seattle. or 
Florida Resorts: The Leonard Company, Miami Beach. 


In Philadelphia nearly everybody reads The Bulletin 
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Did you enjoy the 
ROP Color Conference 
last week ? 


Advertising Age, September 30, 1957 


Madison Ave. Now 
Stereotype in U.S. 
Fiction, Says Kelly 


New York, Sept. 24—When, oh 
when, is someone going to write 
the great American novel about 


ee 


Sorry if we did not get to meet you personally. advertising? 


James Kelly, a vp of Ellington & 


We would have liked to tell you of our wonderful reputation for Co., who also happens to be a lit- 


erary critic, raises this plaintive 


making process reproductions for newspaper color advertisements. [query in the Sept. 21 Saturday 


Review. 


They aren’t cheap, mind you, but we believe they will In an article entitled, “Has 


Anybody Here Seen Madison 


fit your budget nicely. Ave.?” Mr. Kelly berates authors 
who have used the advertising 
world as a backdrop. He charac- 
HUTCHINGS &2 MELVILLE, Inc. terizes their books as formula 


CUSTOM PHOTOENGRAVING 


4043 N. Ravenswood Avenue Chicago 13, Ill. 


writing, designed to earn a quick 
buck. 


s “With the entire population of 
the U. S. either pitching or catch- 


Negatives made on the Klimsch Camera—Best on earth ing in this Mad League,” Mr. Kel- 


they Buy More because they Have More! 


@ Our artist is barely stretching the point. Drug store 
sales here actually are a staggering 79% above the na- 
tional average!* In turn, pharmacists (and pharmacists’ 
mates) are buying more of everything, along with just 
about everybody else. It figures. Average income per family 
has now reached a fat $6,882**. . . folks are in a buying 
mood . . . and the Federal Reserve Bank of Chicago, in its 
latest annual report, calls Indianapolis “Big Town Boom 
Town!” Isn’t it time you got in on the fun? Here are some 
more facts about our market, to help you decide: 


> It’s Bic . . . it’s growing! In 1956, Indiana was second 
in industrial growth in the U. S. 


> It’s Sreapy . . . a balance between industry and agricul- 
ture that assures a stable market. 


P You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties, in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data. 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*1954 Census of Business and Retail Trade 
**Saies Management Survey of Buying Power, May 10, 1957 


ly observes, “it is no wonder that 
writers can sell their stories about 
it. Rated by sheer tonnage of fic- 
tion and non-fiction alone, Mad 
Ave. today looms almost as big as 
the Civil War. The wonderment 
comes when one assays the output 
to find that the byplay of bed- 
room, bar, and mercenary ‘big 
deal’ seems (regrettably) to have 
dragged a ripe red herring across 
the trail of meaningful art ma- 
terials.” 

Mr. Kelly, who frequently re- 
views modern fiction for the Sat- 
urday Review and the New York 
Times, charges that the advertis- 
ing novels are all cast in the same 
mold, featuring: 


e “... The account executive who 
is hired, fired, and vindicated by 
the narrowest of squeaks .. .” 


e “... The vice-president who 
jockeys for position when it looks 
as if the days of Old J. B. are 
numbered ...” 


e The adman’s mistresses, who 
“are brightly coiffured career 
women working in the same ad- 
vertising agencies and who share 
a deep appreciation for martini- 
on-the-rocks.” 


e The tortured adman, “ridden 
with anxiety and insecurity,” who 
“either dies very young (if he is a 
bad one),” or who “repents in the 
end (if he is a good one) and gets 
into some cleaner line of work.” 


These novels, Mr. Kelly says, 
“function chiefly as a theatrical 
stage from which the writer can 
shake his finger and shout the 
tabloidal headlines eagerly await- 
ed by hundreds of thousands of 
expectant readers, who know in 
advance what he is about to tell 
them.” 

The “hapless Madman” por- 
trayed in these books, Mr. Kelly 
says, “is caricature rather than 
character.” 


s “We must face the fact,” he 
adds, “that Mad Ave. has not yet 
attained the literary status of Yok- 
napatawpha County, Brooklyn, 
the woods of Maine, or the slums 
of Chicago. Lured by visions of 
jackpot checks from book clubs, 
reprint houses, film companies, 
and television packagers, the dol- 
lar-bent novelist (who knows a 
good thing when he sees one) 
takes us for one more spin around 
the track. Mad Ave., like the Old 
West, therefore has become a rosy 
stereotype in American fiction.” 

Mr. Kelly concedes that “the 
Madison Ave. axis has upon occa- 
sion more than justified its bad 
press (for documentary evidence 
read the heady mixture of rumor 
and reporting appearing in the 
Madmen’s own weekly trade pa- 
per, ADVERTISING AGE).” 

But he adds: “One still looks for 
competent novels to supplant fic- 
tional nonsense.” 

“One of these days,” Mr. Kelly 
concludes hopefully, “a writer of 
stature and sympathy will come 
along who can penetrate beyond 
Mad Ave.’s parts to get at their 
total sum. If he can think up a 
good drugstore title, like ‘The 
Doomed and the Damned,’ he 
may even sell some books.” # 


‘Journal’ Adds Color 

The Long Island Star Journal 
has announced it now has facilities 
to handle multiple color ads. The 
Long Island Daily Press, another 
Newhouse newspaper, which ran 
its first multiple color ad about a 
year ago, “was the first daily in 
the city of New York to publish 
an ad in r.o.p. multiple color.” 


Henderson Joins SSC&B 

Frank L. Henderson, formerly 
vp and account supervisor with 
Young & Rubicam, has joined 
Sullivan, Stauffer, Colwell & 
Bayles, New York, as vp, account 
supervisor and member of the 


plans group. 
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IN KENTUCKY 
AGAZINE 32225": 
during his triumphal visit to the state 
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Florence Stove Sale Sought 


|kee, and Sears, Roebuck & Co. 
Florence Stove Co. is seeking to | Sears, a large stockholder in Flor- 
sell its Lewisburg, Tenn., plant|ence Stove, will continue to pur- 
and its Quaker Mfg. Co. division|chase its Kenmore ranges from 
to a new company, Heil-Quaker|the company. They are made in 
Corp., owned by Heil Co., Milwau- | Florence’s Kankakee, Ill., plant. 


‘TV Guide’ Names Lichtenberg 

David Lichtenberg, formerly 
manager of the eastern sales divi- 
sion, has been named assistant cir- 
culation manager of TV Guide, 
Philadelphia. 


Advertising Age, September 30, 1957 


Burke-Stuart Names Buck 

Lawrence Buck, formerly on the 
Chicago staff of NBC Spot Sales, 
has been named western manager 
of Burke-Stuart Co., radio-tv sta- 
tion representative. 


IN SAN DIEGO, TOO! 


The San Diego Union and Evening Tribune R.O.P. COLOR is 


EXPERIENCED ... color linage that ranks these 
two leading newspapers along with the nation’s leaders — 
backed by over 30 years of running full color — effec- 
tively — in volume. 


COMPLETE ..... Goss Headliner Presses that are 
completely color equipped — plus the latest in stereo- 
typing and color matching equipment. 


SUCCESSFUL .... use of color has proven tre- 
mendously successful for our advertisers. Sales have 
gone up — selling costs down — with the competitive 


NK 


(= 
“The Ring & of Truth” 


COPLEY 


“15 Hometown” Newspapers covering San Diego, California 
— Northern Illinois — Springfield, Illinois — and 

Greater Los Angeles . . . Served by the COPLEY Washington 
Bureau and the COPLEY News Service. 

REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


advantage of R.O.P. COLOR. We have the case histories. 
A letter or postcard to our National Advertising Depart- 
ment will result in an immediate response. 


THE STORY OF R.0.P. COLOR ON FILM 


We have prepared a 29-minute sound motion picture on 


the history, development and 


production technique of 


R.O.P. COLOR. The West-Holliday people would be 
delighted to present it for you — or make it available for 
personal use. Contact them direct or let us know. The 


showing is free, of course! 


Push by Blue Cross, 
Blue Shield Seeks 
Individual Members 


Cuicaco, Sept. 24—The Blue 
Cross hospital care plan and Blue 
Shield medical care plan, serving 
most of the Illinois area, are run- 
ning one of the biggest state-wide 
ad campaigns in their history to 
back up a 20-day individual mem- 
bership drive. 

Page ads, some in color, and 
three-quarter page ads have been 
appearing in the Chicago Tribune, 
Daily News, Sun-Times and Amer- 
ican and in about 100 dailies and 
weeklies throughout Illinois in 
towns having Blue Cross and Blue 
Shield affiliate hospitals. Ads in 
Chicago and the bigger cities have 
featured coupons. 

Tv spots have been used heavily 
on all four Chicago tv stations and 
on stations in five downstate 
cities. Radio spots have also been 
used on four Chicago stations and 
four more downstate. 

The campaign, which got under 
way Sept. 10, is also using 130 24- 
sheet outdoor posters, most of 
them in Chicago with a few in 
Springfield, Peoria and other 
downstate markets. 


= Blue Cross and Blue Shield de- 
clined to indicate how much they 
are spending on this campaign. 
Bozell & Jacobs, Chicago, handles 
the advertising for the two plans 
here. 

Though considerably heavier in 
intensity, the current membership 
drive campaign is on the same 
order as one carried out by the 
plans here about a year ago and 
like membership drives carried on 
by other plans in recent years (AA, 
Nov. 1, '54). 

Special offering of the drive is 
membership in the plans on an 
individual basis. Normally the in- 
dividual membership is available 
only to persons who once belonged 
to a company plan and then left 
it. # 


Aetna Steel Names Adler; 
Appoints Boissy 

Aetna Steel Products Corp., New 
York, has appointed William Hart 
Adler Inc., Chicago, to handle ad- 
vertising for all its divisions. The 
company also has named Gilbert 
E. Boissy director of marketing 
and public relations for its Arnot- 
Jamestown division, a new post. 
Mr. Boissy formerly was ad and 
sales promotion manager of Royal 
Metal Mfg. Co., Chicago. 


Coldene Radio Push Set 


Pharma-Craft Co., Batavia, IIL, 
has lined up seven daytime ra- 
dio shows for its fall advertising 
campaign for Coldene cold medi- 
cines. The shows are “News of the 
World” on NBC; “Art Linkletter’s 
House Party,” “Helen Trent,” 
“Young Doctor Malone,” “Ma Per- 
kins” and “Nora Drake” on CBS; 
and news preceding and following 
Notre Dame football games on 
Mutual. Negotiations are being 
made for more programs, the com- 
pany said. J. Walter Thompson 
Co. is the agency. 


Compton Names Two 

Compton Advertising, Chicago, 
has appointed Henry Berchert 
head art director. He succeeds Del- 
bert Dally, who has moved to Fort 
Worth to form his own art studio. 
Mr. Berchert formerly was with 
Duggan-Phelps and C. Wendel 
Muench & Co. Compton also has 
named Vincent Zenone, formerly 
with Kling Studios, an art direc- 
tor. 


Ellington Adds Chicago Office 

Ellington & Co. has opened a 
new office at 20 N. Wacker Dr., 
Chicago. John K. Jordan, formerly 


with the agency’s New York office, 
jis manager. 
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Effective September 15, 1957 


New, Lower R.0.P Color Premiums 


THE KANSAS CITY STAR 


DAILY aad * ae 


Morn. Black & 1 Color................. $ 700.00 $ 375.00 
Eve. Black & 1 Color.................. 700.00 375.00 
Morn. & Eve. Black & 1 Color.......... 1,000.00 650.00 


Morn. Black & 2 or 3 Colors............ 900.00 675.00 
Eve. Black & 2or3Colors.............. 900.00 675.00 
Morn. & Eve. Black & 2 or 3 Colors..... 1,500.00 1,150.00 


SUNDAY 


Black & 1 Color...... , +: ce eens “i 700.00 375.00 
Black & 2or3Colors.................. 900.00 675.00 


Above premiums apply to fractional units as well as full pages. 
Minimum size advertisement Daily and Sunday 1,000 lines. 
$50.00 extra charge for special match ink. 


Especial attention is directed to the fact The Kansas City Star is 
now offering R. O. P. color in units of 1,000 lines, 1,500 lines to a 
page, in addition to non-standard sizes. Whereas the former minimum 


size color ad was a page, it is now 1,000 lines. 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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Add these two new Sunday editions to 
FAMILY WEEKLY’s group of distributing newspapers: 


Starting October 6th 


NIAGARA FALLS GAZETTE 


serving one of New York's fastest-growing industrial centers —a quarter- 
billion-dollar market of 65,000 families, and the site of a new half-billion- 
dollar State Power Authority development. October 6th marks the inaug- 
uration of a Sunday edition of the Gazette whose daily circulation is 
35,304. 


Starting October 6th 


FAMILY WEEKLY MAGAZINE, Inc. 


THE KoKoMo TRIBUNE sited rn Pan 


THE KOKOMO DISPATCH Chicago 1, Illinois 


The Kokomo market has a population of over 61,000, and retail sales of 


Hi “+i : NEW YORK 17: 17 Eost 45th Street 
over $70 billion. The Sunday edition will be launched on October 6th as atin chien Gesatia ane 
a valuable addition to a strong weekday newspaper which has a daily CLEVELAND 1: 1066 Hanna Building 
. » . . . ‘ LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 
circulation of 21,777 —an important influence in central Indiana. SAN FRANCISCO 4: Blonchard-Nichols, Assoc., 33 Post Street 


MIAMI 32: J. Bernard Cashion, Chamber of Commerce Bidg. 


FAMILY WEEKLY is proud that it was selected to be a part of these 


new Sunday newspapers beginning with their first editions. 


ONE DOLLAR out of every $7.18 
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reached in such depth with 
i advertising medium 


When you tell your product story in FA EEKLY, 
you blanket a 26.8 billion- r market with a 
single medium, Novother national medium, print 

OF broadcast, offers advertisers comparable coverage- 
in-depth of so vast a sales potential. 


FAMILY WEEKLY’S ‘“‘Supercity of Sales’’: 


Population: 24,196,900 
Food store sales: $6,101,375,000 
Drug store sales: $ 840,774,000 
Coverage: Averages over 60% in 525 counties* *In counties where FAMILY WEEKLY 
on P ial has 20% or better family coverage, 
—and NINE out of ten families in 165 cities. the average is over 60%. 


spent at retail in the U.S. is spent in the markets saturated by FAMILY WEEKLY. 


Here are the 165 newspapers that 
distribute FAMILY WEEKLY in the 
giant, Supercity market served by 
America’s fastest-growing Sunday 
magazine. 


ALABAMA: Anniston Star « Dothan Eagle e Florence- 
Sheffield-Tuscumbia-Muscle Shoals Times & Tri-Cities Daily 
e Gadsden Times ¢ Huntsville Times ¢ Tuscaloosa-Northport 
News. ARIZONA: Yuma Sun. ARKANSAS: El Dorado 
News e Hot Springs Sentinel Record ¢ Pine Bluff Commercial. 
CALIFORNIA: Bakersfield Californian e Eureka Humboldt 
Standard Times e Monterey Peninsula Herald « Sacra- 
mento Union ¢ Santa Ana Register e Santa Barbara News 
Press ¢ Santa Rosa Press-Democrat eVallejo Times-Herald. 
COLORADO: Colorado Springs Gazette-Telegraph ¢ 
Grand Junction Sentinel ¢ Pueblo Star-Journal & Chieftain. 
CONNECTICUT: New Haven Register. FLORIDA: 

Daytona Beach News Journal « Fort Lauderdale Sunday 
News & Sentinel e Fort Myers News-Press ‘ Gainesville 
Sun & Alachua County News e Jacksonville Journal « 
Orlando Sentinel « P City News Herald e 

Pensacola News-Journal ¢ Sarasota Herald-Tribune e 
Tallahassee Democrat « Tampa Times e West Palm Beach 
Palm Beach Post-Times. GEORGIA: Albany Herald « 

Rome News Tribune. IDAHO: Boise Statesman e idaho 
Falls Post-Register e Lewiston Tribune e Pocatello Idaho 
State Journal. ILLINOIS: Bloomington-Normal Pantagraph e 


» Champaign-Urbana News-Gazette ¢ Danville Commercial 


Blews ¢ Kankakee Sunday Journal « La Salle-Peru- 
Mglesby News-Tribune ¢ Quincy Herald-Whig e 
Springfield Sunday Journal Register. INDIANA: 
Baderson Herald e Huntington Herald Press e Kokomo 
THiBane © Logansport Press ¢ Marion Chronicle Tribune 
Muncie Star « New Albany Ledger & Tribune « 
Vincennes Sun-Commercial. IOWA: Council 

Bluffs Nonpareil « Davenport Democrat & Times « 
Dubuave Telegraph-Herald Sioux City Sunday Journal 
® Waterloo Courier. KENTUCKY: Ashland Independent 
* g Green Park City News e Owensboro Messenger 
S.anaurer ¢ Paducah Sun-Democrat. LOUISIANA: 
Bogansa Sunday News « Lafayette Sunday Advertiser 
Soke Gharies American Press. MARYLAND: Cumberland 
Sunaay Times. MASSACHUSETTS: Lowell Sun. 

Mi AN: Grand Rapids Herald. MINNESOTA: Albert 
Begaibune. MISSISSIPPI: Biloxi-Gulfport Herald 
@reenville Delta Democrat-Times Meridian Star 
Tupeo Journal « Vicksburg Post Herald. MISSOURI: 
Zeterson City Capital News Post-Tribune ¢ Springfield 

s & Ledger. NEVADA: Las Vegas Review-Journal « 
Bho State Journal. NEW HAMPSHIRE: Manchester 
Dnday News. NEW JERSEY: Asbury Park Press « New 


Heerunswick Sunday Times ¢ Trenton Times-Advertiser. 
y NEW MEXICO: Hobbs News & Sun « Roswell Record e 


Santa Fe New Mexican. NEW YORK: Elmira Sunday 
Telegram e Niagera Falls Gazette « Poughkeepsie 

New Yorker e Utica Observer-Dispatch. 

NORTH CAROLINA: Concord Tribune e Fayetteville 
Observer e High Point Enterprise ¢ Salisbury Post. 

OHIO: Athens Messenger e Canton Repository « 
Coshocton Tribune e Ironton Tribune e Lima News e Lorain 
Journal « Mansfield News Journal e Middletown Sunday 
News Journal « Zanesville Times Signal. OKLAHOMA: 
Altus Times-Democrat « Ardmore Ardmoreite « 

Duncan Banner e Enid News @ Lawton 

Constitution-Press ¢ Muskogee Phoenix & Times- 
Democrat. OREGON: Eugene Register-Guard « Klamath 
Falls Herald & News e Medford Mail Tribune e Salem 
Oregon Statesman. PENNSYLVANIA: Altoona Mirror « 
Lancaster Sunday News e Wilkes-Barre Sunday Independent. 
SOUTH CAROLINA: Anderson Independent e 

Florence News e Spartanburg Herald Journal. 

SOUTH DAKOTA: Huron Huronite & Plainsman 

e Rapid City Journal. TENNESSEE: Jackson Sun « 
Kingsport Times News. TEXAS: Abilene Reporter News ® 
Austin American Statesman ¢ Big Spring Herald « 
Brownsville Herald « Denison Herald ¢ Denton Record- 
Chronicle ¢ Galveston News ¢ Greenville Herald « 
Harlingen Star « Kilgore News Herald e Laredo Times 

e Lufkin News « Marshall News-Messenger ¢ McAllen 
Monitor ¢ Midland Reporter-Telegram e Paris News 

e Port Arthur News « San Angelo Standard Times « 
Snyder News « Texarkana Gazette « Tyler 
Courier-Times-Telegraph @ Victoria Advocate e 

Waco Tribune-Herald « Wichita Falls Times. 

UTAH: Logan Herald-Journal e Ogden Standard-Examiner 
e Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register ¢ Lynchburg News e Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald « Walla Walla Union Bulletin e Wenatchee 
World e WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph ¢ Fairmont Times West Virginian e 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Casper Tribune Herald & Star « Cheyenne 
Wyoming State Tribune. 
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Along the Media Path 


cuts of engravings, a blue pencil, a 
razor blade and a “Danger—Edi- 


Metalworking sent do-it-yourself 
editorial kits to 2,500 advertisers 
and agencies to inform them the| tor at Work” sign. There is also a 
magazine won Industrial Market-| booklet with articles on “How to 
ing’s top award this year. The kit| Edit.” “So you want to be an 
consists of galleys of a forthcom-|award winning editor?” the kit 
ing article in the October issue,| asks. “Here’s all you need to be- 


come an award winning editor.” 


e WERE, Cleveland, broadcast the 
Hungarian report proceedings of 
the United Nations in its entirety 
over its fm facilities. The sessions 
were made available to the sta- 
tion’s baseball network throughout 
Ohio, West Virginia, Pennsylvania 
and New York as well as to schools 
and colleges. 


e Basic column widths of the Los 
Angeles Times and Mirror News 


are 11 picas with a three-point 
column rule between columns, be- 
ginning with issues of Monday, 
Sept. 23. 


e Everywoman’s Magazine will 
hold a mammoth nationwide chain 
promotion during January and 
February called “Everywoman’s 
Winter Carnival—a basket full of 
values,” featuring all grocery store 
products. Winter Carnival promo- 
tion kits containing four-color 
window streamers, over-wire ban- 
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Why The Dallas News 
clamors for COLOR: 


The News KNOWS color. One of the 

earlier entrants into newspaper color printing, 
The Dallas News has ranked high in color lineage 
for many years, with an average of more than a mil- 
lion lines a year over the last five. Through this large 
experience News personnel have developed an efficient, 
high fidelity color printing technique. 


A MODERN, air-conditioned plant with new presses 
and up-to-date equipment assures accurate registration, 
color fidelity and flexibility — and availability on short 
notice, seven days a week, for one, two or three colors! 


SUCCESS... 


The News’ QUALITY MARKET deserves 

™ color. Color can achieve its full potential 
only in markets whose ability to buy warrants color’s 
additional cost. Three-fifths of The News’ subscribers 
in the A.B.C. city and retail. trading zones have $5,000 
or more family income, one-fifth have $8,000 upwards! 


The News WANTS color... because of the 
@ high proficiency with which The News can 
reproduce color advertising, it is a profitable venture 
for The News despite a low color milline rate...and 
because the impact of color—added to The News’ 
32,454 larger circulation, greater influence and selec- 
tive, quality coverage of the entire Dallas Market — 
assures the unmatchable performance of your advertis- 
ing in the Dallas Market! 


YOU'LL BE rightly proud of your color adver- 
tisements in The News. As proud as The News of its 
ability to print color! 


THE 


DALLAS NORNING 


NEWS 


Member, Metro Sunday Comics Network 


Dallas News readers HAVE MORE...SPEND MORE 
...and there are MORE OF THEM 


CRESMER & WOODWARD, INC. ® National Representative 
New York *® Chicago * Detroit * Atlanta * Los Angeles * San Francisco 


ners, display cards and shelf talk- 
ers are available to advertisers. 


e The fifth annual Prairie Farm- 
er-WLS Farm Progress Show was 
held Sept. 25-26 at the Frank 
Simpson farm, Farmer City, II. 
Highlights of the show were dem- 
onstrations and exhibits of farm 
machinery, fertilizers, hybrid corn 
and new developments in farm 
chemicals. 


e The fame of McCall’s “Togeth- 
erness” campaign is reflected in an 
ad the Boston Store ran Sept. 4 in 
the News, Newport, R. I. “New- 
port welcomes the President and 
the First Lady in the spirit of To- 
getherness,” the ad said. A note at 
the bottom explained that “To- 
getherness” is “the word made fa- 
mous by McCall’s to define the 
new-found unity in American fam- 
ily life today.” 


e The first issue of TV Guide’s 
school edition listing courses for 
students in the Washington County, 
Md., school district closed circuit 
educational tv system, has been 
published. The first issue was pre- 
pared for some 12,000 students. 


e WFIL-TV, Philadelphia, cele- 
brated its 10th anniversary with a 
proclamation from Mayor Rich- 
ardson Dilworth, a gala “birthday 
party” on all of the station’s pro- 
grams, plus special tributes from 
the “man-in-the-street.” A high- 
light was a 10-year news roundup. 


e Radio Station WCCO, Minneap- 
olis-St. Paul, distributed 35,000 of 
its “Good Neighbors” calendars at 
the Minnesota State Fair. The cal- 
endars are illustrated with a group 
photo of 36 of the station’s top per- 
sonalities and also include im- 
portant dates in the station’s his- 
tory, program information and 
birthdays of the station’s air per- 
sonnel. 


e Chilton Co., Philadelphia, has 
prepared a brochure containing a 
series of institutional ads docu- 
menting the power and influence 
of business publications. 


e Department of New Laurels: 

Cosmopolitan’s advertising lin- 
age for the first 10 months of 1957 
is up 16% over the January-Octo- 
ber period 1956. 

Sports Afield’s average paid cir- 
culation for the first six months 
of 1957 is 945,245, an alltime high 
for any six-month period in the 
magazine’s history. 

Good Housekeeping’s gross bill- 
ing for the first 10 months of 1957 
is $17,351,000. This is $1,350,000 
over gross billings for the same 
period 1956. 

Time’s Sept. 16 Latin American 
edition was the largest in the 
magazine’s 17 years of publishing. 
It contained 100 pages, including 
50 advertising pages. The issue 
featured a special series of adver- 
tisements sponsored by a group of 
Texas companies to promote the 
port facilities and diversified in- 
dustries of Houston in connection 
with the Houston International 
Trade Fair. These ads occupied 
15 pages and three covers. 

The October issue of Outdoor 
Life carries the largest advertis- 
ing volume of any October issue in 
the magazine’s 60-year history. 

The October issue of Parents’ 
Magazine is the first $1,000,000 ad- 
vertising revenue issue in the his- 
tory of the magazine. Circulation 
for the issue likewise sets an all- 
time high for any single issue, with 
1,775,000. 

With more than three and one- 
half months left in 1957, the Hous- 
ton Chronicle on Sept. 13 hit the 
1,000,000th classified ad for the 
year. 

Esquire’s September issue hit an 
835,000 circulation, highest for any 
September issue. 
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GENERAL 
MOTORS 


Charles 
Kettering 


LOOKS 


LOUISVILLE 


CHARLES F, KETTERING | és A Midwestern Industrial Market 


in the Ohio River Valley— 


“| have had occasion to visit Louisville several times within the past few years 


The Ruhr of America 


and each time | have been impressed with the area’s growth and industrial 


development. | have also observed with interest Louisville’s fine new hospitals , ° ° 
“ 4 where one Daily Newspaper Combination 


and schools—expressways and residential sections—all of which are unmistak- 


able omens of continued progress and prosperity.” reaches 99% of the People. 


S ELL LEovuisvttt &@ F OR ALL Te Sage worRrRtH! 


- THE LOUISVILLE TIMES _ 


400,428 DAILY COMBINATION © 311,094 SUNDAY REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago 
= Philadelphia + Detroit - Los Angeles 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 


Advertising Age, September 30, 1957 


Puerto Rico Adds Harrison 
Agency for Special Drive 

Puerto Rico’s Economic Develop- 
ment Administration has appoint- 
ed Lester Harrison Inc., New York, 
to handle a supplementary adver- 
tising campaign directed at the ap- 
parel industry. Purpose of the 
drive is “to induce U.S. companies 
to contract with Puerto Rican 
plants.” Ads will stress that the 
“made in Puerto Rico” label is 
“an assurance of quality.” 


Direct mail will be used in com- | } 
bination with schedules in Apparel | | 
Manufacturer, Daily News Record, | § 
New York Times Magazine and\/ 


Women’s Wear Daily. Ogilvy, Ben- 
son & Mather continues as the 
EDA’s regular agency. 


Smith Joins ‘Family Circle’ 

Robert J. Smith, formerly a sales 
executive with Mutual Broadcast- 
ing System and DuMont Television 
Network, has joined Family Circle, 
New York, as assistant to the exec 
vp. He will be responsible for liai- 
son with agency and advertiser 
personnel. 


the couumaus oisarcu is FIRST IN OHIO 


in General ROP Color Advertising Linage* 


ROP COLOR ADVERTISING has made The Columbus 
Dispatch more productive than ever before to its na- 
tional and local advertisers. That’s why, for the first 
six months of 1957, The Dispatch published more 
general ROP Color Advertising* than any other paper 


Columbus 
Hisputch 


market. 


Only The Dispatch offers its advertisers one paper 
coverage of 4 out of 5 Columbus homes daily, 9 out of 
10 on Sunday, in the Midwest’s number one test 


Get your share of this rapidly growing billion dollar 


Read in 4 out of 5 Columbus homes 
daily ... 9 out of 10 Sunday. 


NATIONAL REPRESENTATIVES: 


O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, 
Los Angeles, San Francisco. 


Never Forget It... 


market by including color in your next schedule in The 
Columbus Dispatch. Write for information, today. 


*Includes automotive linage as measured by Media Records. 
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quick—Junket Brand Foods will 4 
promote its chocolate, penuche and 
coconut fudge mixes starting in 
October in American Girl, Family 
Weekly, Good Housekeeping, Mc- 
Call’s, Ladies’ Home Journal, sup- 
plements and newspapers. Sulli- 
van, Stauffer, Colwell & Bayles is 
the agency. 


Wrather Acquires 
Muzak Corp. in 
$4,350,000 Deal 


New York, Sept. 24—Muzak 
Corp., supplier of “scientifically 
planned” background music, has 
been sold for $4,350,000 to Jack 
Wrather, Texas and California in- 
dustrialist, by William B. Benton, 
former U.S. senator from Connec- 
ticut, and H. E. Houghton, Muzak 
president. 

Also included in the sale—sub- 
ject to FCC approval—is station 
WBFM, the fm station carrying 
Muzak in New York. Associated in 
the purchase with Mr. Wrather is 
John L. Loeb, senior partner of 
Carl M. Loeb, Rhoads & Co., New 
York investment banker. 

Muzak now has 142 franchise op- 

erations in the U.S., Canada and 
Europe and maintains a music li- 
brary of more than 10,000 recorded 
selections. 
" Among Mr. Wrather’s other 
holdings are “The Lone Ranger,” 
“Lassie,” and “Sergeant Preston of 
the Yukon” programs. He is pres- 
ident of KFMB-Radio and KFMB- 
TV, San Diego; KERO-TV, Bakers- 
field; and the Disneyland Hotel, 
Anaheim. 


= Mr. Benton, who last month an- 
nounced his willingness to run 
again for the U.S. Senate, said his 
principal reason in selling Muzak 
was to “gain more time for politics 
and public service.” He will retain 
his ownership and continue as 
board chairman of Encyclopaedia 
Britannica Inc. and Encyclopaedia 
Britannica Films. # 


Two ‘Life’ Editions Plan 
Special Double Issues 

Life en Espanol and Life Inter- 
national will again publish “spe- 
cial double issues” early in 1958, 
based on the year-end “special is- 
sue” of the domestic edition. Life 
en Espanol’s issue will be dated 
Jan. 27, and Life International’s, 
Feb. 3. One regular issue of each 
edition will be eliminated, but 25- 
time advertisers will earn the 26- 
time discount. 

Life’s special issues will be based 


this year on an “American 
Abroad” theme. 
Babbitt Launches New Bab-O 


B. T. Babbitt Inc., New York, is 
currently introducing 7 Second 


Bab-O, called “the first automatic 
cleanser.” Introduction is by major 
market areas, using newspapers 
and radio spots. Future plans call 
for national media and television. 
Donahue & Coe, New York, is the 
agency. 
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The Port...$2 billion a year in foreign trade makes 
New Orleans 2nd port in all U.S.; what the port 


does to the economy is so big it can only be 


compared to what you can do, using us! 


FIRST sovenrisve meowm 


IN NATION'S 2ND PORT IN 
NATION'S 2ND OIL AND GAS STATE 
AND SOON FIRST U. S. NICKEL AND REPRESENTED BY JANN & KELLEY, INC. 

COBALT PRODUCER CIRCULATION DAILY 296,399 SUNDAY 288,453 


Avg. 1st qtr. 1957 as filed with the Audit Bureau of Circulations, subject to audit. 
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‘O Cruzeiro,’ Brazil Magazine, 
Adds International Edition |page rate has been set at $1,100. 

O Cruzeiro, Brazil’s leading 0 Cruzeiro is also setting up its 
magazine, has gone international. |OW™ New York office, headed by 
A Spanish-language edition of | Herculano de Siqueira, who was 
the Portuguese weekly is now formerly with J. Walter Thompson 
oii distributed "hs kl | Co. in Rio de Janeiro. O Cruzeiro’s 
> > an reg SE: tegen international edition will be pro- 
4 -| 


. . ‘ '~ |moted to U. S. advertisers as a 
rently delivering a circulation in| pook that gives “umbrella cover- 
excess of 250,000. 


age throughout Spanish-speaking 

Robert T. Kenyon Co., New |Latin America.” A schedule will 
York, has been appointed ex-/run in advertising and business 
clusive advertising representative |trade publications. McCann-Er- 


3 ear erm 


No. 1 City in IMlimois (outside Chicago) 


A lot of convincing facts and figures are pointing to Remarkable Rockford, 
Illinois, as a city you can count on as a top market for your product or service. 
Rockford is second in the world in machine tool production . . . 11th in the 
nation in total postal savings . . . 31st in the nation in spendable income 


per household . . . department store sales in 1956 show the greatest gain 


of O Cruzeiro. The one-time b&w|ickson, which handles O Cruz- 


|eiro in Brazil, is the agency. 
| Sales-Aide Changes Name 
Sales-Aide Service, Chicago 
| agency, has changed its name to 
|Gardner & Stein. The agency had 
j been owned and operated by How- 
ard A. Gardner for 12 years prior 
|to January this year, when Bob 
|Stein joined Mr. Gardner as a 
|partner. Mr. Stein previously was 
vp in charge of sales of Shinder- 
|man Management Corp. 


Advertising Age, September 30, 1957 


‘Nudism’ Voluntarily Ended in Display 


Windows of Buffalo's Now-Chaste Stores 


Burrato, Sept. 24—The hassle,last year, when it charged that 
over appearance of nude mani-| manikins were being left, sans ap- 
kins in display windows of Buf-|parel, in windows of certain Buf- 


falo. department and specialty | falo stores (AA, Oct. 22, ’56 et 

stores has, it appears, been quiet- | seq.). 

ly settled. The mothers group demanded 
An _ association of mothers |that the city fathers do something 


representing d’Youville College | about it. They complained that is- 
|tossed a hot potato into local dis- | sues of modesty and morality were 
play and advertising circles here | involved. 


REMARKABLE ROCKFORD 


of any city in Illinois. 


The Rockford Morning Star and Register-Republic not only give you 


complete circulation of this rich urban market, but also excellent coverage in 


s — 
° 


REMARKABLE 


ROCKFORD 


(ce APRNs 


IN ILLINOIS 
\ 


pee § 
Pe 


REPRESENTED NATIONALLY BY 


13 counties of Northern Illinois and Southern Wisconsin. 


Superior color press facilities are available. 


Rockford Register-Republic 


The mothers admitted only a 

. | ™ |few stores were letting their 
manikins stand exposed to the 

. |public gaze. But they wanted an 
lordinance or law that would put 
| some 


stringent restrictions on 
window display practices in gen- 
) |eral. 


Display managers and store ex- 
|ecutives were concerned, because 
they felt the mothers’ crusade 

/|might snowball and put the en- 
tire display business here in a 
| straitjacket. 

'= At the prompting of store ex- 
jecutives, the Buffalo Retail Mer- 
chants Assn. entered the picture 
and did an effective job in 
smoothing things over. The asso- 
ciation promised that member 
merchants would do everything 
possible to avoid leaving nude 
manikins in windows. It asked 
for a trial period before the city 
enacted any legislation restrict- 
ing displays. 

The city fathers were happy to 
table the issue because of its 
highly controversial nature. The 
whole deal has quieted down in 
recent months, and indications are 
that the issue won’t be brought 
up again unless display men 
again get careless. 

Display men here saw in the 
crusade by the mothers’ group 
a serious threat to display prac- 
tices and procedures. They felt 
that if the city enacted an ordin- 
ance on nude manikins it might 
open the door to other restrictive 
legislation. A ban on the showing 
of corsets and lingerie on mani- 
kins was among the threats en- 
visioned. 


i y iS Wi aan AY hs = 
—— " wet |# Actually, a spokesman pointed 
| out, only a couple of stores had 
|offended by leaving nude mani- 
|kins in their windows. Some 
|stores draw curtains on their 
|windows while manikins are be- 
ing disrobed and rerobed. Others 
|take the manikins out of the win- 
dows. 

Since the mothers group’s pro- 
test, all stores here have been 
‘careful. Window trimmers stand 
directly in front of them so there 
is no window exposure. Some 
stores have added window cur- 
tains and others now take man- 
ikins to areas just inside the win- 
dows to make changes. 

This has meant increased trou- 
ble and expense for display man- 
| agers, but they feel it is worth it. 
|Top managements have directed 
|display managers to go to any 
‘lengths to avoid offending the 
|sensibilities of the d’Youville 


mothers again. # 


Petry TV Appoints Two 

| Richard Trapp, formerly an ac- 
count executive with Blair Tele- 
vision Associates, tv station vep- 
resentative, has joined the televi- 
sion sales staff of Edward Petry & 
Co., New York, radio-ty station 


ABC City Zone 134,488 * Retail Area 441 ,222 ‘representative. Judy Louis-Drey- 


| tus, formerly sales service man- 
- ‘ager of WTVD, Durham, N. C., has 


ROCKFORD MORNING STAR 


joined the Petry tv promotion-re- 
search department as a writer. 


‘Post-Gazette’ Boosts Two 

The Pittsburgh Post-Gazette 
has appointed Angelo DiBernardo, 
formerly director of public rela- 
tions, manager of advertising 
plans, a new post. Carl Bruegge- 
meyer, formerly assistant pr di- 
rector, was promoted to director 
'of public relations. 
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This six-county Retail 
Trading Area accounts for 


98” 


of Detroit's 5-billion 
dollar annual retail 
business. 


In this same six-county 
Retail Trading Area 


96” 


of the News’ 469,389 
weekday and 91% of the 
585,667 Sunday circulation 

is concentrated! 


IF YOU USE 
i CA the news 


THE CIRCULATION OF THE DETROIT NEWS 
is the largest of ALL Michigan newspapers— 
but that’s just Aalf the story. The News’ 
circulation is solid circulation, profitable circu- 
lation, deliberately concentrated among the 
better income homes in the 6-county city 
and suburban atea that is the source of prac- 
tically all Detroit’s retail business. 


Because no other Detroit newspaper 
exerts so much influence on the buying habits 
of this mass market, The News carries as 
much advertising as both other Detroit news- 
papers combined! 


The Detroit News 


FIRST IN CIRCULATION — 469,389 WEEKDAYS— 585,667 SUNDAYS 


Eastern Office ..260 Madison Ave., New York 
Pacific Office ...785 Market St., San Francisco 


Chicago Office .. 435 N. Michigan Ave., Tribune Tower 
Miami Beach ... The Leonard Co., 311 Lincoln Road 
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Another true-to-life story about some make-believe characters 


Why does Christmas 


come more than once a year 


in Chicago? 


{—_ the night before Christmas. 


And all through Affluent & Rich’s, store counters were bare. Everything from 
rhinestone-studded dog-collars to ivory-inlaid elephant guns had been wrapped with 
care and delivered to Chicago households so that St. Nick could be there. 

It seems that A & R specialized in “‘something for the man who has 


oes eae f=) —and usually sold somebody else on giving it to him 


for Christmas. So the Yuletide season was high-tide season for A & R sales. s 
“Too bad Christmas comes but once a year,” sighed Mr. Rich. 

*“What makes you think it doesn’t come more often?” volunteered 
a still, small voice. (It seems that Joe, figure-skating expert <i : 
from the Chicago Tribune, was back with another one of his hot ideas.) ’ 
“Christmas comes every day in Chicago,”’ continued Joe. ‘‘And here’s why: 


In the Chicago metropolitan area, an average of 10,306 adults over 20 celebrate a 
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birthday every day. Mealy And next to Christmas, those days are the 


very best gift-giving kind.” 


“They say a day in June is a pretty rare thing,” added Joe. “But obviously a birthday 
in June isn’t. An average of 15,172 Chicagoans celebrate birthdays every June day.” 
1 Z 4. ae 
And while Mr. Rich was mentally multiplying 15,172 by 30, a> 28 
Joe went on with his story. 
*‘Now fewer Chicagoans were born in February (which has 28) than 


during any other month. Even so, 7,926 birthdays (not counting Lincoln’s and 


Washington’s) ep are celebrated every February day in our town. August 

and September are other big Chicago birthday months, followed by April, May and 

October—all with over 10,000 a day. And don’t forget those wedding anniversaries!” 
*“Woe to the man who does,” interrupted Mr. Rich. 

“An average of 4,020 Chicago couples celebrate wedding anniversaries 

daily,” added Joe, ‘‘with the marry month of June (5,771 a day) again leading the list.” 
“In other words,”’ summarized Joe, “birthdays and anniversaries supply 

a big gift business every day in Chicago. Why not make Christmas last all year 


long by promoting your merchandise Se throughout the year in ads 


keyed to special gift-giving occasions?” 


“And the best place to do it,”’ added Joe, “is in the advertising 


——__ 


medium that’s read by 7 out of 10 Chicago Santa Clauses.” 


And if you know Joe, you can guess the name of the medium he 


x: vi ») 
Now maybe you sell sachet eo safety razors instead 


of sporting goods. But if you want to sell more of them in Chicago, call in 


suggested. 


Joe. Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


And Joe’s the joe to give the facts to you. 


Chicago Tribune _ sy 


THE WORLD’S GREATEST NEWSPAPER 
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Martin-Senour, Salmanson, 
“Woman's Day’ Join in Program 
Martin-Senour Co., Chicago 
paint manufacturer, and B. Sal- 
manson & Co., New York, maker 
of Aristo-Bilt unfinished furniture, 
are cooperating with Woman’s 


room accessories. 

MacFarland, Aveyard & Co., Chi- 
cago, is Martin-Senour’s agency; 
Nathan Fein is the agency for B. 
Salmanson. 


Campbell Earnings Up 


Day in a three-way promotional 
program. The promotion will cen- | 
ter around a feature article in the | 
October issue of the magazine 
which will demonstrate how color | 
coordination can be developed with 
wall paints, furniture and other | 


Campbell Soup Co., Camden, 
N. J., has reported net earnings of 
$29,949,148 for the year ended 


| July 28, the highest figure in its 


history. Sales were at a record 


|high of $440,852,971 compared to 


$429,841,220 for the previous year. 


Earnings for the previous year 
were $29,243,557. 


U.S. Plywood Names Hoffman 
George R. Hoffman, chairman of 
the board of Biddle Purchasing 
Co., New York, will join U.S. Ply- 
wood Corp., New York, as market- 
ing consultant Oct. 1. He will work 
on appraisal of markets and dis- 
tribution methods, development of 
new fields of merchandising and 
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Heads Ad Recognition Week 

Russell Z. Eller, 
manager of Sunkist Growers Inc., 
has been named general chairman 
of Advertising Recognition Week 
for 1958, co-sponsored by the Ad- 
vertising Assn. of the West and the 
Advertising Federation of Amer- 
ica. Nelson Carter, Foote, Cone 
& Belding, Los Angeles, and 
Jack Cunningham, Cunningham & 


| Walsh, New York, are vice-chair- 


coordination of marketing opera-|men for the event, scheduled for 


tions. 


Feb. 9-15. 
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The Post-Gazette Carries 


The Most Color 
Advertising in Pittsburgh! 


Advertisers know that the Post-Gazette offers the best coverage of 
the Pittsburgh market. They add color to high readership and balanced 
circulation—and multiply their sales. You too can capture the nation's 
8th market with color advertising in the Post-Gazette. ~~ 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


advertising | 


| 


VERNE KIRBY, formerly an account 
executive with Fitzgerald Adver- 
tising Agency, has joined Whitlock,- 
Swigart & Evans, New Orleans, as 
vp and chairman of the plans 
board. His name will, in the near 
future, be added to the name of 
the agency. 


Quality Bakers Push 
Seeks to Tie in New 
Record, Radio Spots 


New York, Sept. 25—Quality 
Bakers of America Cooperative is 
asking disc jockeys on more than 
600 stations to play a new Victor 
record inspired by its trademark, 
“Little Miss Sunshine,” next to 60- 
second radio spots to be bought by 
co-op members in a new campaign. 

The radio announcements begin 
Oct. 14 and run for four weeks. 
The member bakeries have been 
urged by the cooperative to place 
36 minute-spot-a-week schedules 
in two top stations in their mar- 
kets for the first two weeks of the 
campaign and 18 spots a week on 
each of the two stations for the last 
two weeks. 


® Radio spots in the campaign are 
being purchased individually by 
the members of the cooperative. 
Prior to selection, stations are 
asked whether they would con- 
sider the new RCA release good 
programming and play the record 
at the end of the commercial. 

Most of the stations purchased 
have said they will do their best to 
play the record at the end of Qual- 
ity’s 60-second transcription. 

RCA’s release of the record was 
promoted by the cooperative. “Lit- 
tle Miss Sunbeam” has been a 
trademark of Quality Bakers for 
16 years. For the past nine months, 
seven-year-old Donna Kay Erick- 
son has served as a living symbol 
of “Miss Sunbeam” for quality. 

20 seconds of the minute com- 
mercial will be used to promote 
sales of the recording. In turn, 
Quality’s trademark of a golden- 
haired child holding a loaf of 
bread will be used on the jacket of 
the new release, with one slight 
alteration. Miss Sunbeam will be 
holding a record instead of the loaf 
of bread. 

Donna Kay, as Miss Sunbeam, is 
currently on a nationwide per- 
sonal appearance tour promoting 
the Sunbeam bread and the RCA 
release. + 


Pittsburgh Glass Names 
Asplundh and Hughes 

Edwin T. Asplundh has been 
named board chairman of Pitts- 
burgh Plate Glass Co., succeeding 
Harry B. Higgins, who is retiring 
as board chairman and chief exec- 
utive. David G. Hill, corporation 
president, becomes chief executive 
officer as well. Felix T. Hughes 
was elected vp of the merchandis- 
ing division, effective Oct. 1, suc- 
ceeding Donald C. Burnham, who 
also will retire. Mr. Hughes was 
formerly assistant to Mr. Burn- 
ham. 


‘Farm Implement’ Names Rep 

Farm Implement News, Chicago, 
has appointed Peck & Billingslea, 
Chicago, its midwestern advertis- 
ing representative. 
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New facts from Washington, D. C. 
on grocery advertising readership 


73% of all Washington area housewives 


read grocery ads in newspapers. 


66% of all food ad readers read the 
grocery ads in The Washington Post and 
Times Herald—This is 45% more than read 
the grocery ads in any other Washington 
paper—29% more than in both the 
other Washington papers combined. 


During the first 8 months of 1957 
grocery advertisers, Retail and National, 
invested more dollars in The Washington 
Post and Times Herald than in both 


the other Washington papers combined. 


te , ae From the results of a survey of newspaper readership 
6 UM, A —Publication Research Service 
" t, we ae | ye ostingien OP : 
a bY we A fe 19: \WRVEY \ 
° a teen BRAND S J T 
E poe UST ouT— 
ah - 
4 Se n Get your copy of the 1957 Washington Post and Times 
Herald Brand Survey and complete facts on the Wash- 


ington Market from Sawyer Ferguson Walker Co.— 
New York, Chicago, Detroit, Philadelphia, Atlanta, Los 
Angeles, San Francisco, Seattle. 
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Agency Drops Some Business Publications 
trom Clients’ Lists After Editorial Study 


New York, Sept. 24—As a result, York Business Paper Editors. 
of its editorial evaluation studies,, Mr. Meadows, a research execu- 
Marsteller, Rickard, Gebhardt & | tive in the agency’s New York of- 
Reed has been eliminating business fice, told the two groups that 
publications from the “bottom of | “fringe books have been dropped 
our clients’ schedules.” | because we were able to show that 

This was reported last week by |in spite of circulation or distribu- 
Ron Meadows in a talk to a joint | tion, the editorial performance was 
meeting of the Society of Business | indevtor to the point of creating 
Magazine Editors and the New doubt about the ability of the mag- 


azine to perform any really useful 
reader service.” 


= Marsteller, Rickard, Gebhardt & 
Reed announced last year that it 
has spent $30,000 to develop some 
flexible yardsticks to measure the 
editorial quality of a business 
paper. A number of publications 
have been studied and the findings 
have been incorporated in the 
agency’s media files. 

Mr. Meadows said last week that 
the agency has been “unable to 
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find a single instance where we| 
have added a publication because 
we have suddenly discovered edi- | 
torial excellence of which we have | 
been unaware in the past.” 

However, he added, “there is no| 
question of the effect at the bot- 
tom of our clients’ schedules. When 
we made our business paper page 
count for Industrial Marketing for 
the year of 1956 and we totaled the 
pages by books and by clients, we 
were struck by the fact that in case 
after case where more pages were 


OR 
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1955, there were fewer individual 
ae books on the schedule.” # 


- ADDS IMPACT! Car Year Than ‘57 


t ¥ large and small, which recognized the basic advantages of Motors’ golden anniversary year 
ROP Gosscolor. They were backed by all the facilities and has led to numerous reports that 

experience of the Goss organization in research, engineering and 
manufacturing applied to developing presses and stereotype “Naturally, other makers will 
equipment for modern newspaper color. want to meet or beat this competi- 


PRINTING PRESS 


COMPANY 


6601 West 3tst Street + Chic 


A Division of Miehle-Goss-Dexter, Incorporated 


New Comb ti (Dryer ends heat-set wrinkles 
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comBO—Following its current 
wash-and-wear/washer tie-in with 
Kay Windsor Frocks, Easy Laun- 
dry Appliances will cooperate with 
McGregor-Doniger in an October 
push which includes this color 
page in Life, Oct. 21. Earle Ludgin 
& Co., Chicago, is the agency. 


used by a client in 1956 than in 


‘58 Will Be Better 


, ’ 
: ae or ‘56, Professor Says 

é ToLepo, Sept. 24—A University 
Fd of Michigan business forecaster 
_— predicted here last week that the 
: The impact and effectiveness of color on the newspaper page has <miudaadiane ante” tan Tae = 

| been demonstrated to hundreds of advertisers. Working with their 1957. 
‘ agencies and art directors they have seen results which prove that only Many persons who bought 1955 
color can really display the product, only color can really tell the story pacer vel arg ogy Fp 
- to customers living in a world of color. cars, said Prof. J. Philip Wernette, 
" Since the war newspapers all over the nation have been working to — Bene to bo ee oe a 
. . . = . 0. western 10. e is on e 
meet the demand for this rapidly growing merchandising medium. Great Geeulty of the univedaiie’s suheal 
y progress has been made by the remarkable teamwork of advertisers, of business administration and 
\ | agencies, mechanical executives and equipment manufacturers. poe ed of the Michigan Business 

i The greatest strides have been made by the many papers, both aaa 


“The fact that 1958 is General 


it will make substantial improve- 
ments in its models,” he said. 


tive challenge, with the result that 
the new models generally may be 
highly attractive to prospective 
buyers.” 


® Regarding credit, Mr. Wernette 
said he would not be surprised to 
see the present level of interest = 
rates continued without major = 
| change in the indefinite future. 

He also asserted that the Federal 
Reserve Board’s tight money pol- 
icy was a “perfectly sound” means 
of keeping inflation in check, but 
predicted that it would be changed 
go 6O, Wiinols — rapidly if the inflationary threat 
; eg ended and a business downturn 
developed. # 


Cranberry Assn. Sets Drive 

The National Cranberry Assn., 
Hanson, Mass., plans coupon ad- 
| vertising in four-color ads appear- 
jing in American Home, Better 
|Homes & Gardens, Good House- 
|keeping, Ladies’ Home Journal 
| and McCall’s. Coupons will entitle 
consumers of Ocean Spray fresh 
cranberries to 10¢ off the price of pe 
a pint bottle of cranberry juice 
cocktail. The offer will also ap- 
pear in newspaper ads in more 
| than 20 markets. 
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|Steckman Named VP 

Alfred Steckman, who joined 
|Bryan Houston Inc., New York, 
|as a copywriter last year from 
Scheideler & Beck, has been ap- 
|pointed a vp and manager of the 
plans board. Houston also has 
|mamed Harry E. Wholley, account 
supervisor on the Colgate Ajax 
‘cleanser account, a vp. 


i ed of . eae eee ee. oe Be” | tas ele it RE | i. eee ceeneeeeS PN NN Ne i I ie yt ae ee BN fh ch preg & ary yy oe =e Te 
p22 hs eee eee : Se sh dR ca. 9 a eal ES rn a ee : f ee ene ee : Bite eka Re oe eee eee ae 
ar Deere 2 RR I aan el pe an a OM a ae SRR cat le ce Greece Bes ee ee nS eee ea 
ae es & 2 :. ae cae i ae Aa. = 2 Say saat a Z 4 ee e ee Aen AD eo age poe aa aie chs EE as ei cng tee 5 ed aa nag), Pe os i 5 eee eo Se 
Sg ea = eel aoe oe ‘ 3 Te tapi. So te lan e et ae. 2 -: ieee NM Me gin)” 2 sg FE Sg Le! eR Rie ae ca. Pa be ee ee ee ees Aer» +e ee vd maete ae Bh pe Met fe 
en eye cs ee iray = ar 4 inayat a Se a gt oe ie ae Se Bh 7 Soa OE eee Sea geet ey a ie are ee Ls era aa ae re : 2 : : < aici 4 2 ae ile Se ae io a ae, ee ee ee, a, Sok 
Ses <i, ee eh = team ea a ee i pie a te ete eee 2 a cr ree eee se kiss gS eee 
= Danae et ae, i Sa aa an ar gem iP a fe aa bee : Fe ec) ae ea Ce re Se age ps ae 
: oe ee eae it EPG ete yee F: é M See one Serpe aig a ~e i ee eee 3 Fide es oo 7 ep 1s ae : " 
e 
nee . 
ea 
bi Po see eee oe heen . a 
Senge oy PRUE TON : 
emer mee tng Se etemin tome! in ‘ 
a CAS* COMmOMAaTIC — on 
; F wae to? Be... an 
a Heil? 
ee ‘. ; waa hs: 2 
ie 4 : ee } : ge 
=i F . ‘ 7 LZ. a eae 
r sip * i — 
“ages Jt ti H ; & ‘ : 
ay : <a | i > ; 
Pe pa 
= . wii sl 
ee — gommmmsree cre 
: ss -* 7 2 
ra * ie 4 
ae, ‘4 
on eS A te eS ee 8 ee. ee Ee 
i | 
a } Sinn ll 
cand 4 . 
Se er 
aa 4 sae % 
= Riel : - Pa 
Be - Dak | 
ay if 7 7 B 
; y-|*\ FOR FOOD ce 
a > 2m . & 
i iv 7 
a * Oe a | 
| 
betes ‘ 
es \ : 
‘og . | 
ee yd 
at 
a ; 3 
=e oS om . 
4 \ ; 
: id 
2 . asa ee _ 
ee 
mai : ” “a 
ree < a 
Co é 
— f 
aaa ; 
es r 
: oh 
33 am Ke 
‘ : . 
«i sa i 
: om 
i 
vd 
1 ‘2 
SRC oe 
2 ce : ‘ . “04 
som’ z Sia 
oe >’ : ae 
aes “ 
Sieh Vv e 
ae : ; “A 
Sti . - 
kc : - de 
ene 2 x 
es 4 . ae 
cae , i ; oy 
eee 4 7 ; sa 
one Ai 
mee — ; = 
une ae, - 
ae Me. | : 
ae _ 
eens " ’ be 
“ae if 
Ar ta i : th thtses : 
ria fi a 
ie THE 
7 . 
woes - $ ; 
oe ; ’ ‘ 
at ane : se 
sg e 
ie: 4 sf \ SS - 
cer ; 2 OS ae a 
rae i, - 
Baie ; 
‘ai Ais ‘ ae 
hee > 
pte on 
” = * = 
; i . 
ay ie 4 y €: x Wr 
eee 9 Fe ge ee Ps y 
& x 
a 7 pee ne 2 - 
re . x Sl CC mnenvenomngeaseeeneuenee s 
aM =i re, 4 ‘ 
re is. sisi-esisautcalant ae a  Biaiee eee einai i 
Pa. i > ’ a fi pce = P ee 
Sen Pome a tary el en Liha = 
oh eis ie ie a ld ae hed 
; ie z fea nil Pe es Sa, 
é “3 : a Bt ; Z ‘ 
a ; er i bys ee aon a 
Ses i wo nie ad een ee a 
i, URS aed: ee 2 ep a a EA 4 
es = Ah 5 ‘a es; RS ie RAR ae 
as 
0 ie ech isc sy es eam ek eas: i Ail i ed ate a) Sh RN i a ee aay eh eee ne ee ee eee , eee 
aE eo ence ey ny apenas ie CS or Boe ake eae Re, Nae ts a ce ae fees Ae 2 ligt Remmerreense * amass fea Se cael atlas ee 
pis tt ed : ar ee ea Teeth ce aT rca) 5 He igen, ea eae és : ERE NE eS ae ‘ oy rh ier = ae ea 4 ’ E SY eS ee a : ir geal 
Een ee Seek ee eg |. ee eet Seen ‘ Parts «ore S59 oa gee at pe oe Gs 
Bo cy ee 0 oc nee OS eee eae DeeON  e  ee oee  e i e ages Smee eee eee eee 
i Na eat ee ie i a ta 1S”. ih <a  RM cep h cy OE  ea ig I a tifa a econ 7 ae ge NS chk | Se rr ei ss Th a 4 


One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 
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Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


COVERS METROPOLITAN OAKLAND* 


The importance of Metropolitan Oakland (Alameda 
County) as a major West Coast market is an estab- 
lished fact. About two years ago it stepped out front 
as Northern California’s number one population cen- 
ter, and this leadership is steadily increasing. 

It’s a quality market, too. In California, only Los 


Tribune 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


Angeles County exceeds it in sales of food, furniture, 
drugs, autos and gasoline. Home ownership, school 
enrollment and spendable income are all exception- 
ally impressive. We believe that today Metropolitan 
Oakland merits high consideration in most market- 
ing programs. 


WARREN E. KRAFT, Senior Vice-President 
HONIG-COOPER COMPANY, Manager, Seattle Office 
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Church, Other Leaders Eat Crow as 
Light, Gay Commercials Win Britons 


(Continued from Page 3) 
time there were 5,000,000 licensed 
television receivers in the country. 
None was built to receive “10re 
than one channel. If an owner 
wanted to view the independent 
transmissions, he had to pay to 
have the set converted to receive 
both transmissions. 

Only 190,000 receivers were 
within range of the Croydon 
transmitter. It was tough trying 
to interest advertisers and agen- 
cies in the new medium with an 
audience like that. Most of the 
early tv advertisers were moti- 
vated more by the novelty or 
their faith in the long term pros- 
pects of the medium than by any 
hope of immediate gain. 

ITV met the challenge with 
programming designed to attract 
the audience that advertisers 
wanted. This job fell to the pro- 
gram contractors. Chosen by the 
government-appointed Independ- 
ent Television Authority, the con- 
tractors put on the programs and 
sold advertising time to meet the 
cost and—eventually—to make a 
profit. Then as now, advertisers 
booked time segments, with rates 
varying according to the hour of 
the day, but had no say on the 
actual time of transmission or the 
programs on either side of the 
transmission. 


s Two contractors pioneered in 
this field: Associated-Rediffusion 
Ltd., responsible for weekday 
transmission in London, and As- 
sociated TeleVision Ltd., respons- 
ible for Saturday and Sunday pro- 
grams. 

Providing attractive programs 
that would win viewers away 
from the BBC was a costly busi- 
ness. It meant a daily pouring 
out of cash. Some $14,000 a day 
was lost by the contractors in 
this way. 

As more ITV transmitters took 
the air, so did new contractors 
appear, including ABC Televi- 
sion, a subsidiary of the Associ- 
ated British Picture Corp., and 
Granada Television Network. 

The first phase of bringing 
commercial tv to Britain was com- 
pleted in 14 months. Four trans- 
mitters were on the air for some- 
thing like 50 hours a week and 


SPENDER 
IMPACT 


For more advertising for 
your dollar concentrated 
on those with more dol- 
lars to spend, use the 
MorningCourier-Express. 
It reaches the top 45% 
of the families in ABC 
Buffalo...nearly 1/3 of 
all families throughout 
the 8 Western New York 
counties. 


FOR SATURATION, it's the 
Sunday Courier-Express the 
state's largest newspaper outside 
of Manhattan. 

Ror co.or 
eveoilable daily and Sunday 


Member Metro Sundoy Comics and 
Sundoy Mogozine Networks 


BUFFALO 
COURIER-EXPRESS 


Representntives: Scolore, Meeker & Scott 
Pacific Coast: Doyle & Howley 


they were serving the most heav- 
ily populated areas. 

There is no doubt now that 
commercial television was a ter- 
rific gamble that paid off. 


s Associated-Rediffusion and As- 
sociated Television lost $8,500,000 
in the first year. All the contrac- 
tors, in fact, sustained heavy ini- 
tial losses. But the picture is 
changing now. 

With the audience growing and 
advertisers becoming convinced of 
the potentialities of the new me- 
dium, bookings began flowing in 
faster. Operating expenses went 
down with the growth of network 
programs. 

All of the first four program 
contractors are now operating in 
the black. New contractors, such 
as Roy Thomson’s Scottish Tele- 
vision, which began putting out 


LEND-LEASE?-—-Man in U.S. style hat 
identifies himself: “My name is 
Thursday. I’m a cop. . .” 


programs Aug. 31, are never likely 
to see red in the account books. 


® Associated - Rediffusion an- 
nounced last December that it was 
operating at a profit. A few 
months ago Granada reported that 
current profits would soon wipe 
out initial losses, and Associated 
TeleVision announced a profit of 
$565,800 compared with a loss of 
$1,687,900 in the previous year. 
It has been a swift, remarkable 
and rather heady success. The 
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SCENE OF CRIME—The plot thickens 
as trouble brews—inside animated 
sore throat. 


potential audience for ITV has 
risen from 2% of the population 
in 1955 to 25% today. ITV is 
building on this base for an even 
more successful future. 

Today there are close to 8,000,- 
000 licensed tv receivers in the 
country, and the number is going 
up by 1,250,000 new sets annually. 
All new sets are equipped to re- 
ceive both services, and 60% of 
the new sets are going into areas 
already served by commercial 
television. 


PAY OFF—The solution, in British tv 
commercial, is pack of Tunes ie 
throat sweets. i 


Nielsen estimates that, as of 
mid-August, 3,660,000 households 
were equipped to receive com- 
mercial television. 

The number who cannot see 
commercial programs is gradual- 
ly growing smaller as new areas 
are opened up by ITV. In mid- 
August, for instance, viewers in 
Scotland could receive only BBC 
transmissions. But with the sub- 
sequent opening of Scottish Tele- 
vision, the potential ITV audi- 
ence increased overnight by an 


Effective Income: 


Tetal Spokane Market § Retail Sales: 
The self-contained Families: 346,300 
Inland Empire 


OP | Oe en Sa S'S Li 
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The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 


$1,922,915,000 
$1,287,109,000 
(Population: 1,108,200) 


Retail Trading Zone’ 
One of the largest areas 
in the nation 


Effective Income: 
Retail Sales: 
Families: 201,800 


$1,186,915,000 
$ 760,054,000 
(Population: 645,100) 


The Spokesman-Review and Spokane Daily 


Chronicle reach 8 out of 10 families 


Votals ore cumulotve, Populaton, households, income, sales Soles M. 


Metropolitan Spokane 


Hub and trading center 
of the Inland Empire 


Effective Income: 
Retail Sales: 
Families: 87,500 


$519,983,000 ‘. 
$338,221,000 “g 
(Population: 267,800) 


The Spokesman-Review and Spokane Daily 


Chronicle reach 10 out of 10 families 


e 1957; Cireul 


ABC Audit Report, March 31, 1956 


°24 complete counhes shown lotest dota, with exception of circulation, unavailable for ports of counties defined by ABC 
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estimated 1,500,000 persons. Two 
more areas are expected to be 
brought into the network by next 
spring. 

It will be the same in other 
areas as the ITV network ex- 
pands. Receivers capable of pick- 
ing up commercial telecasts are 
there waiting for the transmitters 
to begin operation. 


® By spring, when at least two 
more new transmitters will be 
added, British commercial televi- 
sion will have a potential audience 
of 17,000,000 persons. 

Government restrictions on 
capital expenditure slowed down 
the ITA plans—otherwise com- 
mercial television might have 
gone further faster. 

But despite restrictions, the 
ITA hopes to have 11 transmit- 
ters in operation by 1959-60, pro- 
viding a commercial service for 
90% of the population. 


@ Whereas advertisers and agen- 
cies at first were inclined to be 
shy of the new medium and had 


a 7 . : ¢ 
EOE ee 


cut up—Accident prone cartoon figure cuts ice capers for Oxo beef 

extract drink on British tv. He goes too far, as usual, and cuts ice 

from under him. Rescuers slip him hot drink of Oxo. Produced by 
Pearl & Dean for the G. Street agency. 


to be won over by rebates, bo- 
nuses and discounts, now they are 
standing in line and almost beg- 
ging to buy time. All the pro- 
gram contractors report that ad- 
vance bookings, well into 1958, 
are running at a most satisfactory 
rate. 

British tv bookings rose from 
$5,600,000 last November to $7,- 
700,000 last May. In the slow 
summer season the decline was 


slight. Total billing in June was 
$6,127,070, an increase of more 
than 100% over June, 1956, ac- 
cording to Media Records. 

In the first half of 1957, adver- 
tisers spent about $39,000,000 on 
tv time. With the heavy pre- 
Christmas period still to come, it 
seems almost certain that the to- 
tal for the year will exceed $80,- 
000,000. 

That figure may be very con- 


servative, in light of a study by 
Dr. Mark Adams, advertising re- 
searcher and statistician. His 
study showed that in the nine 
months ending in the first quarter 
of 1957, advertisers’ expenditures 
on tv increased 40%. If that rate 
holds, the 1957 total could pass 
$95,000,000. 

A big factor stimulating growth 
has been the series of battles by 
advertisers in various product 
groups—a battle that is contin- 
uing. In the thick of the fray, in 


the first half of last year, were} 
advertisers in six leading product | 


groups in tv: household soaps and 


detergents, gasoline and motor| 
oils, butter and margarine, beer, | 


health and baby foods, and pub- 
lications. 

The period saw battles between 
soap and detergent titans and be- 
tween butter and margarine in- 


terests, while the publishing 
world skirmished for increased 
circulations. 


s In the first half of this year 
the big six of tv product groups 


The Spokane Market is: 


4 times as big 
as it looks! 


it’s One Big Exception to metropolitan area concept 


Selecting markets by metropolitan areas can be risky business— 
especially when you take the chance of underselling a mass market 
of the Spokane Market’s magnitude. Isolated by great distances and 
giant mountain ranges, this big inland market is distinctly different — 
one big unified sales entity that is 4 times as big as its metropolitan 


center in population . . . income . . . and retail sales. And it’s sold com- 
pletely with just two newspapers— The Spokesman-Review and Spokane Daily 


Chronicle. 


he 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries. Metro Sunday comics and This Week magazine 


SPOKANE DaiLy CHRONICLE 


1 out of every 
2 families 


NEAT—Reading from bottom to top, 
stills show how British Steradent 
commercial handles tricky subject. 
Voice Over asks man in bath, “Ex- 
cuse me, are those your natural 
teeth?” He shakes head, points 
above to Steradent on shelf. Voice 
Over: “Ah, so you clean them in 
Steradent. How wise.” Produced 
by Biographic Cartoon Films for 
Young & Rubicam. 


have acquired three newcomers: 
soft drinks, dentifrices and candy 
and chocolate. In the first two of 
these groups, particularly, adver- 
tisers have battled for dominance. 

The butter-vs.-margarine and 
publishing wars died out on tv, 
but heavy tv advertising of house- 
hold soaps, detergents, beer and 
gasoline continues. 

As competition goes on and the 
audience grows, commercial tele- 
vision’s harshest critics and di- 
rect prophets can no longer deny 
that the medium is here to stay 
in Britain. # 


‘GEE I wnat a 


modern sofa!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV = 
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; LAFAYETTE 
‘ WEST LAFAYETTE 
INDIANA 


Indiana's Best 
Balanced Market 


“Lafayette . . . . Indiana’s best balanced market, can not be 


“Indiana’s Best Balanced Market” 


J. L. McDERMED, President 


-C. L. DIETZ COMPANY 
Indiana's Oldest Food Brokers 


influenced by the metropolitan newspapers. In our many years 
of covering this market, we have found that the food dollars of 
this rich nine-county market can be tapped only through the 
food pages of the Lafayette Journal and Courier.” 


This Important Indiana Market 
Is Covered Only by the 


JOURNAL*COURIER 


phecibior of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Lori Shea, “Miss 
Something Ex- 
tra” of the New 
York Premium 
Show, demon- 
strates a Lady 
Ronson to O. E. a 
, Rudsten, presi- | 
dent of Oscar E. 


i 
} 
! 
' 
SUPER PREMIUM— 


Rudsten & Asso- 

ciates, Boston, 

while he was 

shopping the 

four-day show. 

Some 800 manu- 

facturers were . 
represented. | 


so new...so different...so superior... 


we just had to let you know about it... 


Development of a ne 
treated” 
reproductio 


New Advanced-Type OP Color Mats.) 
Introduced by 


''Allenmats” Pre-treated To Give Better 
Color At Much Lower Cost as 


newspapers during the past year. 


daily end ap proved 


are accepted 

ty on odie ROP color gps ae 
throughout the country, 7 pa! nf 
stated. Actual tearsheets of t ese re 
roductions are available for inspe na 
* advertisers and agencies, it was added. 


resident of the com- 
J. Bruce vag “We have invested 


000 in the development of 
s and are not 


W, improved “pre- 
mat for newspaper ROP “oe 
n has been announced by 


Merchants Matrix Cut Syndicate, Chicago. 


ices 
Called «A}lenmats,” these new —, 
have a special Tenanon backing ~~ 
which an exclusive “treat” (or make-reacy 


is depth-molded. pany, said this 


more than $50, 
these newspaper color ma 


of features makes 
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This co ine wee oduction, 
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ssible much be led 2 ery proud ol, 
scat as color register through peg only pleased with, hee ae ee de on 
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MERCHANTS MATRIX CUT SYNDICATE 


1626 Prairie Avenue 
Chicago 16, Illinois 
HArrison 7-9456 


516 Second Avenue 
Minneapolis, Minnesota 
FEderal 2-2467 


MATRICES / PLASTIC PLATES / STEREOTYPES / DEPTHMOLD PLASTIC MAT PATTERNS / ROP COLOR MATS 


Jerrold, Skiatron 
Vie for Pay TV Okay 
in San Francisco 

San Francisco, CAu., Sept. 24— 
This city, almost overnight, has be- 
come a major battle front in the 
nationwide “war” between adver- 
tising-sponsored tv and pay tv. 

San Francisco’s board of super- 
visors and other city officials are 
involved because the pay tv pro- 
ponents are now negotiating for 
permission to go into business here. 

These negotiations indicate that 
the pay tv proponents are fighting 
each other almost as bitterly as the 
commercial broadcasters are fight- 
ing to keep pay tv from getting 
started. 

Only one community in the U.S. 
now has an operating pay tv net- 
work. This is Bartlesville, Okla., 
where a big theater chain has com- 
bined forces with the Jerrold Elec- 
tronics Corp. to put a system of 
wired movies into Bartlesville 
homes (AA, Sept. 9, 16). 

The Oklahoma city was selected 
essentially because the theater 
chain is in a somewhat competi- 
tion-free position, with no compet- 
ing theaters to be hurt by the pay 
tv programs. The city also has a 
high per capita income and it is a 
closely knit community, so that 
cables could be installed at rela- 
tively low cost. 


® San Francisco also has a closely 
packed population and high per 
capita income and is the next tar- 
get of the Jerrold firm. 

Skiatron Corp. touched off the 
rush by joining in with the Giants’ 
move to San Francisco and is ne- 
gotiating for the handling of pay 
tv broadcasts of Giants’ games. 

The Jerrold operation is straight 
subscription, with an $8.50 a 
month fee. Skiatron plans to 
charge a basic fee, plus an addi- 
tional charge for each program 
viewed. 

Whatever San Francisco’s super- 
visors decide, nothing can be done 
until the Pacific Telephone & Tel- 
egraph Co. decides how to provide 
wire facilities for the pay tv oper- 
ations. + 


‘Armed Forces Management 
Appoints Col. Day 


Lt. Col. Hugh Allen Day, USAF, 
has been appointed regional ad- 
vertising sales manager of Armed 
Forces Management, Washington, 
newest member of the American 
Aviation Publications group. For 
the past three years, he has been 
director of the New York office of 
information services, office of the 
Secretary of the Air Force. Prior 
to entering military service 11 
years ago, Col. Day held such posi- 
tions as eastern sales director, film 
department, NBC, and assistant 
general manager, Paramount In- 
ternational Films, Bombay. 
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Washington D.C. Area 
Department Stores 
Set Sales Records 

in 7 Months 


SOURCE: FEDERAL RESERVE BANK REPORT 


could this be a mere coincidence? 


The Washington Star carries more 
department store advertising than 
Washington’s other 2 papers combined 


(<7 


FIRST 7 MONTHS OF 1957 


The Washington Star... 54.9% 


is vees 31.8% 
Washington Daily News ............. 13.3% 


Washington Post-Times Herald 


Department store sales in the Washington area in both July and the first 7 months of this 
year were well ahead of a year ago and the highest on record for those periods. As usual, 
department stores placed more advertising in The Star than in Washington’s other 2 pa- 
pers combined. The Star’s 7 month lead over Washington’s second paper in department 
store advertising is 2% million lines. Washington’s deep preference for The Star is even 
more startlingly revealed in linage figures for the leading men’s and women’s specialty 
stores. During the first 7 months they gave The Star an overwhelming 63.6% of the total 
against 30.5% for the second paper and 5.9% for the third. As we’ve been telling you 


right along, reaching people is nice but reaching customers is more profitable. 4nd your 
best Washington customers read The Star. 


The Washington Star 


EVENING AND SUNDAY %* WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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there's a better way to move your products 
to the bustling TOPEKA MARKET... 
only the TOPEKA NEWSPAPERS deliver: 


@ sales-resultful coverage of over 55% of this market's buy- 
ing power. 

@ pin-pointed family readership . . . where sales decisions 
originate! 

@ unmatched, unequalled influence in Topeka and Topeka’s 
21-County Drive-In Market. Sell Topeka and you’ve SOLD 
KANSAS! 


89,775 combined KANSAS coverage! 
43,838 combined CITY Zone coverage! 


TOPEKA CAPITAL— JOURNAL 


Stauffer Publications Newspapers 
Represented by Jann & Kelley, Inc. Offices: Chicago, 
New York, Detroit, San Francisco, Los Angeles, Atlanta. 


Advertising Age, September 30, 1957 


Lynn Baker Adds Old 
Dutch: Names Carter 

Old Dutch Coffee Co., New York, 
has appointed Lynn Baker Inc., 
New York, to handle advertising 
for its principal brand, Old Dutch 
coffee, and a new premium-priced 
brand, Brown Gold, which will be 
promoted as “America’s first All- 
Colombian coffee.” J. M. Mathes 
Inc. is the previous agency. 

Samuel Carter, formerly a vp 
of Sullivan, Stauffer, Colwell & 
Bayles, has joined Lynn Baker as 
vp and director of creative activi- 
ties, a new post. 


Hensley Promoted at Toni 
Stuart K. Hensley, formerly 
exec vp of Toni Co., Chicago, has 
been elected president and chief 
executive officer of Toni, succeed- 
ing R. N. Harris. Mr. Harris be- 
comes vp of the parent Gillette 
Co., responsible for the Toni and 
Paper-Mate divisions. He will con- 
tinue as president of Paper-Mate. 


fo ae 


| make over 


94,568 


sales calls each day 


hold, $3856. 


BOOTH 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


YOUR SALES MESSAGES CAN SATU- 
RATE MICHIGAN’S SECOND LARGEST 
RETAIL SALES MARKET AT ONE LOW 
COST WHEN YOU ADVERTISE IN... 


THE FLINT JOURNAL 


"*Flint's only Daily Newspaper” 
% Retail Sales per household, $5511. 
* U.S. Average Retail Sales per house- 


%& Number of households in 
Metropolitan Flint, 97,560 


More Flint Metropolitan Statistics 


Consumers’ Spendable income per household... $ 6,678 
Total 1956 Retoll Soles.............+.+.+++- 537,645,000 
Food Retail Sales, '56...........+++eeee+e+ 125,178,000 
Drug Retail Soles, 56... .......6.sseee000+ 21,836,000 
Apparel Retail Soles, '56..........++++e+++ 31,492,000 
Home Furnishing Retail Sales, '56............ 44,040,000 
Automotive Retail Soles, '56............++++ 130,284,000 
Filling Station Retail Sales, '56.........+.++++ 43,110,000 


Source SRDS, June 15, 1957 - 


THE FLINT JOURNAL « 90.3% Coverage of The Flint Market 


SSPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A.H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave.. Chicago 11, 
Superior 7-4680; Brice McQuillin, 785 Market St. San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 


Circulation Audit 
Must Be Used with 
Wisdom, Says BPA 


New York, Sept. 24—‘“The pur- 
pose of a circulation audit is to re- 
veal facts that will aid the buyer 
in reaching his own evaluation of 
a publication as an advertising 
medium for his products or serv- 
ices. 

“But no circulation audit by it- 
self can prove advertising values. 

“A circulation audit is a tool, 
which used wisely and in conjunc- 
tion with other information will 
assist an advertiser to reach a bet- 
ter informed judgment of a pub- 
lication’s value to him as an ad- 
vertising medium.” 

With this introduction, Adin L. 
Davis, president and managing di- 
rector of Business Publications 
Audit of Circulation, presented the 
first fall showing here today of 
BPA’s visual-sound presentation, 
“How to Get the Most out of BPA 
Publishers’ Statements and Audit 
Reports.” The luncheon meeting 
was attended by about 300 repre- 
sentatives of advertisers, agencies 
and business publications. 

The showing today was the first 
since the slide film was revised 
and amplified this summer. 


e It explains the differences 
among the various statements is- 
sued by BPA—the publisher’s 
statement, printed on gray paper 
and issued twice a year for all 
publication members; the audit re- 
ports, printed on buff paper, issued 
annually, which are thoroughly in- 
vestigated and audited; and the 
two different forms issued with 
each, the A form, for publications 
that report no paid circulation, and 
the B form, designed specifically 
to meet the needs of advertisers 
and publishers who desire com- 
plete analyses of paid and non- 
paid circulations separately. 

The film presents sample state- 
ments and forms and explains them 
in detail, paragraph by paragraph. 
It points out that BPA does not 
attempt to audit “readership or 
buying power,” because “the busi- 
ness of a circulations audit bureau 
is to audit tangible facts about cir- 
culation from documentary re- 
cords.” 

It also stresses two essential re- 
quirements of “tight” circulation 
control: a “clear concept and def- 
inition of ‘circulation boundaries’ ” 
and “a periodic list review in or- 
der to insure continued conform- 
ance to pre-established circulation 
boundaries.” # 


Hertz, American Express 
Discuss Joint Operations 

Hertz Corp., Chicago, and Amer- 
ican Express Co., New York, are 
discussing the establishment of 
joint car rental operations out- 
side the U. S., according to Wal- 
ter L. Jacobs, Hertz president. If 
plans go through, Mr. Jacobs said, 
the existing Hertz car rental op- 
erations in France, Mexico, Cuba, 
Puerto Rico and Hawaii will be 
transferred to the new company. 

“In addition to joint financing 
of the new subsidiary,” Mr. Ja- 
cobs said, “the proposed transac- 
tion would include the sale to 
American Express of 25,000 shares 
of Hertz common stock at the 
Sept. 11, 1957, market price, plus 
options to purchase additional 
shares in the future.” 


Brody Joins ‘True’ 

Edwin Brody, formerly with 
Haire Publishing Co. and Good 
Housekeeping, has joined True, 
New York, as assistant sales pro- 
motion manager. 


Peckins to KC&S Studios 

Lester Peckins, formerly with 
Lettering Inc., has joined KC&S 
Studios, New York, visual adver- 
tising design service, as head of its 
new sales department. 
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* Sales are more concentrated. The 84 largest cities 


account for 66% of the retail store sales volume. 


* Weekend Magazine has 50% more circulation than 


any other publication in Canada. 


* Weekend Magazine reaches two out of three of all 


English-speaking homes in these cities. 
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HERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


Los Angeles- Long Beach 
San Francisco-Oakiand 
San Diego 
RIVERSIDE, SAN BERNARDINO, 
ONTARIO 

. San Jose 


sa en > 


. Sacramento 


. Bakersfield 
. Stockton 
10. Santa Barbara 


see the man from 
RIVERSIDE PRESS 


and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


5. 
6 
7. Fresno 
a 
9. 


Represented nationally by Doyle and Howley, Los Angeles, 
Sen Francisco, New York, Chicago, Boston, Minneapolis. 


N. Y. Publicity Club Sets Class 

Advertising people who want to 
learn, or brush up, on the prin- 
ciples and practice of publicity may 
do so at a ten-week “fundamentals 
of publicity” course which the 
Publicity Club of New York will 
conduct on Tuesdays beginning 
Oct. 8 from 7 to 9 p. m. at the 
Midston House, 22 E, 38th St. Fee 
for the course, limited to 150 stu- 
dents, is $20. Further information 
is available from the club secre- 


tary, Rita Otway, at the Midston Peop 


House. 


Parker Boosts Two 

Parker Pen Co., Janesville, Wis., 
has appointed George Parker, for- 
merly assistant to the foreign sales 
vp, director of foreign sales and 
advertising. Mr. Parker, a grand- 
son of the company’s founder, as- 
sumes duties formerly handled by 
Frank W. Matthay, who now su- 
pervises Parker’s global sales and 
advertising as a member of a new 
supervisory group, the interna- 
tional management staff. 


- 


NEWSPAPERS 


Morning and Sunday 


(Newspapers with circulation over 10,000) 


1956 TOTAL COLORS INSERTIONS: 399 
1957 TO DATE: COLOR INSERTIONS UP 42% 


The Arizona Daily Star and the Tucson Daily Citizen are two independent 
produced in the same plant. Represented Sealy 


O} 


by Cresmer & Wood 


INC 


@he Arizona Daily Star 


Cucson Daily Citizen 


ARE THE ONLY NEWSPAPERS 


Advertising Age, September 30, 1957 


August Sales of Chain Stores 


August 
1957 


62,358,222 


52,355,990 


or 
57,403,514 + 8.6 + 
Grand Union ...... $ 39,908,115 $ 35,926,600 +111 $ 207,365,305 $ 181,143,406 +1 
46,225,857 +13.3 540 + 
.-$ 154,622,327 $ 139,555,971 +11.0 $ 928,387,335 $ 853,697,906 + 
136 


% Gain 
or Loss 1957 


325,951,283 299,166,960 


395,070,747 373,387, 


Mail Order 
Sears, Roebuck 344,491,378 326,855,430 + 5.4 2,128,062,255 2,013,081, + 5.7 
ars 11,002,225 10,817,971 + 17 67,234,932 70,544,353 — 4.7 
Montgomery Ward . 90,497,564 87,162,443 + 3.8 556,502,884 554,657,764 + 0.3 
Group Total ....$ 445,991,167 $ 424,835,844 +10.5 $2,751,800,071 $1,638,283,253 +168 

Drug Chains 
DL dkvatoewes 5,424,776 4,967,101 + 9.2 42,088,268 38,821,301 + 8.4 
ar 21,211,929 17,897,204 +18.5 152,318,688 136,678,909 +114 


Group Total ... 
Variety and Miscellaneous 


-$ 26,636,705 $ 22,864,305 +11.6 $ 194,406,956 $ 


175,500,210 +11.0 


Beck, A. S. Shoe . 4,340,975 4,001,314 + 8.5 36,620,224 34,734 896 + 5.4 
Bond Stores ...... 5,067,375 4,630,953 + 9.4 _—_ 
Butler Bros. ...... 14,268,339 13,678,959 + 4.3 83,644,135 79,990,649 + 4.5 
Diana Stores Corp. 3,203,934 2,801,043 +14.4 _ 
Edison Bros. ..... 8,038,541 6,990,380 +15.0 62,307,135 55,848,829 +11.7 
Fishman, M. H 1,668,105 1,424,849 +17.1 9,364,923 8,936,564 + 4.8 
Franklin Stores 3,763,816 3,228,279 +16.6 6,596,234 5,784,133 +14.0 
Gamble-Skogmo 10,419,034 9,848,248 + 5.8 69,948,913 63,778,547 + 9.7 
3. 2. Ae 33,455,479 29,528,785 +13.3 228,995,922 208,795,227 + 9.7 
Grayson-Robinson Stores 4,125,441 3,699,081 +115 _ 
Green, BH. b. accce 9,529,131 9,060,873 —— -—— 
Interstate Dept. Stores 5,695,899 5,417,964 + 5.1 35,214,834 35,173,547 + 0.1 
Kinney, G. R. Co. . 5,612,000 4,406,000 +27.4 35,839,000 31,464,000 +13.9 
> Sve 32,071,967 28,195,484 +13.8 217,840,693 208,267,947 + 4.6 
rem, G Bi cece 13,190,815 13,396,086 — 15 93,376,465 96,679,237 — 3.4 
BET. osvececscece 14,348,610 12,782,805 412.2 97,482,617 88,540,506 +10.1 
0 Pa 9,134,211 8,872,203 + 3.0 65,896,630 65,403,375 + 08 
McLellan Stores .... 5,308,250 4,976,725 + 6.7 31,586,887 31,627,841 — 0.1 
Melville Shoe Corp. 7,895,629 7,333,248 + 7.7 72,800,463 67,801,578 + 7.4 
Miller-Wohi Co. .. 3,572,870 3,190,874 +12.0 _ 
Murphy, G. C. .... 18,206,554 16,325,581 +115 122,424,195 117,163,223 + 4.5 
National Shirt Shops 1,605,264 1,413,904 413.5 12,442,848 11,714,513 + 6.2 
Neisner Bros. ..... 5,880,784 5,484,507 + 7.2 41,040,951 39,620,427 + 3.6 
Newberry, J. J 18,832,668 17,446,589 + 7.9 122,420,366 115,128,542 + 6.3 
Penney, J. C. .... 124,193,037 112,507,056 +10.4 755,933,872 739,973,765 + 2.1 
Rose's 5-10-25 2,592,035 2,227,610 +16.3 16,992,263 14,970,897 +13.5 
Shoe Corp. of America 8,443,476 7,848,698 + 7.6 52,085,457 48,310,493 + 7.8 
Sterchi Bros. Stores 1,641,708 1,699,117 — 3.3 9,334,362 9,417,335 — 0.9 
Western Auto ..... 22,194,000 21,585,000 + 2.8 147,072,000 139,915,000 + 5.1 
White Stores Inc. .. 3,573,268 2,613,329 + 36.7 23,582,576 21,342,694 +10.5 
Woolworth, F. W. . 67,663,621 62,799,631 + 7.7 430,440,823 464,955,197 + 3.3 

Group Total ....$ 469,536,836 $ 429,415,175 +11.0 $2,881,2%4,788 $2,805,338,962 410.3 
Operation Snowflake Will Durstine & Osborn is the agency 
Use Radio for First Time handling the account. 


U.S. Steel’s annual promotion 
to boost major appliance sales in 
the Christmas season, “Operation 
Snowflake,” now in its third year, 
will use radio spots on all three 
radio networks for the first time 
this year. 3,800 commercials over 
190 stations will back spots on the 
company’s own network tv show, 
“U.S. Steel Hour,” during No- 
vember and the first week in De- 
cember. In addition, 657 newspa- 
pers around the country will be 
used. 

The theme this year will be the 
same as last year: “Make it a 
white Christmas, give her a ma- 
jor appliance.” Batten, Barton, 


Basford Names Senior VPs; 
Adds Montecatini PR 

G. M. Basford Co., New York, has 
named Michael J. Turner and John 
Sasso senior vps. Both have been 
members of the agency board of 
directors since 1955. 

Montecatini, Societa Generale 
per l’Industria Minerarie e Chimi- 
ca, Milan, has appointed Basford 
to handle public relations in the 
U. S. for its new “isotactic” poly- 
mers, to be marketed under the 
trade name, Moplen. Montecatini 
is one of the world’s largest chem- 
ical companies. 


93% 


“| 86% COVERAGE 
in the county 


PAPER COVERAGE 
Chicago Trib. 8.0% 
Mil. Sentinel 8.7% 
Mil, Journal §=11.5% 


cov 
in the city 


ABC FIGURES PROVE 
metropoliten papers can’t 
possibly do a selling job for 
your product in RACINE. 


Details on Request 
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What makes a market great? 


There’s a new king of the forest in 
Minnesota’s northland. Today, a vast 
wilderness area resounds to the roar 
of rod mills grinding a strange, tough 
rock called taconite, that promises an 
almost unlimited supply of new iron 
ore to our steel-hungry nation. 

Mining companies have spent over 
14-billion dollars in Minnesota in the 
last five years to make high grade iron 
ore out of taconite. Huge processing 
plants, complete new railroads, new 
man-made harbors on Lake Superior 
and whole new towns are springing 
up in an area once populated by less 
than one person per square mile. Two 
of the new taconite communiti 
ready contain more than 1,100 homes. 
Another, now building, will house 
up to 10,000 people. Conservative es- 
timates show that the half-billion 
dollar investment of the mining com- 
panies will be matched by dollars in- 
vested in the service industries needed 
for this giant taconite development. 

Yet this mining boom is only one 
part of the seemingly endless diversi- 
fied wealth of the Upper Midwest. For 
example: geologists report that “few 


areas can promise industry the water 
supplies Minnesota can,” where one 
square mile in every 20 is covered 
with water and 1,000-gallon-a-minute 
commercial wells are common. North 
Dakota’s Williston oil basin, dis- 
covered in 1951, now has 785 produc- 
ing wells in 32 proven fields. And 
North Dakota has enough lignite to 
supply the nation’s solid fuel needs 
for 240 years. 

Such rich natural gifts inevitably 
add up to a stable, balanced, prosper- 
ous economy—the kind of economy 
that attracts and holds skilled, ca- 
pable and progressive people. This 
wealth of natural and human re- 


=> 
on | i 


“<? 


TACONITE 


Meth Dakota ~ 


“mousing — 


sources is reflected in industrial de- 
velopment ranging from the heaviest 
manufacturing to the ultra-precision, 
electronic “brain industries” which 
are sprouting throughout the area— 
particularly in the area’s economic 
and urban center of nearly one mil- 
lion people, Greater Minneapolis. 


NOTE TO ADVERTISERS: The quick- 
est, most resultful way to tap the 
fast-growing Upper Midwest Market 
is through the pages of the Minne- 
apolis Star and Tribune. (Now only 
the four largest U.S. cities have news- 
papers with more circulation than the 
Minneapolis Sunday Tribune.) 


Copr., 1957, The Minneapolis Star and Tribune Co. 


4% Minneapolis 
Starand Tribune 


EVENING 


MORNING and SUNDAY 


—— | Wascomsin 
rol ¥ B 


ws Minnesota > 


625,000 SUNDAY + 495,000 DAILY 
JOHN COWLES, President 
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Thoughtful engraving buyers send 
ROP COLOR and other newspaper 


work to this company. . . because 


in the 


NEWSPAPER FIELD 


Assures 


more EXPER/IJENCE 
more VERSATILITY 
more FLEX/B/LITY 


This company, with two plants, is first among photoengraving businesses 
in the middle-west, probably the country, in volume of newspaper work. 


We maintain constant research, cooperating closely with leading news- 
papers, electrotypers, and mat makers to develop new skills and experience, 
providing better standards of reproduction. 


Continuous large volume of work assures our versatile craftsmen full 
knowledge of all types of copy for newspapers. We get every kind of copy— 
and know exactly what to do with each. 


This volume also assures flexible operation, with plant schedules making 
it possible to meet unusual needs of customers without costly penalty. 

Truly, here is more experience, more versatility, more flexibility — 
awaiting your call! 


E> — 
omar Ms 


te 


ge CHICAGO ENGRAVERS 


and \ 


NEWS PRINT ENGRAVING CO. 


ONE LOCATION UNDER ONE MANAGEMENT 


210 So. Desplaines Street + Chicago 


writ 


“Phone AMidover.3-7100 


780% INCREASE IN BUSINESS SINCE 1943 


This record of growth is proof of performance, resulting from our fixed 
policy of rendering outstanding quality and service at sensible prices. 


FirSTS—Publisher C. B. Lindeman 
gencer, and Frederick E. Baker, 


(left) of the Seattle Post-Intelli- 
Frederick E. Baker & Associates, 


display the Reserve Award certificates which were presented by 

the Department of Defense to their organizations for “outstanding 

cooperation with the Armed Forces Reserve.” The awards were 

the first to be won by Seattle organizations, and Baker is the first 
agency on the West Coast to receive the award. 


act like a man at all... 
bothers us,” Henry O. Whiteside, 
vp and director of research of 


J. Walter Thompson Co., told 
|members of the Chicago alumni 
chapter of Alpha Delta Sigma at 
its 10th anniversary dinner meet- 
| ing last evening. He was speaking 
\of the housewife. 

Mr. Whiteside, in emphasizing 
the importance of knowing the 
background of a market, used as 
/his illustration the housewife and 
| food advertising. 

He explained to the group that 
the housewife goes through three 
major stages—all of concern to 
the advertiser. 


e When she’s first married she’s 
}on the alert for how-to-do-it in- 
formation. 


e When the children arrive, her 
principal concern is to keep the 
family together and healthy. 


e At the “deserted cook” stage, 
after the children have left home, 
she admits for the first time that 
“she never has liked to cook” and 
wants to go back to the simplest 
cooking. 


® Hazards face the advertiser 
who doesn’t know the market, he 
said. Cooking instructions must be 
spelled out for the new wife, for 
example, because she will blame 


Don’‘t Confuse the Housewife; She’s Doing 
Best She Can, JWT’s Whiteside Tells Admen 


Cuicaco, Sept. 25—“She doesn’t|not only herself, for a failure, but 
and that|the product as well. Recipes for 


four or six upset the bride, he 
|said, because cutting a recipe to a 
|quantity for two presents a prob- 
jlem. (Mr. Whiteside commented 
that the standard jokes and car- 
toons on the bride’s cooking are 
based on reality.) 

General characteristics of the 
housewife are that (1) she is of 
limited experience—once married 
she confines herself to her neigh- 
borhood; (2) she is not an inno- 
vator, which makes a problem of 
presenting something new; (3) 
she is fairly unimaginative; (4) 
she is cursed with a sense of fu- 
tility—her dream world doesn’t 
come true; (5) her hopes are rath- 
er vague and (6) she has fears, 
problems and needs of her own, 
Mr. Whiteside told the group. 

In selling to women—or any 
group—it is necessary to find out 
what the ads say to them, Mr. 
Whiteside emphasized. # 


Masters Opens Largest Unit 

Masters Inc., discount depart- 
ment store chain, will open its 
largest store, 60,000 feet, in the 
Lake Success shopping center, Oct. 
28. The new unit is expected to 
bring the company’s sales volume 
| for the year to more than $45,000,- 
000, according to president Steph- 
en Masters. 


PROGRESS 


PRE-PAK 
R.O.P. COLORMATS 


for 


Sty 


are used REGULARLY 


by some of the 
LARGEST AGENCIES 


some of their 


LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS PLATE MAKING COMPANY 


913-23 Filbert Street, Philadeiphia 7, Pa. 


WaAlinut 2-0447 


: “of course any of the three can be reached by one call ’ 


THE PROGRESS + HANSON + PROGRESSIVE GROUP 
PHILADELPHIA + NEW YORK + WILMINGTON ¢ BALTIMORE + WASHINGTON + RICHMOND 


923 Filbert Street, Phila. 7 ; 9th & Sansom Streets, Phila. 7 9th & Sansom Streets, Phila. 7 
WaAinut 2-0447° Wainut 25567" Walnut 2-2711° 


WOW YORK. MU Hil 2.1723 © WILMINGTON: OL 5-6067 + GALTIMORE, SA7-S002 © WASHINGTON, EX 3-7444 4 RICHMOND. RI 7-278 
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Efforts of Media, 
Business Praised at 
N.Y. BBB Anniversary 


New York, Sept. 24—Business, 
civic and political leaders turned 
out today for a special luncheon 
celebrating the 35th anniversary 
of the Better Business Bureau of 
New York City. 

Mayor Robert F. Wagner cited 
some of the numerous instances 
of close cooperation between the 
privately sponsored BBB and 
various city departments. He also 


commented on the recent joint) 


studies of the laws governing go- 
ing-out-of-business and other spe- 
cial distress sales. 

“TI am planning in the near fu- 
ture to recommend amendments 
in the law to our city council,” he 
said. “It is my hope that we will 
recodify and reclarify the types of 
special sales which require a li- 
cense from the city. 


s “In addition, we propose (1) to 
reduce the maximum period that 
these special sales may be held 
from 120 days to 60 days, (2) to 
insert provisions which will as- 
sure that any false or misleading 
advertising in conjunction with 
such sales will subject the adver- 
tiser to the full penalties of the 
law and (3) to provide penalties 
for any person who conducts a 
going-out-of-business sale or re- 
moval sale and then continues in 
business after making these false 
representations to the public. 

“We also will propose that pen- 
alties be made heavier and man- 
datory for violations of any sec- 
tion of the sales law,” the mayor 
added. 


s James S. Schoff, president of 
Bloomingdale Bros. and chairman 
of the BBB board of directors, 
pointed out that “in spite of the 
fact that we have the usual] quota 
of charlatans and gyps, who are 
anxious to defraud the public and 
bring discredit on the entire busi- 
ness community, the number of 
complaints submitted to the bu- 
reau has decreased from 44,000 
five years ago to 25,000 this past 
year. 

“When we consider the millions 
of individual transactions that are 
consummated in our community 
in one year,” he went on, “the fact 
that the bureau received only 25,- 
000 complaints is dramatic proof 
that New York is one of the clean- 
est cities in the country from the 
point of view of the consumer.” 

In 1947, the bureau received 
approximately 31,500 inquiries 
and complaints from the public 
and business. While complaints 
have decreased, the combined to- 
tal of inquiries and complaints is 
now approximately 150,000 per 
year. 


s Hugh R. Jackson, president of 
the bureau, called for a fight to 
the finish against bait advertising, 
and in this connection singled out 
for praise the city’s newspapers 
and radio and tv stations. 

“I would like to pay special 
tribute to our local television and 
radio stations, which have virtu- 
ally eliminated the pitchmen who 
were hawking these phony bar- 
gains so raucously only a couple 
of years ago,” he said. 

“Let me, at the same time, give 
commendation to our newspapers 
for their constant job of checking 
advertising copy of all types and 
for their courage and wisdom in 
rejecting much objectionable copy 
on their own initiative, as well as 
cooperating closely with the bu- 
reau in this regard.” 

Other addresses were made by 
Sen. Jacob K. Javits (R., N. Y.), 
and John D. Gray, president of 
Wallachs Inc. and chairman of 
the committee sponsoring the 
event, who presided at the lunch- 
eon. + 


|Market Planning Corp. 
Names Sonnecken, Schiller 


Edwin H. Sonnecken has been 
appointed exec vp and general 
manager of Market Planning Corp., 
New York, a McCann-Erickson af- 
filiate. Mr. 
was programming manager on car 
and truck marketing plans for Ford 
Motor Co. and manager of the 
company’s consumer research de- 
partment. Market Planning Corp. 
also has named Nathan Schiller, 
who has been in charge of sam- 


Research for the past six years, di- 


cal department. 


ABC Names Walker to Board 


Sonnecken formerly | 


|eT, 


|pling operations at Alfred Politz, McGraw-Hill Names Rowley 
Publisher of ‘Power’ 


rector of the sampling and statisti- 
| 


Louis N. Rowley, editor of Pow- | 
a McGraw-Hill 


The Audit Bureau of Circula-/| will continue also as editor. He 


| tions has elected Lester A. Walker, 


publisher of the Guide & Tribune, 
Fremont, Neb., to its board of di- 
rectors, filling the vacancy created 
by the resignation of Verne Joy, 
publisher of the Sentinel, Cen- 
tralia, Il. 


succeeds Shelton Fisher, publisher | 
since 1949, who will continue as 
publisher of Fleet 
Electrical Merchandising. 


publication, | - 
jhas been appointed publisher of 
| that magazine, effective Oct. 1. He 


87 


lyn Edison and Consolidated Edi- 
son companies. He was named 
managing editor of Power in 1945, 
executive editor in 1949, and editor 
in 1954. He is a fellow of the Amer- 
ican Society of Mechanical Engi- 
neers, and a member of the 
American Nuclear Society. 


Owner and WGN-TV Joins TV Bureau 


WGN-TV, Chicago, has joined 


Mr. Rowley joined Power as an| Television Bureau of Advertising 
assistant editor in 1937. Before that|as a member station. Total mem- 


|he was associated with the Brook-| bership in the organization is 238. 


It’s a market LARGER than 
each of 36 entire states 
and the ONLY 
Cleveland Newspaper that 

sells this WHOLE MARKET is... 


73,159 DOG LICENSES 


were issued in Greater Cleveland this year 


Just multiply this figure by average daily consump- 
tion of dog food and you have a very substantial 
everyday market for any good product that is well- 
sold to Cleveland buyers. NOW, add the dog popula- 
tion of the 26 counties adjacent to Cleveland (est. 
68,000) and you have a market of at least 141,000 
owners of licensed dogs—not to mention unlicensed 


dogs who eat just as much as those registered. 


Your advertising in the Plain Dealer sells the Greater 
Cleveland market—PLUS— the 26 adjacent counties. 
The Plain Dealer is the only Cleveland newspaper 


with substantial circulation 
eastern Ohio market. 


The Plain Dealer sells 


26 adjacent 


TOTAL 


in this rich North- 


two great 


RETAIL MARKETS Cleveland*2% billion 


Counties *2 billion 
$4, billion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000 
(000) (000) J 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive ¢ 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Yi 


*C 


are not included in above Sales. 


The Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, ( 
San Francisco and Los Angeles. Member of Metro Sunday Comics and Magazine Network, 
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Rocky Mountain 
aE alt x a 


News 


“Good Morning’ Newspaper 


NOW! FULL COLOR R. O. P. 


Represented by 


is available in the Rocky Mountain News. Because of our tabloid 
page (1,000 lines) and the economy of our rate, advertisers can 
get the impact of a full page in full color for a surprisingly low 


General Advertising Dep't. 


SCRIPPS-HOWARD NEWSPAPERS 


| Department Store Sales... 
| 


Sales Slump 4% in 


Wasuincton, Sept. 26—Depart- 
ment store sales across the U.S. 
during the week ending Sept. 21 
fell 4% behind sales for the simi- 
lar week of 1956, the Federal Re- 
serve Board reported today. Sales 
for the four weeks to that date 
were 1% ahead and sales for the 
year to date were 2% ahead of the 
previous year. 


= Four of the 12 FRB districts re- 
ported sales gains: Atlanta, 4%; 
Minneapolis, 6%; Kansas City, 
7%, and Dallas, 9%. The rest 
showed losses as follows: Boston, 
13%; New York, 11%; Philadel- 
phia, 11%; Cleveland, 8%; Rich- 
mond, 7%; Chicago, 5%; St. Louis, 
4%, and San Francisco, 1%. 
Detailed breakdown of sales for 
the districts is not available until 
next week. Sales for the prior two 


Aiming at the Rich Southwest .. . 


Don't Miss the COLORFUL 


MAGIC EMPIRE! 


A BILLION DOLLAR 


MARKET 


This is the billion-dollar Magic Empire, oil-rich, 
water-rich, and loaded with buying power. You 
just can’t cover the Southwest without it— 
and at the heart of this Magic Empire you'll 
find the richest pay zone of all: Metropolitan 
Tulsa. Here *323,500 people share an effective 
buying income of *$610,033,000. 


Are you getting your share of this billion-dollar 
market? You can, when you tell your story 
in the Tulsa World and the Tulsa Tribune— 
preferred reading of +171,897 residents of the 


fabulous Magic Empire. 


*1957 Sales Management Survey of Buying Power. 
+March 31, 1957, ABC Publisher's Statement 


COLOR ADVERTISING 


Ask a Branham man for covies of color ads in the World 


and Tribune . . 
colors. 


. Spot color in black and one, two or three 
Also process and Sunday letter press magazine color. 


TIONALLY BY @ THE BRANHAM | 
IN THE PRINCIPAL CITIES IN THE USA. 
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Sept. 21 Week Sales B 
ales Barometer 
weeks broke down as follows: 
% Change trom 's6 Change from 1956 
Week Ending 
Federal Reserve Sept. Sept. 
District, Area, and City 7 14 eek Ended 4 
UNITED STATES 2.000000 + 1 o = 21. ’57 = % 
Bestom District ccc =s wil pt. 21, 
Metropolitan Areas 
Bost —-4 «=f 
Downtown Boston ............ — 5 —il1 
Suburban Boston ............ o —s& Jan. 1, ‘57 to 2 
CaMDBridge ........cccccccnene — 9 —8 ’ % 
—. =? Tif Sept. 21.57 Ma /0 
Lowell ............ at =f 
City 
Springfield .......... - —2 —12 » 
New York District ................ + 5 —4 lita 
Metepetiten Asess py «pl —i +8 
RS a te: ates. —t +6 
New York-N.E. St. Paul at +2 
NOW JOrTBOy  crccccccccececceee P4 6 —4 Cities > 
—— — ~ ; —T Duluth-Superior — warm 
Gane. - oe + 4| Bansas City District ... eo +2 
POG ae 8 Oh ee ae 
Philadelphia District ............ —3s —6 Sas, oO: ae 
Mewepettinn Ascne CRIED, cefteeusiipetiicniiene 2 +13 
WUMINBtON ......ccceereereeeeee P— 4 —7 i; A neg aaa 
weenten cineca a = Albuquerque oocccccsccsseccssscs-- +2 +4 
Philadelphia aon & nit — a - : + . 
; Cities 
+ a r—25 +10 
~ 2 Kansas City ...... +2 +5 
ii Dallas District ........000000000 — 4 +5 
Metropolitan Areas Metro 
politan Areas 
Leexb ton aesersssrernrserrnssserneee DRY ryan ian cncneneesensneensereeneeneve o +9 
Akron ........... —3 —9 +8 +8 
Cincinnati —7 —9 5 +6 +1 
Cleveland ......... : 0 —5 —13 +8 
Columbus ......... —3 —3 ae po 
— 5 —7 +> San Francisco District ...... —2 r+ 4 
— ecagmerae + 1 a 1 Metropolitan Areas 
ED enreocresnsveceee -¥ 1 + 3 Los Angeles-Long Beach — 6 +15 
Pittsbur o 9 + 6 Downtown Los Angeles .. —21 +12 
Wheeling-Steubenville ...... ? — Westside Los Angeles ...... 3 2 
Richmond District .................. f— 1 7 en +23 +12 
a Areas . tt DOD ii Dinnemmar ees. 
a rr — ; Sen Francieco-Oskiend ... — 4 age 
Downtown Washington . — 6 a San Francisco City .......... —4 —4 
14 rT —7 
al Portland ........00. — +6 + 6 
Atlanta District... -)' =-=@ Loe —% : 2a 
Metropolitan Areas Spokane .... a a +1 
— seeeanmesennanscsesrsnenny — : =~ RN Gilet les cictainitiiniess —s —I1 
BCKBOT VLG orcccveccseceecceeerenee  - _ — L Gaal ilable. 
by sec mnie +1 +2 r—Revised. Data not ava IT 
Miami City _—5 —10), a 
Attente a aieal = : —§ TV Guide’ Names Two 
ul eecees. — — _= 
Stenaretite i aR ee + —s| Wayne H. Masoner, formerly 
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EWRR Keeps Porter; Philadelphia 
Office to Handle Delta-Star Unit 


(Continued from Page 3) 
unacceptable to Porter. Ruthrauff 
& Ryan has since withdrawn its 
resignation of the account ten- 
dered last week (AA, Sept. 23). 


® Philip C. Wallach, advertising 
director for Porter, said his com- 
pany had hesitantly succumbed 
to the McGraw-R&R proposal 
because in addition to being gen- 
erally pleased with the job R&R 
has done under difficult condi- 
tions, he did not look forward to 
changing agencies following its 
recent move out of St. Georges & 
Keyes (AA, April 15). 

Another factor which caused 
Porter to give in, Mr. Wallach 
said, was that Jack Legler, who 
was formerly account supervisor 
on the Porter account while at St. 
Georges & Keyes, was now with 
EWRR, and was available as a 
consultant on the Disston end 
(hand and electric tools) of the 
Porter business. 


s While some sources along Mad- 
ison Ave. believe Porter is stay- 
ing with EWRR only as a delay- 
ing action prior to the selection of 
a new agency, it is generally felt 
that the Porter business in the 
Philadelphia area will remain 
with the agency. This segment, 
along with corporate advertising, 
accounts for more than two-thirds 
of the Porter advertising dollar. 

Speculation is that Porter will 
look for another agency to handle 
the Delta-Star business, as well 
as the refractories and Vulcan 
crucible steel divisions, both in 
Pittsburgh, and Leschen Wire 
Rope, St. Louis. 

Lending additional force to this 
argument are reports that Porter 
is expected to pick up a couple of 
additional companies this year, 
which may not fit into a Chicago 
handling picture, or which may 
give rise to additional conflicts. 

While denying that Porter was 
staying on as a delaying action, 
Mr. Wallach said Porter is 
“looking around with no definite 
idea of moving.” He did intimate 
with certainty that Porter’s Phila- 
delphia segment and its corporate 
advertising are “securely locked” 
into EWRR. 


s With the move of the Delta- 
Star business out of EWRR’s Chi- 
cago office, only Porter’s Leschen 
Wire Rope division remains there. 
It accounts for less than 5% of 
Porter’s advertising. 

In addition to Delta-Star, 
EWRR’s Philadelphia office con- 


tinues to handle the Henry Dis- 
ston division, Quaker rubber di- 
vision and the Riverside-Alloy 
Metal division. All four divisions 
account for about 65% of Porter’s 
$870,000 advertising expenditure. 
The refractories and Vulcan Cru- 
cible Steel divisions are also han- 
dled from Philadelphia, but are 
small advertisers. 

The Disston division accounts 
for the largest share of Porter ad- 
vertising, about 30%, with Quaker 
Rubber and Delta-Star each run- 
ning some 15%. 

Tom Wheelwright will coordi- 
nate all Porter advertising from 
the New York office, where cor- 
porate advertising and the W-S 
fittings division will also be han- 
died. Ben Puchaski and Frank 
Creden will be the account exec- 
utives from Philadelphia. 

Mr. Wallach said that while the 
new arrangement “is by no means 
ideal,” it has been decided to give 
it a six-month to a year trial. 

“We are not closing our eyes to 
the possibility that on so highly 
technical account as Delta-Star, 
long distance service may be dif- 
ficult or impossible,” he said. 


® Delta-Star’s plant is in the Chi- 
cago area. Bill Krocke, Delta- 
Star’s ad manager, has said he is 
willing to go along with the trial 
basis, Mr. Wallach pointed out, so 
long as the division would get the 
identical service out of the Phila- 
delphia office as it had from Chi- 
cago. 

McGraw had no objection to the 
agency handling the conflicting 
accounts but demanded that its 
Line Material division and Delta- 
Star be handled by different ac- 
count groups and out of different 
offices, 

Mr. Wallach previously had said 
that McGraw executives turned 
down a suggestion of his that the 
Line Material division be moved 
from Chicago to Erwin, Wasey’s 
Minneapolis office (AA, Sept. 23). 

Mr. Wallach said Porter will 
eventually have “to accept the 
fact that in this era of diversifi- 
cation it is going to be increasing- 
ly more difficult to find a single 
agency to handle the entire ac- 
count. Some day it may have to be 
split among several agencies.” # 


‘Co-Ed’ Names Sawyer A.M. 

John Sawyer has been named 
to the new post of advertising 
manager of Co-Ed, New York, a 
Scholastic Magazine publication. 
Mr. Sawyer was formerly assist- 
ant advertising manager. 


Wallach a Stormy Petrel of Ad World 


Philip C. Wallach, director of 
advertising and public relations 
of the H. K. Porter Co., has been 
in the industrial advertising busi- 
ness for only three years, but he 
has been in far more than his 
share of controversies. 

Two years ago he drew blood 
from the Chicago t.f. Club with 
an account of business blackmail 
conducted by some business paper 
representatives, alleging that “a 
smal] percentage—under 10%—of 
the space sales- 
men who call on 
me use unethical, 
dishonest tac- 
tics.” 

His stand was 
vigorously dis- 
puted by busi- 
ness paper repre- 
sentatives and 
Mr. Wallach fi- 


g 


Philip Wallach 


a good idea if ad- 
vertising space salesmen had a 
code of ethics and threw out those 
who wouldn’t abide by it. 

A year later, he was charging 
that the National Industrial Ad- 
vertisers Assn. had withdrawn an 
offer for him to be general chair- 
man of the conference committee 
on grounds he was too “contro- 
versial.” NIAA president John 
Freeman insisted that Mr. Wal- 
lach misunderstood; that while he 
was considered for general chair- 
man, he was never officially ap- 
pointed. 


® Now in the center of an agency 
selection or retention situation, 
Mr. Wallach will still tell listeners 
that he doesn’t regard himself as 
an advertising expert. 

In point of fact, Mr. Wallach, 
now 42, has spent most of his 
business career in public rela- 
tions. He left New York Univer- 
sity before graduation to work on 
the New York Journal, covering 
city hall at $16 a week. 

From 1937 to 1942 he was in the 
public relations business, largely 
ghosting speeches for business 
men, writing articles on aviation, 
and radio scripts (he sold about 
24 shows to networks for pro- 
grams like “Lights Out,” under 
the names of Alan Miles and 
Martin Edman). He did a three- 
year hitch with the Air Force—in 
as a private and out as a private. 

In 1943 he went to work for 
Shell Oil Co. as editor of “Shell 
News,” quitting in 1946 to join W. 
R. Grace & Co., where he headed 
public relations and edited the 
“Grace Log.” In 1954 he joined 
Porter as director of advertising 
and public relations. 


= He has recently been elected to 


his second term as president of 
Catholic Institute of the Press, an 
organization of Catholics in the 
communications field. He has 
been married for 13 years to 


Frenchborn Magdalena Yvonn 


Bernadette Frosell von Falken- 
Wallach 
friends as “Carla.” They have no 


borg, known to the 


children, live at 903 Park Ave. 
Last week, in a round-tabl 


discussion at a meeting of National 
Business Publications, he suddenly 
barked, “The real job of selling 
business papers cannot be done 
until the ABP and NBP get to- 
gether ... you’ve got to clean your 
There were 
some pained expressions around 
the room, but Mr. Wallach looked 


own house first.” 


satisfied and relaxed. # 


Murrow to Probe 
P.O. in ‘$1 Billion 


Kellogg to Build in Memphis 

Directors of Kellogg Co., Battle 
Creek, Mich., have authorized its 
officers to exercise an option on a 
17-acre plant site in Memphis. 
Kellogg officials say a plant in the 
South is necessary to properly 
serve that section of the country. 
A Kellogg survey team has been 
studying possible locations for the 
past two years, It is expected that 
ground for a complete manufac- 
€'turing plant will be broken this 
November. The Memphis plant will 
be the company’s 15th; 11 are lo- 
cated outside the U.S. 


CBS Tubes Program Expanded 

CBS-Hytron division of Colum- 
bia Broadcasting System, Danvers, 
Mass., is expanding its independ- 
ent service-dealer advertising and 
sales promotion for tubes begun 
this spring. The expansion follows 
a survey of dealers, 85% of whom 
said they wanted the program con- 
tinued and expanded, CBS-Hy- 
tron said. 
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Mail Case’ Show 


WasuincTon, Sept. 24—Columbia 
Broadcasting System announced 
today that the Post Office Depart- 
ment’s problems will be the subject 
of the first hour-long “See It 
Now” telecast this season, when| 
the series returns to the air Oct. 6 
at 5 p.m. EDT. 

Postmaster General Arthur Sum- 
merfield will be interviewed by 
Edward R. Murrow, while A. L. 
Cole, business manager of the 
Reader’s Digest, is to participate to 
present the magazine publisher’s 
views on the postal rate problem. 

The program is to be called “The 
Great $1 Billion Mail Case.” CBS 
said cameras will follow a letter 
through 19 operations as it is 
mailed in Manhattan to a destina- 
tion in Cincinnati and also will 
provide views of the highly effi- 
cient and generally profitable post- 
al systems of Holland and Switzer- 
land, as well as some of the new 
automatic machinery now being 
developed by our postal service. + 


‘Newsweek’ Boosts 3 in Europe 

Alan Root has been appointed 
European business manager of 
Newsweek, with headquarters in 
Paris. He has been succeeded as 
European newsstand circulation 
manager by Warner Tabaschnik, 
formerly circulation representa- 
tive for Germany and Austria. 
Newsweek also has appointed 
Charles Baszanger, European sub- 
scription manager, to the addi- 
tional post of Paris office manager. 


‘Army-Navy Journal’ Moves 
Army-Navy-Air Force Journal, 
Washington, will move to larger 
quarters at 1710 Connecticut Ave. 
Oct. 1, across the street from of- 
fices it has occupied since 1932. 


The IN 


EPENDENT 


You Can Cover the Richmond 
Market With the INDEPENDENT 
---and Only the INDEPENDENT 


RICHMOND MARKET 


CIRCULATION 
The INDEPENDENT* (e)___--__- 27,824 
Oakland Tribune {e).....--_--- 10,059 


SAN FRANCISCO NEWSPAPERS 


Examiner (m)-_-------------- 
Call Bulletin (e) 


*Total circulation: 32,284 (3/31/57) 


RICHMOND, CALIFORNIA 
Represented by Story, Brooks & Finley 


ROP color? 


-+- Of course 


ermine 


ARE YOU COVERING 


How many people are there on 
today’s corporate “decision team’’? 
Who are the people within a 
company who have the most to say 
about buying your product or service? 
Are your salesmen calling on the 


right people? 


Answers to these and other 
questions of paramount interest 
and importance to those selling 
the managerial market today 
are to be found in the just pub- 
lished report, “How Business 
Buys.”” This major marketing 
report is the result of the com- 
bined efforts of the Marketing 
Services Company of Dun & 
Bradstreet, Inc., Benson & 
Benson, Inc., an independent 
research organization of Prince- 
ton, N. J., and the Marketing 
Division, Advertising Depart- 
ment of “U.S.News & World 
Report.” 


For a copy, ask your 
advertising agency or write sce 
on your company letterhead 
to “U.S.News & World 
Report,” 45 Rockefeller 
Plaza, New York 20, N. Y. 


U.S.News 


& World Report 


Now more than 900,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
ernment and the professions. 
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‘Do-It-Yourself’ 
| ’ 7 
Won't Doin Package 
Designing: Reiner 
New York, Sept. 25—Do-it- 
yourself is okay, but not when it 
comes to package designing, ac- 
cording to at least one profession- 
> |al package designer. 
i | “Any good artist can design a 
: good-looking package,” George 
Reiner told the Assn. of Adver- 
|tising Men & Women last night, 
| “but only a professional designer 
jis equipped to create a package to 
|meet all the demands of display, 
|shipment, store handling, mer- 
; ‘ |chandising and economical pro- 
os | duction.” 
RESS Talent and experience at the 
|drawing board are not enough to 
; solve the specialized problems in 
packaging, he pointed out. “The 
packaging expert answers a real 
need in industry for a combina- 
tion of creative ability, technical 
knowledge and merchandising 


OEE esp cesgsiee 


You, too, can get ebectwe merchandising 
help in Muncie, 


Mr. Paul Fernding—district representative 
for Hills Bros. Coffee says—“The Muncie 
Star and Muncie Evening Press give me 
the merchandising support and co-opera- 
tion that I need to keep Hills Bros. Coffee 
among the leaders in the Muncie area. They 
are highly recommended.” 
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The MUNCIE STAR * 
% ; MUNCIE, INDIANA 
Kelly-Smith Company 


National Representatives 


— \in fields not necessarily your own. 


ESTABLISHED 1878 


THE FARGO FORUM 


MORNING—EVENING—SUNDAY 


FARGO, NORTH DAKOTA 


We're veterans at quality full color and spot color reproduction. 
Last year we printed 218 color ads 


134 local; 84 national; 34 full color. 


Some of our repeat customers are: 


Morrell Meats Phillips 66 Standard Oil 
Ocean Spray S & H Green Stamps General Mills 
Ford Old Gold Lucky Leaf 
Coca-Cola Firestone Heileman’s 
Duncan Hines Admiral L&aM 
Breeze Lan-o-wipe Jim Beam 
Cities Service Life Magazine Lux 

Betty Crocker Pepsi Cola Kelloggs 
Goodyear D-X Sunray Oil Co. Marlboro 
Wheaties Stokely Van Camp Seagrams 
Easy Washer Chevrolet 


The Fargo Forum covers 27 counties in North Dakota and 
Minnesota. 


DAILY—52,495 
SUNDAY—51,240 


ROP COLOR—Daily or Sunday except Monday Evening. 
Black and 1 color, Minimum 1,000 lines, 25% extra. Minimum charge, $90.00. 


Black and 3 colors, page minimum, extra $246.40. 
Biack and 2 colors, page minimum, extra $215.60. 


Color closing date, 4 days prior to publication, optional dates requested. 


For color information see SRDS or write The Fargo Forum, advertising department, 
Fargo, North Dakota. Represented Nationally by Kelly-Smith Co. 
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counsel. 

“He is aware of trends in all 
phases of merchandising and con- 
sumer tastes, knows how to apply | 
research findings to design, is 
abreast of new developments in 
packaging materials and processes 
and their costs.” 


® Deploring the “current trend of | 
jadvertising agencies to make} 
_ themselves supermarkets of all) 
skills without actually having all 
those skills on their payrolls,” Mr. | 
Reiner urged agencies to use the} 
| services of professional package | 
designers and to assist their 
clients in the screening and selec- 
| tton. He gave a five-point check 
‘list on how to choose a de- 
signer. 

1. Define the problem in your 
|own mind before choosing the ap- 
| propriate designer. 
| 2. Don’t be overwhelmed by the 
|size of a designer’s organization, 
small or large. Choice should not 
depend on number of employes. 
| 3. Judge by a designer’s success 


|Pay close attention to the amount 
lof repeat business a designer re- 
| ceives. 

| 4. Consider giving designers 
|spot or limited assignment tests, 
|as a means to acquaint yourselves 
| under actual working conditions. 

| 5. Don’t select anyone until all 
executives who will approve and 
| work on the project have a clear 
| understanding of the objectives. # 


TRICKY—Three of Inland Glass 
Works’ new golden triangle carafe 
server packages form a three-sided 
display with the yellow tops mak- 
ing a golden triangle on which to 
show a package sample. Stone 
Container Corp., Chicago, designed 
the package. 


John J. Timmer is vp and editorial 
director. Mr. Badgley is co-found- 
er of the Los Angeles chapter of 
the American Material Handling 
Society and former Southern Cal- 
ifornia manager for King Pub- 
lications. Mr. Timmer was former- 
ly editor of Western Industry. 


‘Western Material 

Handling’ Magazine Formed 

| Western Material Handling, 
|/monthly business publication for | 
materials handling and industrial 
packaging equipment buyers in 


11 western states, wili begin pub- 


.|Pulver Joins Colgate 

Stanley H. Pulver has joined 
Colgate-Palmolive Co., New York, 
jas media manager of the toilet ar- 
| ticles division, a new position. Mr. 
Pulver has 13 years’ media experi- 
jence with Biow Co., Lever Bros., 
| Columbia Broadcasting System 
jand, most recently, Dancer-Fitz- 
gerald-Sample, where he was tele- 
vision media manager. 


John J. Timmer J. E. Badgley 


lication in January, 1958. Initial |Newspapers Boost Swanson 
circulation will be 9,000 copies. | Gilbert P. Swanson, formerly 
Baymer Publications Inc., Los | advertising director of the Spokane 
Angeles, has been formed to pub- | Spokesman-Review and Chronicle 
lish the magazine. J. E. Badgley |and the Farm Quad papers, has 
is president of the company, and | been appointed business manager. 


Engraving and Electrotyping 
under one roof means 
faster — better 


service for you. 


Glebe Engraving 
and Electrotype Company 


Black and White—4 Color Process 


HA 7-5305 711 SO. DEARBORN STREET - CHICAGO 5 
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Advertising Age, September 30, 19 


‘Power’ Marks 
Diamond Anniversary 
with 728-Page Issue 


New York, Sept. 24—On Sept. 
4, 1882, Thomas Edison opened his 
generating plant on Pearl St., in 
New York; in October of that year, 
a little magazine called Steam be- 
gan in Chicago, to be called Power 
two years later. 

So Power celebrated its 75th an- 
niversary last week, with a wal- 
loping 728-page issue, which sur- 
veys the power business from three 
viewpoints—where it came from, 
where it stands and where it is 
going. 

The issue, which sells for $5 and 
is called “The Spectacular Story of 
Energy—U.S.A.,” consists of three 
main sections. The shortest one 
deals with developments during 
the 75 years. A second deals with 
the problems of expansion in pro- 
ducing and converting operations 
in the years just ahead, which will 
strain every technical resource the 
nation has. The third deals with a 
future time in which we will try to 
wring energy from the sun and the 
nucleus of the atom in order to 


57 


in Power for 35 years or more, in 
cluding 21 of more than 70 years. 
One of these, Babcock & Wilcox | 
Co., led off the issue with a 68-| 
page advertisement demonstrating | 
its history, diversification and fa-| 
cilities. This advertisement is at- 
tributed by Power men to the sales 
talent of Shelton Fisher, Power’s 
publisher. + 


_McGraw-Hill Publishes 
‘Successful Selling’ Book 

Techniques gleaned from ten 
jyears of traveling and actually 
selling with salesmen make up the 
substance of a new book by 
Charles L. Lapp, professor of mar- 
\keting at Washington University 
in St. Louis. Interviews with 
thousands of buyers enabled the 
author to include buyer-reaction to 
selling techniques. 

The book is “Successful Selling 
Strategies: How to Climb the Lad- | 
der to Sales Success,” one of Mc- | 
Graw-Hill Book Co.’s advertising 
and selling series. There are 368 
pages, and the book sells for $4.95. 


: ’ otis | 
(i the independent Northeastern } 
Wisconsin Market, goods and 
services move to 200,000 people 
through a single medium reaching 
over 39,000 homes every day! 
All business is local . . . so 
are newspopers. 


Full color available. 
GREEN BAY 


PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. McClosky, Manager, General Advertising 


mine the resources of sea and air. 


® The issue also traces the history 
of the business paper’s growth.) 
Power was the child of two young | 
men, Emerson P. Harris and Hor- 
ace M. Swetland, both graduates 
of the Boston Journal of Com- 
merce. They formed the tiny 
American Railway Publishing Co. 
to issue Power (which bought 
Steam at the time of Power’s first 
issue in 1884), American Journal of 
Railway Appliances and Street 
Railway Journal. 

In 1885 they hired a young man 
from Panama, N. Y., who had been 
a student of Mr. Swetland’s when 
he taught school there—James H. 
McGraw. He joined as advertising 
manager of Power, New England 
district. A year later he saved the 
company by borrowing a desper- 
ately needed $1,000. 

By 1888, the three men were 
publishing separate books, with 
Mr. Harris on Street Railway Jour- 
nal, Mr. Swetland on Power and 
Mr. McGraw on Railway Appli- 
ances. (Mr. McGraw bought Street 
Railway Journal the following 
year.) Thus the foundation of Mc- 
Graw Publishing Co. was laid. 
Mr. Swetland operated Power | 
Publishing Co. from 1892 until 
Power was sold to Hill Publish- 
ing Co. in 1902. After Mr. Hill’s| 
death, the companies were linked 
in the McGraw-Hill Co. In 1917, 
Power came back to Mr. McGraw. 


@ The early days of the publica- 
tion were marked by a decision to 
educate steam-minded engineers in 
the mysteries of electricity. Per- 
haps of equal importance was a 
tremendous drive by Fred Low for 
adequate boiler inspection and li- 
censing. In 1892, when he became 


TOLEDO is the key / to the sea 


Ninth largest port in the U. S., Toledo is already the center of Ohio's third market with $1,996,423,000 net effective buying 
power*. What will it be when the St. Lawrence Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


editor-in-chief, boiler explosions 
occurred daily. For 20 years he 
crusaded for a safety code, running 
a regular column called “Explo- | 
sions This Month.” In 1915 the| 
American Society of Mechanical 
Engineers boiler code became an| 
actuality. Mr. Low became editor | 
emeritus in 1930; he died in 1936. 

Today, Power’s editors are ac- 
cepting the challenge of the atom 
in much the same way their pred- 
ecessors faced up to electricity. 
L. N. Rowley, Power’s editor, calls 
attention to the study course the 
business paper has run to intro- 
duce engineers to the world of) 
nuclear physics. And Power made 
an innovation in industrial jour- 
nalism when it organized seminars 
to show management men the 
shape of things coming in the age 
of atoms. 


® The big anniversary issue is 
prefaced with a spread that lists 
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PORT BRIEFS 
from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


On June 29, four government economists 
began a study of the Port of Toledo, the 
first of several Great Lakes ports to be 
surveyed in the next few months. 


) 

! 

| 

) 

The Toledo study, the first ot its kind ever | 
. 


— 


made by.the U. S. Corps of Engineers, 
will include interviews with more than 
50 area industries. 


: 
Briefly the purpose of the field work is to 
explore in depth the various aspects of "| 

| the economy having a bearing on | 
Toledo's present and prospective water- 

borne traffic. | 
; 


The Great Lakes program was author- 
ized by Congress last year and $700,000 
has been appropriated for the economic 
studies and engineering plans for im- 
provements which may be recommended 
at the conclusion of the series. 


After the Toledo area survey is com- 
pleted, the team will evaluate the pro- 
cedure used here and then will proceed 
with studies of other major lake ports. 


TOLEDO’S NEWSPAPERS are the key f to this 


great and growing market on the St. Lawrence Seaway 


advertisers who have been running 


The rich 14-county Toledo market is ranked third 
in Ohio (after only Cleveland and Cincinnati) with 
net effective buying income of $1,996,423,000. With 
farm sales of $212,584,829 the Toledo market is first 
in Ohio. The TOLEDO BLADE and TIMES pene- 
trate this market in depth with 90% daily city zone 


coverage, 80% Sunday 59% daily trading zone 
coverage, 54% Sunday. To open the door to this 
big, growing, industrial-agricultural market 7 
must use the proper key--the TOLEDO BLADE 
and TIMES. 


*Sales Management Survey of Buying Power, May 10, 1957 


TOLEDO BLADE Daily and Guudoy. TOLEDO TIMES Mowing 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, ine. 
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RAB Names Three Speakers 


Radio Advertising Bureau, New 
York, has announced three of the | 0 


speakers who will participate in its |James 


Foods; Julian Barksdale, vp in 
charge of marketing and planning 


f Stephen F. Whitman & Son; and | 
J. Delaney, advertising 


third annual National Radio Ad-| manager of Sinclair Refining Co. 
vertising Clinic. Speakers are Al-| The clinic will be held Oct. 8-9, at 
bert Brown, vp in charge of adver-|the Waldorf-Astoria Hotel, New 
tising and public relations of Best | York. 


The £1 Paso Times 


An independent Newspaper 
Merning and Sunday 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


EL PASO 

The El Paso Times and El Paso 
Herald-Post are two separate and 
distinct newspapers. They dom- 
inate this area and are the Metro- 
politan newspapers of the Fabulous 
Southwest. 

El Paso is a swell place to do 
business. 


El Paso Herald-Post 


A Scripps-Howard Newspoper 
Evening 


rop color 


“The pullin’est ads 
we ever ran in the 
Newspapers!”’ 


**Never would have believed a few years 
back that the newspapers with their high 
speed production operation, could give 
us the fine quality color they give us in 


our advertising today 


. Process color, no 


less!+ It sure ‘hops up’ the pulling 
power !+* Naturally—and this is mighty 


important—we insi 


st on the finest 


master plates we can buy—pho*o-en- 
gravings master-crafted by ROGERS.” 


R O 


GERS 


engraving company 
2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN O 


F PHOTO-ENGRAVING 


Advertising Age, September 30, 1957 


| This Week in Washington ... 


Research Methods Insure Success of 


President's Small 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Sept. 26—In 1938 
—19 years ago—hundreds of small | 
business men were invited by | 
Commerce Secretary Dan Roper to | 
tell how government could help 
solve their problems. 

With scores of these rugged in- 
dividualists struggling for recog- 
nition, the Commerce Department 
auditorium soon degenerated to a 
bedlam. Eventually the police had 
to intervene, and the business men 
returned sullenly to their homes 
without helping Secretary Roper— 
and without getting their pet ideas 
off their chests. 

This week when 1,000 of today’s 
“small business men” gathered 
here for the President’s conference | 
on technical and distribution re- | 
search, elaborate precautions had | 
been taken to see that history did | 
not repeat. The agenda was “pre-| 
tested” on the basis of interviews | 
with a representative group of | 
business men. Even the speeches 
were “pre-viewed” by that hard, 
working and perceptive co-chair- 
man for distribution, “Red” Mot- | 
ley. 


Business Meet 


Another interesting thing about 
the President’s conference: De- 
spite the elaborate preparations, it 
cost the taxpayers less than $45,- 
000, because the small business 
men paid their way. That’s roughly 
1.5% of the price tag for the re- 
cent White House conference on 
education, Mr. Motley said. 


Members of the 
Overtures to radio-tv industry 
Civil Servants who have been 

muttering about 
dishonest decisions at the Federal 
Communications Commission have 
been told to bring their stories to 
the special House subcommittee on 
legislative oversight ... or forever 
hold their peace. 

The subcommittee, under Rep. 
Morgan M. Moulder (D., Mo.), has 
picked FCC as one of six inde- 
pendent agencies whose operations 


are to get a thorough going over. | 


An unusually competent staff has 
been assembled, under supervision 
of the distinguished legal philoso- 
pher, Arthur Schwartz. A case-by- 
case investigation of every FCC 
decision in a case involving com- 


| petition for a tv station is already 


junder way. 


s Even the speakers and panel 
members were “indoctrinated” in 
advance. “Don’t think of these 
small business men as stereotypes,” 
they were warned by Douglas Wil- | 
liams, of Douglas Williams & As- 
sociates, who had done elaborate 
pre-conference research for the 
meeting. 

“These people aren’t necessarily 
motivated by the desire to grow 
bigger or richer,” he said. “On the 
basis of interviews with at least 
100 of them, it’s clear that non- 
financial rewards loom high among 
their motives.” 

In the interviews some small} 
business men had taken the atti- 
tude, “I can only drive one Cadil- 
lac and eat three meals a day, so} 
why try to get bigger?” One ex-| 
claimed, “The bigger my business | 
gets, the less control I have over | 
it, so I want it to stay just about) 
the way it is.” 

Then of course there were a| 
goodly number of screwballs, like | 
the man who is suing one of the) 
nation’s biggest corporations “just | 
for the fun of taking them to the 
Supreme Court,” or the individu- 
alist who is going doggedly ahead 
with a new item, even though engi- 
neers and consultants insist there | 
isn’t a chance it will go over. 


|decisions were arranged, 


Many radio-tv lawyers have 
been complaining that some of the 
rather 
than based on hearing records, so 


Mr. Schwartz has written all ra-| 


dio-tv lawyers and appealed for 
information on a confidential ba- 
sis. In an address before the Fed- 
eral Bar Assn. he asked for data 


|\from lawyers who have lost cases 


they think they should have won, 
and “from civil servants whose 
loyalty to the country is greater 


So good it even filters 
the Filter-tip Cigarettes 


with thistube 
of crystals 
inside it 


reduces tars by 31.8% 
and nicotine by 33.3% 


when used for a full pack 


BACK AGAIN—This full page in the 
Oct. 7 Life and Oct. 19 Saturday 
Evening Post will signal return of 
Dunhill’s De-Nicotea holder to the 
advertising scene (story on Page 


22). 
= 


| than their loyalty to their immedi- 
|ate superiors.” 


That 1lth hour 
|Senator Puts hassle over the 
Vitriol in Letter efforts of con- 

trolled circula- 
| tion business magazines to get sec- 
ond class treatment continues to 
lecho, despite the departure of 
| Congress. 

Sen. Olin Johnston (D., S.C.), 
\chairman of the Senate post of- 
|fice committee, says Richard F. 
Green, Washington representative 
of the National Editorial Assn., 
was the key man mobilizing oppo- 
sition to the controlled publica- 
tions. In a vitriolic letter to Mr. 
Green, the senator said, “You 
know the amendment approved by 
a subcommittee and the commit- 
tee unanimously does not give con- 
trolled circulation business maga- 
zines lower rates. You further 


FORT WAYNE, 


INDIANA 


The Opportunity arkep— 


Billion Dollar Sales Potential 


587,400 people with $1,074,036,000 to spend annually. 


Are you getting your share of the potential in Indiana's 
great 15-county Golden Zone market? 


If you are, chances are you're 


Sentinel and The Journal-Gazette regularly to carry 


your sales message. 


FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


using The News- 


The News-Sentinel © tHE Journat-GAzette 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


MATS 


R.O.P. 


Deepmolded, clear-cut R.O.P. mats molded to individ- 
ual newspaper specifications, utilizing Certified Dry 
Mat Corporation’s special R.O.P. Blue Ribbon flongs. 


et SERVICE 
- 


pay Ano 


MAT 


a 


WAbash 22-1204 


resswe 


Rix COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


ee.) Sees er. is Pag AA i ae ete ee .s = » DOM eee ERR ee ead al a ir = 2 ge em aL oe ~ Atlee ee a he? a cas = Se 
eat ine Pe Whe lS Ce ae Sage ane Se i og f rae GREE Seba apie! ay ae E Ae Ste ha Sea "| eee ae ee ee 2 eer. aan a. i are 
ce a as Pa et ; eee Sirs, ta ete? ae on OR ees sa ~ a ti Saray ee ci aie ee iar 
Cee een... err ae ial Ct ae page pe cana ‘ J pele: GP ee Ph eM Up a RR a lig 5 Mla ce, ol ee ee CR as 
bis Se ko ead ai ae ae le. Ne em Tae” ee ea ee on Oe cree vem fey SE ee Oey eRe ee eRe ee ES 
.* Som cet. |: Oe a i ot al tag Bs 7 ho. gg ai ee ae 2 ne ae y= Sec Speers es eae SS eee oo ee i vai aig ded ki eer Bs a hee Bee i” ae, tae oe an 
pe : a LAER Fe Tea ee a Se ae La: ee ee ee ee meee Coe coer sae SRI LS eee RR STS Aaa 0 Sale Noe eee} eee Puce oner ne em 
Bio ta ll lala Cee ae a el ie Seca ry Pail ee : ppt oe. ae ae 5 a Tih so eae J ie st i eave ot eae ae pet oe 7 ccuaaag ae 
gan a : ¥ = is ae - = te Phe = P ci pie sah et A Eh a x ‘ : i Res 36 ele el *" oF, aaa 
se i 
ete wi 
Hi: ah 
ns: bi 
Oe 
| ane 
pt | Po | | 
Re a) 
| 
ay is 
aes a ——— Sy 
elas i | : 
Ee eX rics | a 
Be j This Dunhill = 
ae | i! De Nicotea \ 
aes holder | iW 
LP | | | = 
‘ t] | ae 
ogee | cu 
ie : 
$ i] 
fc | 
i ‘ | Ss i 
ee 
oe, < . car ——— a 
ake NATIONS LARGEST TRADE TERRITORY re ; . ss 2 
+= ie ier a ~ AL al tee oe . ws 
ue ‘i ‘ — | Same | a | me J ‘i 
ae pa The tes tnated 2 mating tre: ° 20 cigarettes as a8 fe 
ie ave ; —- See | 4 | | s 
ate ye f = . pastes 18 caqerenes 1 O8 won | ni 
eed ee <oaaaean t + , — B 
rey * we , | = Seresss 0 cgureme | anon von | - 
kc = | ~ oe: ee eee ~~ AP eae oe 
ees = - es 
Ba | é ; ot —— oo 
eae , ie 4 
ie ei A y ence munusuene Guven & me © LADY OF MOCUTEA Shae © AT STORED EVERYWHERE a 
ce Oe é . % 
1 AG RE aN ~ = 
Sw a fat 
ins Ses af 
5) 
apart De 
ging ce 
o fet: deeendenetilcinicsneenmeshasei a 
es ; Po ; a 
seein’: fr 
re ae ™ 
a ee is 
og stig 
ee ue 
” jeg i 
3 2 i eos > Rie a rs niet as : “ 
* — Pon Ge eee Ss 
; : = j 
opty “a : i er aa 
oy Se “ee oe. i 
is é a akesmily : * 
ae a ah mee. Ng : 
Reo as Beis 4 ae ey We a oe 
cs . Sa: iia Byes (Ys wi 
oe oar C2 oe — ss ae : cae 
Pere ig es , See ONS yeaa : 
aga ee a herr es ay f 
Cee rs re i Sa cago ES Rl at RY : 
Mie! K' of gh , c 
Prue 2 ; " : : oa a = agar 
~ 3 \ é "5 wae $3 J Me oes = : 
“e - ¥ ps ‘cag eee 1% ‘ ; a aaa reo, = . 
iz. — oe 7 Is ee 
, : ' a ’ j ee oe pg 
ative ‘ . pi yf a iiag a ee : 
er “Ni eee, % Ba ap er 
Pram —* - ae 2 eee fe Sale } SENN TS Te SEE Te ee . 
# ~~ ° ‘ ? _ ES 9 7 as 
é ; i” " . Oo, Maa eee : 
Paty ; (ay ce el ais laa ; 
= —- a es ee a : 
pete te cies F las wy eae jes) ‘ 
ae aL ce A ; 7 ec eee) 
oe ee = _ 4 x Pie ig H . ay Py ; De tag 4 - r 
ve es is > Fe ek ; 
pes 3 i iy ee, 4 ‘ ot aa 
i : a 1h Os hs. os ee 
ig fa “$ Bae Ge 3 es ch ee 
ia a amen kg . BS 
= ; , me ee ) ee —— 
ot ‘gers is BB ‘y s 
eae = af be SS ae 
aes y a tae ell ee 
Wim x : a ae 
+ saa . Po % 
cae we ete 4 
ie el in 
ee ay 
page TEN nay * 
a | ee | 
iF oat 
aie } 
ie, } EEE See ee are Ne See i : 
ae | 
7 ee | a re ee oe a 
Panky ’ t 
eer 
A sare ee 
ge | . 
|) oe 
gata | ae 
ety 
eis tee 
ae | 
A aa | 
Le yee f 
it nh 
ay 
acta te 
on | 
: Be 
ik 
ai: = i: 
 . _ 
~~ os 
s -~ 
ee . 
rye de 
preeee : 
She 
| ES 
: 
pea eee ee ; ; : ue Fea 2 
ee, eee i ET F pice cael ¥ ee eel : ee ay en ee =e Z : x 
oii alana oe lore 2 Pe I ee ee a eC ee eed eae nae Peg Se - ‘ ob IM Rit eas 4 i, r ? een Ts 
ne ae a ee ce Eg iN hee SP OOROEE Sn SOF." 9 gy ae ee Bah Sef daa ak ’ epee Ad ‘abs got 2 oS ee be Seat a oe + 
sare et ee eects Cueto q ae. at Pe seh he ed ne ig We ee ty Ee ee = Or amy oS es ta RS ie epi : a : eye ee air pox 
- Sa pr eal ” - EE Deas Aenea ate: - Barts, See ee ee RON hae I er aie ee = Se a er " ‘ 2 ssc a alin Serge BS ere ae ie eee 
ee Der a tape I ee cree mt aa eee aie ise role eet eee es at mee. = eS pee) oe te Sep rearas ec a wait : ee 
ee ee i : Berit sada eu ee, that aa ieee igi farm eee Sec Pe vt CT een a restihy Eee a Sock a ; . Be ay Ne Bie” on Se ee paieeater se 73, eth le aps aa 
¥ Se a a é bo ee ee pe a ot pT OS Se ka Ree. (Ay Se ent ea ase ae ee ee Z 3 es ae ete Fy a. go, (eae ete Rahs et oe ee 
a cee Semen h <> a arg 2 BESS Prete i hae ee i he ey Neal EP i, Oe re Mee ee Set ere rE Ah Se fl peer as ke a Bee Wd oo) oe ee eee eo tie 


Advertising Age, September 30, 195 


know the amendment will not al- 


low shopping news and free dis- | 
tribution newspapers any further | 


advantages not now enjoyed by 
them.” 

The only conclusion to be drawn 
from Mr. Green’s activity in this 
field, said Sen. Johnston, “is that 
you have allowed yourself and the 
great organization which you rep- 
resent to be used to protect the 
competitive advantage now en- 


Aman sors the total effect 


vows knee the fertal efit is by WARNES 


93 
\Newspaper Linage joyed a 15% surge, advancing 


from a °56 total of 12,626,091 to 


Is Off 2.8% in Ist this year’s 14,521,880 lines. # 
Merck Sharpe & Dohme Adds 


8 Months of 1957 | Agency: Boosts Two 


New York, Sept. 25—Newspa-| Merck Sharp & Dohme division 
per advertising during the first|of Merck & Co., Philadelphia, has 
eight months of 1957 was down | appointed Burdick, Becker & Fitz- 
2.8%—52,597,226 lines—from the | simmons, New York, to handle ad- 
same period last year, according |vertising for three prescription 


joyed by a large magazine publish- 
ing house.” 

P.S.: Mr. Green has yet to have 
an opportunity to tell his side of 
the story. 


to a Media Records check of 52 
cities. Total linage this year was 
1,839,195,876. 

Biggest percentage loss was 
suffered in the general classifica- 


|drugs: Inversine, used in the con- 
‘trol of high blood pressure; Ure- 
\choline, for urinary retention fol- 
| lowing surgery, and Mephyton, for 
hemorrhage. This is the agency’s 


Fake pre-ticket- 
ing, particularly 
in the furniture 
field, rates as one 
of the next areas of investigation 


‘False’ List 
Prices Hit 


when the House operations sub-| 


committee, under Rep. John Blat- 
nik (D., Minn.), resumes its inves- 
tigation of advertising early next 
year. 

The subcommittee already has 
completed hearings on advertising 
for cigarets and reducing pills, and 
its reports on these problems are 
supposed to be ready in January. 
Meanwhile. investigators are col- 
lecting information about situations 
where manufacturers jack up 
prices arbitrarily so retailers can 
offer their products “below list 
price.” For example, the staff cites 
a case where a chair worth $30 
was priced by the manufacturer 
at $60. “When the retailer sold it 
for $40, the customer was still pay- 
ing more than he should,” the in- 
vestigator reported. 


Sharp-eyed fed- 
eral ad regulators 


t) 


OU LA LA—“Vive la difference . 


. . in you” is the theme of an edi- 

torial-type six-page ad (one spread is shown here) promoting War- 

ner’s foundation garments in the Oct. 1 Harper’s Bazaar. Photo- 

graphed by Richard Avedon in Paris, with Suzy Parker modeling 

| eouturier fashions, the illustrations will also be used for page ads 

in Good Housekeeping, The New Yorker and Vogue. C. J. LaRoche 
& Co. is the agency. 


| 

|one involving a major tv advertis-|fuel,” and directed at consumer 
jer, have been spotted and noted ‘sales of gas for heating, cooking, 
for further attention. Officials say | water heating, and clothes drying. 
/no products now on the market|/The promotion runs in 11 dailies 


will kill flu germs or protect peo- | via Bozell & Jacobs, Seattle. 
ple, and they are annoyed to find 
‘Kudner Shifts Kehn 


some companies are beginning to 
use words which imply that their Kudner Agency, New York, has 
| products will help along these ‘named Donald F. Kehn account| 
lines. # | manager on the Allison division of 
General Motors Corp. He formerly 
Pacific Pipeline Pushes Gas _— was a member of the agency's copy | 
Pacific Northwest Pipeline Corp., staff. 
| Salt Lake City, has placed the first | | 
, in Pacific Federal Pacific Names Kerr 


| 


tion, down 6.7%—17,616,068 lines |{irst assignment from Merck, whose 
—from 1956. Classified was off| regular agencies are Doherty, Clif- 
4.8%, or 23,880,857 lines. Gains|ford, Steers & Shenfield and 
were registered in automotive, up| Charles W. Hoyt Co. 
3.3% or 3,935,848 lines, and finan-| Merck Sharp & Dohme also has 
cial, up 5.1% or 1,562,535 lines. named Eugene L. Kuryloski assist- 
Media Records also reported a ant director of sales and marketing 
loss of 4.8% for the month of Au-|and John A. Wells marketing and 
gust alone. This represented a de- | advertising director. Mr. Kuryloski 
cline of 10,860,419 lines from the|formerly was marketing director. 
August, 1956, figure of 227,297,178 | Mr. Wells has been advertising di- 
lines. Automotive last month en-|rector since 1955. 


ONE BILLION 
ONE HUNDRED 
SIXTY-NINE 


Whose Brew 
are ready to 


Shoos Flu? 

pounce on drug line began delivery of gas a year 
manufacturers who try to use copy ago. The current promotion is 
themes cashing in on the current headlined, “Natural gas, preferred 


| consumer advertising 


flu scare. At least two campaigns, | by millions because it’s the finest | 


Northwest dailies since the pipe- | 


James A. Kerr, formerly direc- 
\tor of public relations, has been 
appointed director of advertising 
jand public relations of Federal 
Pacific Electric Co., Newark. 


\ v. 
e a 
Illinois 
. 
2nd Big Market 
PIMITEOU!” mes > 
AY, a ) . 
Ui MA 4 \ S cs ae | 
* Old Indian word for Peoriarea ' 
meaning “‘land of plenty"’ 
CON. SP. 
METRO. AREAS POP. INCOME RETAIL SALES 
Peoria Journal Stor 1. Chicago 
© saturates metro. area with 99.7% daily ratio-to-homes 2. Peoria | 287,600 | $48,784 390,937 
© deli doily circul . of 100,000-plus 3. Rhito RDF Saw Se ae a od Te =? =” e 
© influences 13-county billion dollar market es Island- 273,100 516,413 318,232 | 
ine | 
4. Rockford 180,200 387,477 250,292 


Peoria Jour 


$.R.0.S. Est. 1/1/57 | 


affiliated with WTVH | 
_ Ward-Griffith Co., National Reps. 


} 
\\\Star 


TCH your SalesWagon 


1 to AKRONAREA # 
with yust ONE medium 


*BIGGEST ONE-NEWSPAPER CITY IN THE U.S.A. 

There's more than tires rolling out of Akron, the world’s 

trucking capital. Chrysler, G.M. Euclid Div'n., Firestone, Goodrich, 

Goodyear, General, Seiberling, Mohawk are among the big 

names here in Ohio’s most concentrated area of great industrial 

names. Diamond Match and Quaker Oats, the world’s largest 

fishing tackle factory and one of the largest producers of children’s 
> books and of rubber toys are here, too. 


* wn 


of THE BOOM IS ON IN AKRON 


* *A $1,169,000,000 Market with 
COMPLETE Coverage Daily and 
Sunday with ONE Complete 
Newspaper 


Send fox Your Copy 


TEN TOP BRANDS IN AKRON SURVEY 
A brand new Personal-Interview Survey 
by Dan E. Clark Il & Associates, Inc., 
reporting the 10 Top Brands in the 
home and on retailer's shelves; family 
and market statistics. It's yours — free. 


Obio’s Most Complete Newspaper 
STORY, BROOKS & FINLEY , Representatives 
JOHN S. KNIGHT, Publisher 
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ROCHESTER, MINNESOTA 


On a per household basis, Rochester families 
earn more, spend more than families in any 
other Minnesota city. 


CONSUMER SPENDABLE INCOME......... $6 
GE: Bs ooh 0 dick BHM w eM deccc ese en 
In this rich area—family incomes 20% above the na- 
tional average r family, retail sales 78% higher 
than the national average—only the POST-BULLETIN 
delivers saturation coverage . . . 103% coverage of 
Rochester. 
In its home country (Olmsted), the POST-BULLETIN 
reaches 5 times as many homes as the leading outside 
per ...3 times more than all outside papers com- 


arf passengers yearly. 


A 35,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 85,000 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 
Circulation over 21,200 daily 


COLOR AVAILABLE! 
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‘Illiterate Noses,’ Come-Hither Ads Put 
Perfume Selling in Bad Odor, Says Finerty 


New York, Sept. 24—Selling 
perfume today is “like trying. to 
sell a Rembrandt to the color-blind 
or a volume of Shakespeare’s son- 
nets to someone who has never 
learned to read,” according to 
Catherine Finerty of Batten, Bar- 
ten, Durstine & Osborn. 

Speaking at the eighth annual 
convention of the Fragrance Foun- 
dation, Miss Finerty maintained 
that the industry is faced “not only 
with the timidity of customers who 
live in a no-smell world, but with 
olfactory illiteracy as well. 

“Somehow the deadened, illiter- 
ate American nose has got to be 
awakened and educated to the 
pure pleasure of smelling fine per- 
fume—not just on special occa- 
sions, but every waking hour of 
every day and night.” 

Few perfume advertisements 
even try to sell anything you can 
smell, she alleged. If you scrutinize 


This ad—another in a year-round promotion in 
national magazines—reminds consumers to look for the 
Yellow Pages emblem in advertising. You can display this emblem in your 
advertising when you use Trade Mark Service in the Yellow Pages. 
Together they will direct more sales to your local 
dealers and distributors. 


emblem 


in 


ct 


advertising 


guides you to the 
Yellow Pages 


local dealers 


a 
— 
—_ 


-* 


where advertisers list their 


for your 


shopping ease! 


= 
} 


Find Your 
Nearest Dealer 
In The 


Yellow Pages 


most perfume ads objectively, 
“you'll see a group of advertise- 
ments for package designers.” 

And those that aren’t package 
posters, she said, “usually seem to 
assume that the sole purpose of 
using a perfume is to get a man. 
Most women want to get a man— 
or keep the one they’ve got—but 
as long as perfumes are promoted 
as love philters, a lot of attrac- 
tive, sensible women are going to 
steer clear of them. 


s “Smelling of a perfume that’s 
promoted as a man-trap is like 
announcing ‘I’m in the market.’ 
Men aren’t all that hard to get. 
And women like to be a little more 
subtle in their pursuit of them, 
anyhow.” 

Furthermore, Miss Finerty said, 
in the industry’s endeavor to make 
perfume seem fine and precious, it 
has succeeded mainly in making 
perfume into a_ special-occasion 
luxury—‘“something that women 
save and save and dab on in a 
niggardly way when they climb 
into a cocktail dress or an evening 
gown. 

“Can’t we get over to women the 
idea that they’ll feel better if they 
smell nice—whatever they’re do- 
ing?” she asked. “I don’t believe 
women wear perfume for other 
people to smell. I think they wear 
it for themselves—for the cham- 
pagny lift it gives them.” 


s Therefore, she suggested, per- 
fumes should try to convince wo- 
men “they should put on perfume 
before they get breakfast or go to 
the market or to work or to the 
PTA meeting—because nothing 
will give them such a feeling of 
exhilaration as a really lovely fra- 
grance they can smell on them- 
selves.” 

Miss Finerty, who is a copy- 
writer on the Revlon account, also 
suggested promoting perfume as 
“the accessory that takes fashion 
one step beyond color and line and 
texture and gives it a fourth di- 
mension of fragrance, in the same 
feeling as the cloth and the de- 
sign.” # 


Quaal Rips ‘Order 
Taker’ Selling, 
‘Transom’ Methods 


Peoria, Sept. 24—Misleading 


| program ratings and a lack of cre- 


ative selling in the television field 
were blasted last week by Ward 
L. Quaal, vp and general manager 
of WGN Inc. 

“Ratings, briefly, tell you who 
leads whom and when by quarter- 
hour time segments,” Mr. Quaal 
said in a talk before the Advertis- 
ing Club of Peoria. “High ratings 
have not always meant sales suc- 
cesses. 

“After all, the greatest sales tool 
of all is the end result which you 
show for the advertiser. We must 
never lose sight of the fact that 
our job is to move products, the 
same as other advertising media. 

“Ratings can be effective and 
helpful only if used intelligently 
and realistically and in their prop- 
er value,” Mr. Quaal added. 


s He warned broadcasters that 
“we must stop being order takers, 
forget about the transom and be- 
come true salesmen” if television 
is to get more than 11¢ out of 
every advertising dollar. “How 
much creative selling do you do?” 
he said. 

“To get our rightful share,” Mr. 
Quaal said, “we must brush up 
program techniques and evalua- 
tions, learn from the past—not 
only in the early days of tv but 
radio as well—and seek new meth- 
ods to improve programming, be- 
cause the show’s the thing.” # 
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GETS RESULTS IN THE FASTEST-GROWING CHAINS 


Everywoman’s readers have 


NICE BIG 
FAMILIES 


We can assure you Everywoman’s readers buy more because they 


have nice big families. How do we know this personal information? 


We have just completed a reader survey of Everywoman’s 
audience and here is what they tell us. Nearly all have one or 
more children. 74°¢ have two or more. One-third are above the 


national average with three or more. 


No wonder Everywoman’s readers are hungry for the helpful 


ideas they get from our editorial and advertising pages. 


We now have a complete profile on the Everywoman’s reader 
— we know her marital status, income, shopping habits, and 


other things of interest to us and our advertisers. 


For complete details of this study, 
write or call: 


Everywoman’s 


MAGAZINE 


NEW YORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 
CHICAGO...35 E. Wacker Drive, Chicago, Ilil., RA 6-O802 


SAN FRANCISCO ...Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


(116 chains whose dollar volume has grown from 2'/2 billion to 5.3 billion in G years!) 
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6p kids! PHOTO 
REVIEW 
OF THE 


KIDS AHOY—“Watch out for kids” is the theme of a new safety cam- 
paign by Seattle Transit System, which this year has taken over the 
school bus runs. Car cards and newspaper ads, with cartoons by Ir- 


win Caplan, and tv are being used, Cole & Weber is the agency. 


t 


a 


PSYCHOLOGICAL APPROACH—“Since displays can motivate people to 

buy at the supermarket, can they stimulate chickens to lay more 

eggs?” Berger-Rivenburgh, Chicago display company, wants to find 

out and has hung this “Egg-on-Mobile,” promoting Myzon Inc.’s 

poultry feed supplement, in a chicken house. Here, Karen Johnson, 

8, adds her persuasion to that of the mobile. (B-R says that “they 

also laughed” when the first farmer turned on lights before dawn to 
boost egg production.) : 


+ ERY: 


K&E DOINGS—Wil- 
liam B. Lewis 
(left), president 
of Kenyon & 
Eckhardt, con- 
gratulates Frank 
S. Christian, vp 
and manager of 
the Boston office, 
on the occasion 
of the opening of 
new quarters for 
the New England 
region. Two 
housewarm- 
ing parties were 
held at the of- 
fices, at 334 
Boylston St. 


wi ag 


SHUTTER BUGS—A small boy gets a helping hand as_ of a new stuffed elephant, also Lucky Lucius, at the 
he snaps Lucky Lucius’ tonsils in a picture-taking first meeting of the Children’s Aid Society’s Young- 
spree arranged by Richard G. Krueger Inc., New est Camera Club. Grownups, for the occasion, were 
York toy maker. The occasion was the introduction relegated to positions behind the fence. 


Barron Gibbons Dumas Sacks Harding Piner Sawyer Revelle Heinde! Lewis 
CONFEREES—Pictured at the second annual Newspaper R.O.P. Color Conference held Harding, South Bend Tribune; John Piner, Story, Brooks & Finley; J. H. Sawyer, 
in Chicago are Robert Barron, Houston Post; M. J. Gibbons and D. H. Dumas, both Sawyer-Ferguson-Walker; Charles Revelle, Ridder-Johns; L. E. Heindel, San Jose 
of the Houston Chronicle; John Sacks, Washington Post & Times Herald; Clarence Mercury-News, and John Lewis, St. Paul Dispatch-Pioneer Press. 


Ray 
Knott Armstrong Meier Maloney Weber Harmeyer Foltz Newcomer Flood Bliss Spillman Kurz 
COLOR ADDICTS—Attendees of the Chicago R.O.P. Color Conference include Charles Foltz, Lansing State Journal; Roger Newcomer, Battle Creek Enquirer & News; Robert 
Lord, Indianapolis Newspapers; Ralph Ray, Fort Worth Star-Telegram; L. T. Knott, Weed, Minneapolis Star & Tribune; Kenneth Flood, San Diego Union Tribune; Vincent 
Chicago Sun-Times; Nelson Armstrong, Port Huron (Mich.) Times Herald; Irwin Bliss, Earle Ludgin & Co.; Louis Spillman, Waynesboro (W. Va.) News-Virginian, 
Meier, Milwaukee Journal; Earl Maloney, Peoria Journal Star; Reynolds Weber, and W. C. Kurz, Chicago Tribune. The conference was held at the Sheraton Hotel, 

Lafayette (Ind.) Journal & Courier; William Harmeyer, Grand Rapids Herald; Joseph Sept. 22-25 (stories on Pages 1 and 2). 
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YOUR ADVERTISING 
WILL BE READ 
Y MORE : 

| PEOPLE /;,,,..y, 


MAGaz, 


ek 


| THAN IN 
ANY OTHER 
PUBLICATION! 


é -) B.S. 12,000,000 families read This Week Magazine every week! 
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If you sell through Industrial Distributors, 
they’re looking for you right now in... 


P.S. And if you don't, 
find out what they can 
do for you. Write for 
... few tree handbook, 
“industrial Distributors” 


Industrial Distribution 


A McGraw-Hill Publication (ABC-ABP) New York 36 


Heaviest Sheatter Print 
Campaign Set for Yule Season 
Sheaffer Pen Co., Fort Madison, 
Ia., will feature its Snorkel foun- 
tain pen in its Christmas advertis- 
ing campaign, utilizing one of the 
heaviest magazine schedules in the 
company’s history. Co-op newspa- 
per advertising also will be used. 
General magazines on the ad 
|schedule include The American 
| Weekly, Better Homes & Gardens, 
Coronet, Ebony, Fortune, Life, 
| National Geographic, The New 


|Yorker, The Saturday Evening 
Post, Seventeen, Sport and U.S. 
| News & World Report. Youth mag- 
lazines and selected comics to be 
used for Sheaffer cartridge foun- 
tain pens will include American 
Girl, Archie Comics, Boys’ Life, 
Calling All Girls, Compact, Har- 
|vey Comics, Scholastic Magazines, 
| Scholastic Roto and Young Catholic 
| Messenger. Sheaffer also is pro- 
|moting pens as business gifts (AA, 
|Sept. 23). Russel M. Seeds Co., 


|Chicago, is the agency. 


IF THERE’S TOO MUCH FROTH © 
YOU'RE PAYING TOO MUCH FOR BEER! 


There’s a lot of froth in the mixed mass weeklies 
when it comes to selling a man-bought product. 

With the big weeklies, you pay for the whole 
family, from Susie to Grandma—and still you miss 
a big share of the men you want. 

Over two million readers of TRUE magazine don’t 
see LIFE, LOOK or THE SATURDAY EVENING 
POST. The only way to reach these eager-to-buy 
men is through America’s leading man’s magazine. 

TRUE is ahead of them all, with the largest 
(2,500,000 readers) and fastest growing all-male 
market of any magazine today. 

If you’re selling automobiles, sports equipment, 


beer, life insurance, men’s wear, cigarettes, or any 
product where the man makes the big buying 
decision, aim directly at your best prospects: men. 
Don’t buy waste circulation at the mixed mass 


weekly prices. 


Take advantage of TRUE’s all-male market. Spend 
fewer dollars and reach more potential customers 


via their favorite magazine . . . 


rRUE 


AMERICA’S LEADING MAN'S MAGAZINE 
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SUPER MIGH-TEST 


MF No Prive Penalty "Cc wef 


~Regular Price 


SINCLAIR KiDS—Sinclair Refining 
Co. is running this newspaper ad 
in 269 papers as part of a drive to 
launch its new gasolines. The 
agency is Morey, Humm & War- 
wick, New York. 


Sinclair Kicks Off 


'3-Media Push for 


[Two New Gasolines 


New York, Sept. 24—Sinclair 
|Refining Co. this week introduces 
jits two improved gasolines—new 
|Sinclair Power-X and Sinclair H- 
|\C—-with a heavy newspaper, spot 
radio and outdoor campaign. 

The newspaper campaign begin- 
ining today will be carried in 
|269 newspapers in 157 cities in 
|Sinclair’s 36-state marketing area. 
Ads feature a dominant photo- 
| graph of a youngster wanting a 
| Sinclair cap. 

Identified in the copy as young 
|friends of Sinclair dealers, the 
i“Sinclair Kids” dramatize the 
company’s copy theme—“Sinclair 
Challenges You to Find a Better 
Gasoline Buy,” as well as pointing 


up “new higher octane... anti- 
jstall ... anti-icing . . . anti-rust,” 
jin the copy line. The “Sinclair 


| Kids” will be used in a continuing 
| campaign. 

Both gasolines will be backed- 
|up by an intensive fall spot radio 
campaign over 880 stations carry- 
ing approximately 10,000 spots per 
week. Some 4,000 outdoor posters 
will be used to introduce the two 
new grades of gasoline. Sinclair, 
along with most of the nation’s 
|major oil companies, markets two 
|grades of gasoline. 


® James J. Delaney, Sinclair ad- 
vertising manager, in announcing 
the extensive ad schedule, said 
|that for the first time in almost 
four years Sinclair will put an 
equal part of its advertising dol- 
lar into promoting its regular 
along with its premium gasoline. 

“We've talked premium for some 

\four years without saying too 
imuch about our regular gasoline. 

We've got a first rate regular, and 
since the predominant share of 
|the cars on the road don’t need a 
|premium gasoline, Sinclair has de- 
|cided to put an equal share of its 
|money into promoting its regular,” 
|Mr. Delaney said. 

| The agency is Morey, Humm & 
| Warwick, New York. # 


| Sun Chemical Appoints Two 
Sun Chemical Corp., Long Is- 
ine City, N.Y., has appointed Si- 
gurd W. Haug advertising manager 
of the graphic arts group and John 
J. Watson advertising manager of 
|the chemicals group. Mr. Haug 
will handle the ad program for the 
corporation's Bensing Bros. & Dee- 
ney Companies, General Printing 
Ink Co., George H. Morrill Co. and 
|Rutherford Machine Co. divisions. 
|Mr. Watson will handle ad matters 
\for Electro-Technical products di- 
| vision, pigments division, Warwick 
chemical division and Warwick 
| Wax Co. 
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The 85 S.I.C. industry groups that make up the field of electrically operated = 
products fall into 4 major market segments. These are: 


e Heavy Industrial Machinery 


...one reason why the field of electrically operated products + Light-Duty Machines & Appliances 


e Electronic & Communications Equipment 


is growing 70% faster than our growing economy © Primary Electrical Equipenent 
In one of these market segments — PRIMARY ELECTRICAL EQUIPMENT — all of 
the eight groups charted here exceeded the 76.9% growth of Gross National 


There’s an inseparable relationship between the amount Product in the period 1947-1956. 
of electric power generated and the output of products that put it to 
work. One doesn’t grow without the other. : 3511-WIRING DEVICES AND SUPPLIES M8) ELECTRICAL MEASURING INSTRUMENTS 


“| 


BD] mw fh 19 


31S TRANSFORMERS (Power and Distribetion) 


Last year about 600 billion kilowatt-hours of electricity were 
generated. By 1976 the annual KW-hr output is expected to rise to 2% trillion! 


Can you imagine the vast complex of electrical products 
we'll need to put all this power to work? 


uP 
Fy This is a quick picture of the opportunities that lie ahead 81% lee os B 
Ee in the field of electrically and electronically operated machines, appliances sua | | 165% 
and equipment. This is why it is one of America’s greatest growth fields. 10s7 | | 100 | | 1080 | ves7 | | 108s | yose 
In your sales planning, are you taking full advantage of this ee Sa 
growth trend? Specifically... are you placing enough advertising emphasis af 1168) uP 
in ELECTRICAL MANUFACTURING — the monthly magazine covering hess 169% 618 “a7 90» 
this whole broad field at the design engineering level! esd | 1980 | | s980 cose | teane:| bones 
3518 -ELECTRICAL INDUSTRIAL APPARATUS 360) INSULATED WIRE AND CABLE 
THE MONTHLY MAGAZINE %3 170* 115% 
OF DESIGN ENGINEERING Pras) pee pen 
47 1964 1986 1947 | 1966 1986 
in the field of : 
electrically operated e Write for graphic analysis charting growth trends of all 85 
products el S.1.C. industry groups that make up the field of electrically oper- 


BPA ated products. 


G@ COMPANY + 1250 SIXTH AVENUE, NEW YORK 20, N.Y. 
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Only Competition Gives Free Choice to 


Advertising Age, September 30, 1957 


|U: S. There is an unarticulated,;Jonkheer W. Van Andringa de, tion of the logic of life and buy- 
vague malaise, he said: “It is as|Kempenaer, president of  the/ing activity. 


Consumer, Zijlstra Tells International Meet jit we were afraid to ask questions|Netherlands Advertising Assn.| Speaking in the plenary session 


for fear of halting the progress|and chairman of the conference, 


SCHEVENINGEN, NETHERLANDS, 
Sept. 24—Restrictions on competi- 
tion in the economy represent re- 
strictions on the free choice of the 
individual consumer, Prof. J. Zijl- 
stra, Netherlands’ Minister of 
Economic Affairs, told more than 
500 delegates representing 26 na- 
tions at the second International 
Advertising Conference in Eu- 
rope. The conference was held at 
this North Sea resort earlier this 
month, under the auspices of the 
International Advertising Assn. 

Prince Bernhard officially 
opened the conference, in a cere- 
mony staged in the 13th century 
Knights’ Hall. He told delegates 


that “an increasingly important| — 


task is reserved for modern pub- 
licity in the field of international 
trade. 

“Thinking about the integration 
of the European markets,” he 
said, “it is obvious that exactly at 
this moment modern publicity in 
every country has an enormous 
task in giving extensive informa- 
tion about the products and ser- 
vices of the various countries in- 
volved. .. 


s “It goes without saying that a 
complex of other factors, econom- 
ic as well as political, play their 
part in this field. But whatever 
the final shape of economic inte- 
gration may be, maximum results 
cannot be obtained as long as the 
various countries remain ignorant 
of what others have to offer 
them,” he said. 

The main theme of the confer- 
ence was “The Fourth Freedom” 
—the freedom of the consumer to 
choose how he shall use and man- 
age his income. 

Speaking on this point Prof. 
Zijlstra said: “If the consumer is 
to have an adequate influence on 
production, there should be a suf- 
ficient amount of competition in 
business. For only when competi- 
tion functions properly is the 
consumer at liberty to prefer one 
product to another. 

“Only then, indeed, can he 
make his preference known. For 
competition is really a matter of 
creating opportunities of choice. 
If it is eliminated, there can) 
hardly be any question of con- 
sumer freedom...” 

One of the greatest and most 
serious restrictions of competition 
ensues from international trade 


barriers, said the minister. Im-|that we are undoubtedly making 
pediments to free international ... There are, however, abundant 
exchange of goods mean that (1) | signs of a transitional period .. . 


the consumer’s freedom of choice | 


is limited, (2) price relations are 
falsified by tariffs and (3) at 
times the foreign product is virtu- 
ally ruled out by prohibitive im- 
port duties or strongly quantita- 
tive restrictions. 


s John S. Coleman, president of 
the Burroughs Corp., spoke on 
“Advertising and the People’s 
Capitalism” and painted a glowing 
picture of business activity in the 
U. S. “Prosperity, it seems,” he 
said, “has no foreseeable term. 
. Possibly we have found the 
vaccine against major depres- 
sions.” 

Despite the mounting statistics 
of business activity and health, 
said Mr. Coleman, something is 
lacking in both Europe and the 


“To clarify our own concepts of 
these changing times we need a 
fresh approach, free from the bad | 
recollections of the past. We need 
new techniques .. . In the round 
table sponsored by the Advertis- 
ing Council to examine the new 
American economy, we have an 
important technique for arriving | 
at a fresh outlook. I would like to 
see such discussions going on all 
over the U. S. and Europe, in| 
business organizations, schools | 
and colleges. 

“Indeed, you are already lead- 
ing the way with such confer- 
ences as this, which provide a 
forum from which a new ap-| 
proach to European economic life 
is being spread throughout the 
continent.” 


In his address of welcome, 


likened advertising to an up-to- 
date weapon, probably the most 
powerful of all time. “It can be 
said to be the latest intercontin- 
ental guided missile from the ar- 
mory of peace and. liberty,” he 
said. 

“It has been thoroughly tested 
over short as well as long dis- 


in the Kurzaal, Dr. Van Der Wa! 
explained that “buyology teaches 
us how people buy in daily life.” 

From the recorded experience of 
over 10,000 cases, he reported, 
24% of all transactions in depart- 
ment stores are done on the spur 
of the moment. 

“Impulse buying” he said, “ac- 
counts for 15% of total sales ... 


tances. It can be guided right into| Women are far more spontaneous 
the heart of the target, wherever|than men; 24.6% of their trans- 


that might be—highly explosive, 
but constructive in its effect... 

“The peoples of this world 
might never enjoy peace and lib- 
erty if advertising fails to keep 
all wheels spinning and everyone 
fully employed. ... That, I am 
convinced, is the most important 
mission of advertising.” 


® Dr. G. Van Der Wal, chairman 
of the board of the Netherlands 
Industries Fair, advised delegates 
to study “buyology”—a combina- 


| actions are done on the spur of 


the moment... . The human male 
seems to be of a more rational 
character; only 20.6% of his 
transactions are impulsive. But he 
makes up for it by spending more 
—18% instead of 14%, as women 
do on impulse buying. 


se “Men are more serious. They 
do not give in so easily as women 
do, but if men fall, they fall much 
deeper and really indulge in im- 
pulse buying. 


GEE! Look at that 


outboard motor!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 


WIVT “shoots” the atom for 


A special distinguished service award...for an 
“outstanding contribution in the fight to 
conquer cancer”...has been conferred on WTV1 
‘by The American Cancer Society 

for the station's 30-minute 

documentary film, “Search. 
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A powerful story of the never-ending 
search for a cancer cure, “Search” is 
one of the most ambitious publig 
service programs ever produced it 
Florida. WT VT cameramen 

for example, filmed “hog 

radioactive isotopes at Oak Ridg 
while producing the picture 


This is another example of hoy 
WTVT's meaningful community 

service builds loyalty 

and acceptance for you 


ys 
“Pa 
mo 


Coco 


TAMPA- ST. PETERSBURG ranks 34th in retail sales among metropolitan markcts*, is a must on every modet 


market list! WIVT dominates the Twin Cities of the South, delivers bonus coverage of 239 prospering communitic 
*Sales Management Survey of Buying Power, May 1957 
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“But when we come to total 
sales, we should realize that 90% 
of our national freely spendable 
income goes through the hands of 
the housewife. Our freedom of 
choice is really hers.” ; 

Dr. Van Der Wal reported that 
deliberation in buying “is de- 
pressingly low.” As a result, he 
said, “there is a wide latitude in 
influencing people, to influence 
people in such a way that they 
are better directed to manage 
their income. Herein lies the ex- 
treme responsibility for the ad- 
vertiser and his agencies. . . 

“Advertising should be the dual 
medium through which the ulti- 
mate consumer visualizes his 
freedom of choice and through 
which the manufacturer gets a 
chance to face competition.” 


= While half the delegates were 
hearing Jere Patterson, exec vp 
of Erwin, Wasey, Ruthrauff & 
Ryan, New York, attack “some of 
the sour apples in advertising’s 
basket” (AA, Sept. 16), the re- 


mainder lunched at the Palace ho- 
tel and heard a speech by Erik 
Elinder, managing director of 
Wilh. Anderssons Annonsbyra 
AB, Stockholm. 

Mr. Elinder called on the IAA to 
provide overseas members with 
some compensation for their being 
unable to take part actively in 
the doings of the New York club. 

“As far as I can judge,” he 
said, “the IAA must in the next 
few years take into account the 
development which has made the 
New York club no longer the en- 
tirely dominating activity of the 
IAA.” 

Among the things overseas 
members would like to see, ac- 
cording to Mr. Elinder, are new 
clubs on the lines of the New 
York center. 

“It should be at least possible 
to have one IAA club for Europe, 
in London; for South America, in 
Buenos Aires; for the West in San 
Francisco—that is, in the natural 
centers of the export trade.” 

Mr. Elinder called for regular 


conferences—‘“every second or 
third year”’—of the type inaugur- 
ated at Zurich and repeated at 
Scheveningen. 

The IAA could also arrange 
specialist conferences with small 
groups of up to 20 members as- 
sembling to discuss a given prob- 
lem. “We need the big confer- 
ences, but we also need the small 
ones,” he said, “and it is our 
hope that the IAA will fulfill its 
aims by taking active initiative 
in both directions.” 

The final day’s plenary session 
on Friday featured closed-door 
sessions on six case histories: 
KLM, Shell, Sanforized. Kellogg 
Co., Renault Dauphine and Watch- 
makers of Switzerland. 

Final paper of the conference 
was by the only woman speaker: 
Charlotte Montgomery, writer, 
columnist and consultant to ad- 
vertisers on the woman’s point 
of view. She offered delegates ten 
ways to woo a woman customer: 


e 1. Women like color, good de- 


sign—attractive goods in attrac- 
tive packages, attractively dis- 
played and presented. , 


e 2. Women like news—new 
products, new uses for the old. 


e 3. She wants goods and prod- 
ucts that are keyed to her and 
her needs. Linking to fads and 
fashions that have caught on 
with her is one way to sell her. 
So is designing products to suit 
her way of life. 


e 4. The woman wants to sense 
basic integrity in all your deal- 
ings with her. She wants to feel 
the manufacturer stands behind 
every item that leaves his fac- 
tery; that the store will support 
the claims it makes about every 
item it sells. 


e 5. Women want convenience— 
in the way they buy and in the 
products they use. One example 
of this is one-stop shopping. 


e 6. Women want better pack- 
aging—convenient, easy pouring, 


award-winning cancer film! 


- STATION B . 
a ms 


ON WTVT* 


...according to new Pulse! And the top 
4 multi-weekly shows are on WTVT, 6 
to 7 p.m.! ARB proved it in February... 
Pulse proves it now: WIVT is your top 
buy in the Twin Cities of the South! 


*Pulse, June, 1957 


TAMPA - ST. PETERSBURG 
NOW 10th IN RETAIL SALES 
PER CAPITA (U.S. Department of Commerce) 


1957 1956 

ranking ranking 
Total Retail 
Sales 34 % 
Food Store 
Sales 39 44 
Automotive 
Sales 29 4 
General 
Merchandise 
Sales 33 37 


(Sales Management Survey of Buying Power, May 1957) 


23 OF TOP 25 SHOWS 


Amount 
$786,145,000 


147,698,000 


114,546,000 


| 
| 
| 
| 
| 
| 
| 
161,983,000 | 
| 
| 
| 
| 
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TAMPA - ST. PETERSBURG 


The WKY Television System, Inc. 


WKY-TV and WKY Oklohoma City 


WSFA-TV Montgomery 


REPRESENTED BY THE KATZ AGENCY 


News — from scene to screen in 30 minutes, 
with WTVT's modern transistor sound-on- 
film equipment plus 37 cameramen-corres- 
pondents throughout Florida. Super-swift 
coverage makes WTVT news highest- 
rated in the market! 


MATCHING—Anchor Hocking Glass 
Corp.’s turquoise blue bowls and 
dinnerware are getting a concen- 
trated consumer boost, from mid- 


September to mid-October, in 

eight Ohio markets. Newspapers 

and tv are the major media. Mc- 

Cann-Erickson, Cleveland, is the 
agency. 


non-tip bottles, for example. They 
also want recipes and easy in- 
structions, among other things. 


e 7. Women like a range of 
prices. In some cases a woman 
wants an economical item; an- 
other time—for company, or be- 
cause her family is particular— 
she will pay more. She should 
have a price choice. 


e 8. Women want help. They 
want to be told how to cook new 
dishes, how to get more service 
from appliances and more pleas- 
ure from other items. 


e 9. Women like to have their 
job of homemaking treated seri- 
ously. 


e 10. Women want products to 
be made constantly better and 
better. This may seem something 
of a hardship, but for those who 
do it there are great rewards. # 


McGraw-Hill Promotes Shaw 

Steven J. Shaw, who has been 
associated with McGraw-Hill 
Publishing Co. since 1945, has 
been named district manager in 
Chicago for Purchasing Week. He 
was formerly sales manager of 
Chemical Engineering. 
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“HOW BUSINESS 
USES CLIPPINGS” 


find out how a or 


clipping bureau Ray. 
can benefit you fam 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 
3356 complete listings for business, 

farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64° x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handiing. Documented, illustrated, 
cese histories. $2.00 — 128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S. CLIPPING BUREAU 


14 E. Jackson Bivd., Chicage 4, Ill. 
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Compton Shifts Houghton 
Compton Advertising, New York, 

has promoted Richard T. Hough- 

300 W. WASHINGTON ST. ton Jr. to account manager for In- 
@) CHICAGO FOOD BROKERS stant Ivory flakes. He succeeds Ed 


Gellert, who has been moved to 
COMPLETE COVERAGE CHICAGO MARKET the Duncan Hines account. 


“| SELL FASTENERS TO THE OEM" 


says 
Robert M. Gordon 
MILFORD RIVET AND MACHINE CO. 


“Of course, most of my time is spent 
with Purchasing Agents and Buyers in 
many different industries.” 

“Selling the modern P. A. isn’t easy—but it's essentiall 
His job is becoming increasingly important with Manage- 
ment's stress on value analysis and the savings possible 
through careful buying.” 


“Naturally, I like the P. A. to be familiar with my com- 


: pany’s products and reputation before I call. That's why 
; I'm glad we advertise in PURCHASING NEWS.” 


Advertising Age, September 30, 1957 


"Well pay you 50¢ to enter this Ste- tis 


100.0000 Wonderinse Contest! 


¥ OVER 300 NEW HOTPOINT WONDERINSE WASHERS FREE! 


Hutpotat woe a 
eds 8TA PUT re the Amal! Anse AUTOMAIK A467 


COOPERATIVE—A $100,000 consumer contest, plus more than $1,000,- 
000 in advertising and merchandising, is scheduled to boost A. E. 
Staley Mfg. Co.’s Sta-Puf and Hotpoint Co.’s Wonderinse washers 
this fall. This color spread kicks off the contest in Look, Oct. 15 
(out Oct. 1) and will later appear in First Three Markets Group, 
Parade, This Week Magazine and independent supplements. News- 
papers, radio and tv will also be used. Maxon Inc., Chicago, is Hot- 
point’s agency; Ruthrauff & Ryan, Chicago, is the agency for Staley. 


Pervasive Quality of 
Ad Specialty Creates 


Sales, Thomas Says 


Cuicaco, Sept. 24—The advertis- 
ing specialty industry—an estimat- 
ed $500,000,000 industry—is the 
eighth largest advertising medium, 
Ralph Thomas, executive director 
|of the Advertising Specialty Na- 
tional Assn., said here last week. 
He said the No. 8 notation was not 
meant to be absolute, but to indi- 
cate its relative position—neither 
the biggest nor the smallest medi- 
um. 

Speaking at Chicago’s first Ad 
Specialty Day, presented for the 
Chicago Federated Advertising 
Club by the Advertising Specialty 
Club of Chicago, Mr. Thomas said 
that the “all-pervasive quality of 
an advertising specialty” makes it 
influential in creating sales. 

He defined an ad specialty as an 
item that is (1) not given as a con- 
dition of sale and (2) is imprinted 
with the donor’s name. The four 
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Full color illustrations may double the appeal 
of a catalog. On the other hand, they may just 
double the bill! Very often certain products 
look their best in dramatic black and white. 


Your experienced printer, lithographer or silk 
screen representative can help you with this 
kind of problem. He’s a storehouse of infor- 
mation. He knows how to keep costs down 
without loss of quality. That’s why it’s always 


_— 


Sales Offices: Mead Papers, Inc., 
118 West First Street, Dayton 2, 
, Ohio - New York « Chicago 
# Boston » Philadelphia - Atlanta 


LORS IS A 


OoG? 


= ee 


worth your while to talk with him before you 
start any job. He'll save you time, money 
and aggravation, too! 


You'll like working closely with your printer, 
lithographer or silk screener. We know 
because we’ve done it for years in bringing 
printers the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 


|basic types of specialties, he said, 
lare the wall sign, pocket sign, 
| home sign and desk sign. 


® Stressing the permanent and 
personal advantages of the medi- 
um, Mr. Thomas said ad special- 
ties also are selective to any desired 
degree. He cited, as an example, a 
feed company that used success- 
fully a silage and grain thermome- 
| ter to create sales in the farm mar- 
| ket. 

| His talk was liberally illustrated 
with examples of advertising spe- 
cialty items presented to members 
|of the audience by Miss Lasting 
| Advertising and her handmaid- 
}ens. 


AD SPECIALTY GUILD 
/'NAMES GRANGER DIRECTOR 
| Cnicaco, Sept. 24—The Adver- 
tising Specialty Guild of America 
|has appointed Frederick M. 
| Granger its first fulltime executive 
director. 

Formerly a district sales man- 
ager for Americana Corp., pub- 
jlisher of the “Encyclopedia Amer- 
icana,” he joined the guild early 
ithis year as assistant executive 
secretary. 

Mr. Granger succeeds Joseph M. 
Segel, president of the Advertising 
Specialty Institute, Philadelphia, 
who has been executive secretary 
since the guild was founded in 
1953. Mr. Segel has been named 
secretary emeritus. 

The guild established permanent 
national headquarters in Chicago 
slightly more than a year ago. # 


Greenfield, Cluck Named 
to New Simoniz Posts 

Simoniz Co., Chicago, has pro- 
moted Paul J. Greenfield to mar- 
keting manager and Donald E. 
Cluck to general sales manager, 
both new positions. Both will re- 
port to Robert C. Shropshire, who 
recently was named exec vp in 


Donald Cluck Pau! Greenfield 


charge of marketing and foreign 
operations (AA, Sept. 2). Mr. 
Shropshire succeeded in the mar- 
keting post Charles V. Lipps, for- 
mer vp of marketing, who re- 
signed early this year to join 
Beech-Nut Life Savers Inc. in a 
sales capacity. 

Mr. Greenfield, with Simoniz 
three years, formerly was a prod- 
juct manager. Mr. Cluck, with Si- 
moniz 11 years, previously was 
‘national sales manager. 
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This is The Saturday Evening Post’s 


INFLUENTIALS 
quarterly report, July through Sept., 1957 


first POST ft 


POSTS THIRD QUARTER 


60 PAGES FATTER 


Fifty-nine—count ‘em—fifty-nine new advertisers 


are in the Post this quarter! 


The big attraction (step closer, friends) are 
the POST-INFLUENTIALS. 


These P.I.s are the ad man’s best friends. 
Reach them, and they start broadcasting your mes- 


sage like a tomtom beater with St. Vitus’ dance. 


Politz has proved it—8 out of 10 Post readers 


recommend or talk about the things they read in 


The Saturday Evening 


POST 


A CURTICO MAGAZINE 


AND $3185,000 RICHER 
THAN LAST YEAR'S! 


the Post. They believe. They buy. They become 
bellwethers for your product where they live and 
work and play. (Post influence moves sideways 


—on every income level.) 


The big talk in advertising today is this word- 
of-mouth plus in the Post. And there are even 
more mouths now — with the latest third-quarter 
publisher’s estimate — 5,300,000 circulation. 


- ae 


Come on in—the selling’s fine! 


Sell the POST f INFLUENTIALS 
-they tell the others! 
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Schenley to Import 
Lanson Champagne, 
McNaughion's Royal 


New York, Sept. 24—Schenley 
Import Co. has announced it will 
expand its import line with the 
addition of Lanson champagne and 
McNaughton’s Royal Club Cana- 
dian whisky. Schenley already im- 
ports McNaughton’s Regular Ca- 
nadian whisky. Both products will 


keted here under the Lanson labei 
—Vintage ’52 ($8.90 a fifth, New 
York retail price), Black Label 
($7.15) and Extra-Quality Dry 
($6.78). 

Six-year old McNaughton’s Ca- 
|mnadian Royal Club, 90.4 proof, will 
retail in the New York area for 
$6.30 a fifth. McNaughton’s Regu- 
lar, 86.8 proof, is the third largest 
selling Canadian whisky in the 
U.S. The company has marketed 
McNaughton’s Regular in the U.S. 


types of champagne will be mar-|since 1946. 


ald H. Keller Advertising. + 


Beaumont, Heller Elects Five 
VPs; Forms Management Unit 
Beaumont, Heller & Sperling, 
Reading, Pa., has elected five new | vp and secretary. 
vps and set up a management com- 
mittee. The new vps include the | management committee which will 
media director, John L. Sperling, 
and four account executives: Rob- 


The agency has also set up a 


be headed by Mr. Kline. Other 
members will be the four other 
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jert A. Kline, Kenneth W. Bailey,|new vps, Howard Fetterhoff, gen- 

Lanson was previously marketed |Norman H. Gimmy and Joseph H. 
in the U.S. by Grillon Co., New Funk. Two of the new vps, Mr. 
York. The former agency was Ger- Sperling and Mr. Kline, have also 
| been elected to the agency’s board 
of directors and will serve along 
with Donald T. Beaumont, presi- 
dent; Robert F. Heller, vp and 
treasurer, and Louis J. Sperling, 


era] production manager, and Miss 
Mary Schmehl, assistant treasurer. 


Mutual of N. Y. Shifts Two 

Mutual Life Imsurance Co. of 
New York has named William R. 
Brace project supervisor and Con- 
stantine Kollitus statistieal ana- 
lyst in the market development 
division set up in its sales depart- 
ment early this year. Both were 
formerly on the company’s sales 
staff. 


be handled by the Kleppner Co. 
McNaughton’s Regular uses L. H. 
Hartman Inc. as its agency. 

While Bernard Goldberg, Schen- 
ley Import’s ad manager, did not 
outline what the company would 
spend on promoting the two new 
product lines, he did say it will 
2 boost its 1958 advertising and sales 
" promotion budget 32% to $2,750,- 
000. He said the 1957 budget was 
$2,000,000. The company’s 12 prod- 
ucts are slated for advertising in 
245 newspapers, 26 national mag- 
azines, trade publications and 
theater and concert programs. 
Dubonnet wines will be highlight- 
ed with radio and tv spots. 


© Both products will be heavily 
advertised by Schenley in a print 
campaign, Mr. Goldberg said. Lan- 
son champagne advertising will be 
pushed on the copy theme, “There 
is only one question. Can you af- 
ford it?” The campaign will be 
kicked off in the Oct. 5 issue of 
The New Yorker and will be fol- 
lowed by Gourmet and Town & 
Country. Opera programs and 
playbill ads will be haif-page b&w 
units. 

McNaughton’s Royal Club, with 
McNaughton’s Regular, will be 
highlighted in four-color pages, 
starting in the Dec. 2 Newsweek, 
followed by The New Yorker, Cue, 
Esquire, Town & Country and U.S. 
News & World Report. Newspaper 
advertising will be used in 24 key 
markets by Dec. 1. 

Some 30% of Schenley Import’s 
budget, Mr. Goldberg said, will be 
spent on fall and holiday promo- 
tion. Gift packaging plans call for 
carafes for two products—Marie 
Brizard creme de menthe and 
Cherry Heering liqueur—a decant- 
er for Canadian McNaughton and 
pre-wraps for four other products. 


® Schenley Import’s president, 
Theodore Gommi, said the com- 
: pany has been named exclusive 
Ss agency for Lanson champagne, a 
product of France since 1760. Three 


GEE ! There’s the 


beer for me!”’ 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wice-awake, interested 

and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


; Put “GEE!” in your Chicago sales 


wt WGN-TV = 
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Plasti-Line Clinic Set Oct. 1 

The seventh annual Sign Clinic 
sponsored by Pilasti-Line Inc., | 
Knoxville, Tenn., has been sched- | 


Ist Half Paper 
Sales Up 8%; Net 


uled for Oct. 1-3. The clinic will| [gs Down 11.6% 


begin in Knoxville Oct. 1 with a 
tour of Plasti-Line, and will then 


the first business session will he- | by American Paper & Pulp Assn., 
gin Oct. 2. Business sessions will|shows sales up 8% and profits, 
deal with the latest developments | after taxes, down 11.6% in the first 
in lighting, plastic and general|half of 1957, compared with the 
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|7.8% of net sales in the first half|first half of "57, about 3% below|/its winter campaign for Sterling 
‘of this year, because of higher |the same period a year ago. This|Halite Melting Crystals, minera: 
labor, transportation and materials | was still the second highest total|rock salt product for removal o: 
costs, the survey shows, compared |of any first half in the industry’s|ice and snow. The cartoons, used 
with 8.9% for the first half of °56.|recorded history. Continuation at|last year for the first time (AA, 

Robert E. O’Connor, acting ex- | this rate would result in a total for|Oct. 8), helped Sterling Halite 


New York, Sept. 24—A survey ecutive secretary, said, “It is ex-|1957 approximately the same as | sales jump 25% over the previous 
move to Gatlinburg, Tenn., where |of 73 paper companies, completed | pected that net profits for the the 31,400,000 tons record produc- | winter, the company reports. 


construction of outdoor illuminated | like period of 1956. 


signs. | 


| whole year may be less than 1956, | tion of last year. + 
but the difference may not be as| 

|great as indicated by the 11.6% | onenntomet Salt Repects 
first-half figure.” 

| Production of paper and paper- | 


An increased schedule has been 
|set for the sports pages of 38 
{newspapers in the “ice belt” (the 
Cartoon Campaign for Halite East, Northeast, and Northern Mid- 

International Salt Co., Scranton,| West), augmented by radio spot 


Profits after taxes were down to| board was 15,500,000 tons for the| Pa., will again use cartoon ads in|@Mnouncements in four or five 


markets during stormy weather. 


The Jim Backus Show goes liv 
weekdays, 2-3 pm, starting Monday, October 7 


Jim Backus gives a fun-in-the-afternoon mood to American’s all-new, all-live musical line-up. 

Backus, a well-known man-of-many-voices (Mr. Magoo, Hubert Updyke Ill, to name a 
couple), adds to his already bright entertainment career a new, live network hour of currently 
popular music and spontaneous humor. The Jim Backus Show features songstress Betty Johnson 
(live), whose | Dreamed has sold close to a million copies, baritone Jack Haskell (live), The 
Honeydreamers (live), Elliot Lawrence's orchestra (live) and top announcer Del Sharbutt (live). 

This is the kind of radio—strong on music, long on fun—that today’s young, on-the-go 


‘ : 


housewife wants. This is live American Radio. 


e on American Radio, 


Cartoon ads will also run in the 
hardware and grocery trade pa- 
|pers. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


_GOA Buys Canadian Company 

General Outdoor Advertising 
Co., Chicago, has purchased 
| Claude Neon General Advertising 
| Ltd., Montreal, for $5,000,000. The 
| Canadian company’s operations 
include poster advertising, painted 
display bulletins, and neon, elec- 
tric and other types of signs. Last 
year Claude Neon’s net earnings 
were $495,000. 


CHARLIE 
CHAN 
SELLS! 


78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today. 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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A man's guide to women: No. 14 


~ ie a How to tell ai 


ws hee 
the sexes by the by 
way they fall in love 


Men and women are different. Different in every way you can 
imagine. They are not only different in the way they look, but 
also in their way of thinking, talking, behaving. Take falling in love, 
for example. Have you ever noticed that men and women 
behave quite differently when pricked by Cupid’s dart? 


Male Behavior Female Behavior Male Behavior | Female Behavior 
~ =) 
‘ A1( SS 
\-4 s 
Exchange Exchange of he 
of Glances Testimonials 
“Did you notice the way “Who, him? I hardly “It took me a good hour to land him.” “It’s just something 
she looked at me?” noticed him.” I whipped up ina 

: few minutes.” 
/’ 
‘ Exchange 

of Exchange 

Snapshots “Doesn’t he have the | of Ideas 

“You should see her in a bathing suit!” most divine ear lobes?” “You mean I ought to like this stuff?” | 
“Oh, but I do like fishing!” 
: Ss, ‘\ “= > 
: vs > f= : 
Gp ] 
Exchange coe . ~ be ; 
of Letters Exchange vy 
Se Leal luk hee of Vows 
Dear Anne: I am fine. How are you. ..? |! aoe MOA ove “I do.” 
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Women have a world of their own.. 


het as men and women have different attitudes toward fall- and a magazine of their own... 


ing in love, they also have different attitudes toward what 


i they read. Because the Journal is edited for her and her alone, (o- 
: more women have fallen in love with the Journal than any | adies 
other magazine on earth. Home 

+ And advertisers invest more money in Ladies’ Home Journal 

x than in any other women’s magazine. 


A CURTIS PUBLICATION 


THE NO. 1 MAGAZINE FOR WOMEN * NO.1 IN CIRCULATION * NO.11IN NEWSSTAND SALES * NO.1 IN ADVERTISING REVENUE 
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Woolf Cites a New Food Campaign 
Mergers Discussed, Pro and Con 
A Beer Ad Intrigues the C.M. 


Borton Reports on Adclub Promotion 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


The Boss’ Dilemma... 


THE NATIONAL NEWSPAPER OF MARKETING 


To Merge or Not to Merge: That Is the Question 
Causing Sleepless Nights for Agency Men 


On the ‘Pro’ Side 


By Henry Mayers 
Vice-President, Cunningham & Walsh Inc., 
Los Angeles 


I am no authority on all the reasons 
why agencies merge, so I will quote John 
Orr Young, one of the founders of Young 
& Rubicam and now an agency consult- 
ant, who has put together a number of 
successful agency mergers. He says that 
a merger may be the answer to many 
an individual agency owner’s problem. 
He lists these seven examples: 

e 1. When an agency feels the need for 
faster growth in billing to permit 
of greater manpower, profits, pres- 
tige. 

e 2. When the senior executive of an 
agency needs as his successor, soon 
or eventually, some younger exec- 
utive now in another agency. The 
right kind of merger may be the 
means of bringing greater freedom, 
security and opportunity to all con- 
cerned. 

e 3. When an agency has too many eggs 
in one basket .. . in other words, 
too much of its income from one 
account, the loss of which might 
seriously retard the agency’s prog- 
ress Diversification and _ safety 
might be made possible by means 
of a carefully worked out merger. 

e 4. When an agency possesses ample 
ability and ambition, yet in order 
to attract and serve large accounts 
it may need branch offices, more 
time for selling, or more expert sell- 
ing, or it may need increased capi- 
tal. A merger might be the answer 
to one or all of these problems. 

e 5. When an agency maintains a 
branch office which could more 
profitably be operated as a complete 
local and highly autonomous agen- 
cy. 

e 6. When advancing costs of agency op- 
eration or the need of a good (and 
expensive) tv department or other 
facility may indicate the need of a 
merger. 

e 7. When an agency has grown too fast 
(or too slowly), and needs a certain 
amount of rebuilding to strengthen 
its foundation and superstructure, 
consideration may well be given to 
the possibility of a merger. 


Some Bad Experiences 


These are the considerations which 
create the “urge to merge” and which can 
result in bigger agency organizations with 
longer names, whether the original agen- 
cies are in the same city, or at different 
points along the coast, or at opposite sides 
of the continent. 

Speaking of same-city mergers, there 


Not even the attacks on the advertising agency commission sys- 
tem have caused as much discussion and soul-searching among 
agency principals as has the problem of whether to go it alone or 
whether to join forces with some other advertising organization. It 
is almost impossible these days to talk with a small or medium size 
agency owner without the subject coming up. At the meeting of the 
Western States Advertising Agencies Assn. Sept. 16, Henry Mayers, 
president of The Mayers Co., Los Angeles, until its merger with Cun- 
ningham & Walsh, and Alfred A. Atherton, head of Atherton Adver- 
tising Agency, Los Angeles, discussed the pros and cons of mergers 
for the smaller agency in unusually frank form. Their comments 


are given here in nearly full text. 


were two such experiences in the history 
of the agency I founded, The Mayers 
Co., and they both turned out rather bad- 
ly. 

In one instance I bought out an exist- 
ing agency, or thought I did, only to find 
out that what I really bought was a 
practically non-existing agency, an empty 
shell. 


s In the second instance, The Mayers 
Co. sort of took in another local agency 
with its staff, because its owner was in 
serious financial] trouble. We didn’t seek 
the merger . . . It lasted only as long as 
the other fellow’s financial instability, 
then he became very restive and we un- 
merged again. In both these local in- 
stances, I was unduly hasty. 

On the other hand, I have observed 
quite a number of successful mergers of 
two local agencies, and most, I am sure, 
have resulted in better advertising prac- 
tice, as well as greater security for those 
who merged. 

Now let’s consider those marriages be- 
tween Madison Ave. and Wilshire Blvd., 
some of which, of course, might be termed 
“an affair” instead of a marriage. 


Costly Western Offices 


For the eastern agency, such a merger 
may be the most economical and efficient 
way to set up a complete West Coast 
operation. We all know how frequently 
in the past some of the big New York 
agencies have come to the coast and 
opened and staffed offices which they 
hoped would develop into self-supporting 
operations, only to discover after a costly 
year or two or three that they have failed 
to make a real dent in local business. 

So they either closed shop completely, 
or shrank the staff to fit into one of those 
modest offices in Hollywood which carry 
the big agency name on the door, but 
which merely service the West Coast end 
of network broadcasting programs. 


s From reports I’ve heard in eastern 
agency circles, the general thinking now 
seems to be in the direction of avoiding 
the investment it takes to set up a well 


me t, 


rounded coast agency, but to think rather 
in terms of mergers to get a foothold in 
the growing West Coast agency business. 
So West Coast agencies are being ap- 
proached, and in many cases they are 
interested. Among other things, their in- 
terest stems from a concern for the se- 
curity of their own accounts. 

We must face the fact that the bigger 
a West Coast advertiser becomes, the 
more likely it is that its agency is going 
to have to face competition from the so- 
licitation of agencies that are more fully 
national in scope, concept and operation. 


‘Madison Ave.’ Competition 


Not that the West Coast agency is nec- 
essarily vulnerable from the standpoint 
of the service it is rendering to its client. 
The coast agency may have been doing a 
great job in building up the West Coast 
client and giving him an outstanding na- 
tionwide advertising and marketing serv- 
ice. Yet, the glamor appeal of the big 
name eastern agency, coupled with the 
intensity and subtlety of some Madison 
Ave. solicitations, is often irresistible to 
the client. His head may even be turned 
by that most fatuous line of flattery to 
the effect that “your account is of great 
interest to our New York people, Mr. 
Bush League, and since you are now 
worthy of the services of a top drawer 
national agency, why be content with lo- 
cal talent?” 

It’s sad, but true, that more than one 
sound western business man has been 
known to fall for such heady talk, even 
when his own business activity has been 
entirely confined to the West! Whether 
because of that threadbare threat, or for 
the more solid reasons that have been 
mentioned, the heads of many good west- 
ern agencies are thinking about mergers 
with eastern agencies, and I would like 
to share with such a few observations 
they might find helpful. 


Some Marriage Problems 


First of all, we must remember that 
mergers, like marriages, call for a certain 
give and take and that the vital success 
factor is mutual respect and trust, the 


kind that can outlast the honeymoon. 


At the very top of the list of 
important considerations in a merg- 
er is compatibility of the principals, 
and any agencies considering busi- 
ness matrimony should spend plenty 
of time with each other during the 
pre-merger engagement period to 
be certain of that all-round compat- 
ibility. 


There are also a few other possible 
problem areas. One of them is in the 
matter of account conflict. Speaking from 
the standpoint of a smaller western agen- 
cy that has in the past year merged with 
a large eastern one, I have found it a bit 
difficult to get used to the idea that a 
number of possible new business contacts, 
which yesterday I thought might repre- 
sent solicitation opportunities, are today 
barred from development, because of con- 
flict with the client list of the larger 
agency. 


® Agency principals face a problem 
when those of each group have for years 
made practically all management deci- 
sions, and followed their own working 
habits without particular regard to anoth- 
er group’s viewpoint. When the groups 
merge, all concepts of teamwork usually 
need to be broadened. 

The question of the new agency name 
may be a problem. In the case of The 
Mayers Co. of Los Angeles and the 
Brisacher, Wheeler agency of San Fran- 
cisco, we thought we had solved it by 
agreeing that for two years we would 
carry on as the Mayers Division of Cun- 
ningham & Walsh, and the Brisacher, 
Wheeler Division of Cunningham & 
Walsh. We printed up all our stationery 
that way. Within less than three months, 
each coast office got tired of that handle 
and was ready to drop the name it had 
had for more than 30 years. 


Good Communication Essential 


Where offices in different cities are 
involved in the merger, there is also the 
problem of molding the merged groups 
of employes into what is truly one or- 
ganization. Questions of efficient and eco- 
nomical working together can create 
many problems. Frequent inter-office 
contact in person, by phone, teletype and 
letter, are necessary to make the opera- 
tion work as a single organization in fact, 
as well as in the merger publicity. 

An inter-city merger means very little, 
if the key people who operate the sepa- 
rate offices do not very soon get to know 
each other. Hardly a week goes by with- 
out someone from one of three other 
Cunningham & Walsh offices visiting our 
office, or vice versa. 

Besides, we have inter-office commit- 
tees that meet regularly. Although we 
took almost a year getting acquainted be- 
fore finally merging about ten months 
ago, the Cunningham & Walsh and old 
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Mayers Co. staffs are still learning how 
to work together. 


Third Party Advantages 


An agency seriously considering merg- 
ing should consider working through a 
third party to handle some of the pre- 
liminaries and also some of the follow- 
through negotiations. It is possible for a 
third party to be objective in evaluating 
both agencies from the standpoint of their 
individual assets, their compatibility, and 
the setup of the new organizational struc- 
ture. Most important, the third party— 
assuming that he is a man with a reputa- 
tion for integrity as well as veteran ex- 
perience—can be entrusted with confi- 
dential information which neither agency 
might wish to put into the hands of the 
other, during the preliminary stages. It 
must be remembered that in spite of the 
fact that agency mergers are becoming 
increasingly common, there have been 
quite a number of merger negotiations 
which, after going along for a while, have 
for one reason or another been broken 
off. 


The Client Viewpoint 


We have been talking about mergers 
from the point of view of you and me 
as agency men. 

What can mergers mean to the clients 
involved? 

First of all, a sound merger must be 
beneficial to the client. It should result 
in an improved organization, one that is 
better departmentalized and more stable 
financially, and that makes a wider field 
of experience and manpower available 
for the client’s advertising planning and 
service. 


s I flatter myself that the old Mayers 
Co. was a fairly good agency, as western 
agencies go. But at times I blush to think 
of some of the inadequacies in the staff 
experience and organizational facilities of 
that solo operation, as compared with the 
services and the manpower we have been 
able to bring to bear on clients’ problems 
since merging with Cunningham & Walsh. 

I am sure that is equally true of the 
former Brisacher, Wheeler office in San 
Francisco, which was considerably larger 
in billings than the Mayers company, be- 
fore they entered the C&W merger. I do 
not mean that mere size means strength, 
or even quality in the agency business. 
There is need to debunk that notion. But 
neither do I mean to give a false sense 
of security to agencies whose total pro- 
fessional personne] is less than a dozen 
and who neither expand or merge, while 
trying to hold accounts that need larger 
agency organizations. 


s But a well departmentalized local 
agency with a few dozen people who work 
as a well integrated team, and not merely 
as a disconnected group of account exec- 
utives with vest-pocket accounts, has lit- 
tle reason to consider merging, for it can 
often serve western clients better than 
the local branch of a national agency that 
boasts a total payroll of 500 or 1,000 
people. The fact is, the better New York 
agencies have deepest respect for some 
of the advertising created in the West. 
They regard western agency mergers not 
as the acquisition of outposts, but of ad- 
ditional creative and marketing strength. 

Cunningham & Walsh was perhaps the 
first big eastern agency to fully recognize 
these facts. So they chose to expand west 
through carefully worked out mergers 
with well established San Francisco and 
Los Angeles agencies, rather than to build 
western offices of their own from the 
ground up. Fortunately, their interest in 
such western expansion developed at a 
time when the Mayers company was 
ready to launch a major national adver- 
tising program for its newly acquired 
Sears, Roebuck Chicago account, and was 
looking for an eastern connection to help 
serve it. 

Such mutuality of needs is, of course, 
the soundest basis of initiating merger 


explorations. When mutual needs do not 
exist, I am sincerely hesitant about in- 
discriminately urging the merger pattern 
on western agencies. (I am sure that Al 
Atherton, who follows me on this panel, 
is going to give you some very valuable 
advice opposed to merging.) 

Nevertheless, I want to close by saying 
that I believe there are going to be, dur- 
ing the next few years, quite a few more 
East-West agency mergers that will be 
extremely beneficial to both parties. They 
will improve agency service to the clients 
involved, and they will increase the 
strength and stature of the agency busi- 
ness as a whole. 


s It’s the last two factors of better serv- 
ice to the advertiser and better status for 
the agency business that are the most 
important in the long run. 

We agency men must recognize that the 
business world is looking at us more 
critically than ever before and is demand- 
ing more of us than ever before. 

Just as we advise our clients to under- 
stand their markets and to watch for 
changes in the buying habits of their 
customers, we, too, must be alert to the 
change I believe is coming in the buying 
habits of our clients. 


On the ‘Anti’ Side 


By Alfred A. Atherton 
Atherton Advertising Agency, 
Los Angeles 


There are different types of mergers. 
The most popular in Los Angeles today 
seems to be the Cat and the Canary type 
merger. The canary merges with the cat. 
The Canary Advertising Agency that has 
been in business for nine years becomes 
Cat & Associates. 

ADVERTISING AGE says, “The small or 
medium size agency which is doing all 
right ought not let itself be stampeded 
into merging with someone else, just be- 
cause merger talk is in the air. There is, 
and always will be, room for modest size 
agency operations . . . precisely because 
advertising is a personal service business. 
And size alone does not solve all prob- 
lems.” 

As agencies get larger and larger 
through mergers . . . and increased bill- 
ing ...the small agency becomes at- 
tractive to more and more accounts that 
want personal service. 


« E. B. Weiss, merchandising consultant 
for the Chicago Tribune (and AA colum- 
nist) says, “When the head of one of the 
largest retail] chains in the nation was 
asked what he would do if he were a 
small merchant, he said: ‘I’d emphasize 
speed and service.’ He went on to explain 
that large organizations are slow-moving 
—which is true. And, he said, the small 
merchant can be more PERSONAL with 
his customers. In retailing, no one form 
of retailing ever takes over all retail vol- 
ume. Today, with more retail giants than 
ever before, we still have more independ- 
ents than at any previous time in our 
history.” 


Top Drawer Attention 


The advertiser with a small budget 
often wants top-drawer attention that he 
cannot possibly expect to get from a large 
agency with million-dollar accounts. It 
may not be much money compared to 
General Foods but it’s all he has . . . and 
he wants to do business with the boss. 

For example, we have the Honeywood 
Wine account in Salem, Ore. Every year 
they squander about $30,000 on adver- 
tising. Of course that includes their point 
of purchase material. If they switched 
their account to Erwin, Wasey, Ruthrauff 
& Ryan with its 800 employes and 80- 
million-dollar billing, how long do you 
think it would be before Mr. Erwin or 
Mr. Wasey or Mr. Ruthrauff or Mr. Ryan 
would take my client to dinner? Even if 


The Creative Man's Corner... 


Turn Slowly 


Forreal 
enjoyment.... - 


turn this ad slowly 


to the right 


would. 


a 


We distrust advertising gimmicks. We like advertising to be genuine. Yet 
there are times when a clever trick or a gimmick—done consciously and 
with full knowledge that it is pulling our leg—can be very effective. 

Certainly the gimmick of turning this ad from The New Yorker “slowly to 
the right,” as directed, is a very effective gimmick. It reminds us very co- 
gently, in this summer of dry discontent, how wonderfully refreshing beer 
can be. And, since Schaefer does the reminding, the ad necessarily makes us 
think of tipping over a bottle of Schaefer. 


For there is one frustrating thing about this particular gimmick. No froth- 
ing, dancing, sparkling amber fluid issues from the bottle as we turn the page. 
The glass does not turn explosively, bitingly golden—as we know a real glass 


We don’t care whether Schaefer is real beer or un-real beer. We just know 
that, when the summer is warm and arid, we like to be sharply reminded 
of the delight of a glass of cold beer. And so far, no one has reminded us 
so realistically as Schaefer. So, naturally, we’ll try it. + 


they were alive? But with Atherton Ad- 
vertising Agency he can go out with the 
boss. In fact, I did take him to dinner at 
Perino’s and the account showed a loss 
for two months. 


= So, the bigger the big boys get, the 
easier it will be for the small agency to 
pick up small accounts. 

Here’s one way the Cat-and-the-Ca- 
nary-type merger works...I went 
through it a few months ago: 

An eastern agency wants representa- 
tion on the coast. Because they don’t have 
an office here, most advertisers never 
heard of them. But you have heard of 
them and you’re quite impressed when 
they make a special trip from New York. 
So you take them to Perino’s and start 
negotiating. It develops that they want 
to take your name off the door, put theirs 
on, give you a small salary and a big 
title, and let you buy a minority stock 
interest in the shop that you already own 
outright. But think of the prestige! 


Don't Merge Unless— 

I'm not saying don’t merge. I’m saying 
don’t merge unless you have a darn good 
reason. 

For instance: If you latch onto an ac- 
count that’s too big for you to handle, it 
may be better for you to merge with 


another agency and keep your identity 

- rather than move into a large agency 
and be an employe. Because in time they 
will become so closely identified with the 
account that you will lose control. 

Of course, working for a large agency 
certainly has its advantages and may be 
the best possible way of building an es- 
tate. But most of you men evidently pre- 
fer being in business for yourself. 


® Or, the right merger is indicated if 
you know some agency whose principal or 
principals would be a good balance for 
you. They may have certain talents or 
abilities that would result in a stronger 
team. When you’re small, you can’t af- 
ford to hire top talent. You have to put 
his name on the door or he would rather 
work for Cunningham & Walsh. That way 
he can become “The Man from Cunning- 
ham & Walsh” and ride a bicycle one 
week a year for their Red Arrow Bonded 
Messenger Service account. I asked Hen- 
ry Mayers if they still have that account 
and he said, “Oh yes, we write the copy 
for their blotters.” 

Another reason to merge might be that 
you’re a better creative man than you are 
a business man. So merge with a good 
administrator. You may find him running 
his own small agency and making more 
profit on his billing than you are on yours. 
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Advertising Age, September 30, 1957 


, Or maybe you're working too hard and 


should get with some other agency that 
can take the pressure off you. I know 
one of your members who handles nearly 
20 accounts all by himself. I believe 
he ought to merge before his ulcer eats 
off his belt buckle. 


It's People, Not Billing 


Here’s something to look out for. Don’t 
jockey yourself into a position where you 
will be doing things you don’t like. If 
you contemplate a merger, be sure the 
new setup will enable you to do the 
things you do best. Many a star salesman 
has been promoted to sales manager and 
has fallen on his face. 

We all know that nearly every agency 
has been considering the possible advan- 
tages of a merger. I’ve talked with three 
or four agencies during the last couple of 
years myself. In fact, I’m practically on 
the verge of a merger right now. So I’m 


Salesense in Advertising .. . 


a great one to be knocking it! Like the 
young lady giving a talk on chastity, say- 
ing to herself as she was being introduced, 
“Oh I do wish I could have given this 
talk before last Saturday night.” 


= But here is the one important point 
I want to make: A merger should be 
based on people, not on billing. 

If you must merge, and many of you 
will, first ask yourself this question: 
Without our present billing, would we 
both want to make this merger? Without 
our present billing, would we both want 
to make this merger; in other words, 
would we both be willing to start from 
scratch together if we had to? 

A merger should be based on people, 
not on billing. 

It’s an important step and you should 
give it a lot of thought. As my friend 
Tommy Mullins says, “Never launch a 
vast campaign with only half-vast 
ideas.” # 


Here Is a Striking Departure 
from Standard Food Advertising 


By James D. Woolf 
Advertising Consultant 

In no category of advertising do I find 
so much sameness of idea and treatment 
as in that of foods. There are many ex- 
ceptions, of course, but, in the main, food 
ads in general media all seem to be peas 
out of the same pod. 

Standard procedure: 
(1) illustrate the ad 
with a large food pic- 
ture (if possible in col- 
or) that is calculated 
to make the reader’s 
mouth water; (2) in- 
clude a “how to” rec- 
ipe; (3) promise a 
benefit that refers to 
flavor, or to economy 
of time and labor, or to saving the house- 
wife’s money; (4) show a picture of the 
package or container. 

I am not suggesting that this lack of 
originality is necessarily a bad thing. It 
is a formula that, by and large, has 
proved its efficacy over the years. But I 
do suggest that it is not a formula that 
should be adopted blindly no matter what 
the food product happens to be. 

In this connection I have been watching 
with great interest the advertising of 
Chun King American-Oriental foods. 
Black-and-white fails to do justice to the 
two typical color advertisements shown 
here. You will see at once that this cam- 
paign departs radically from the standard 
formula. 


James D. Woolf 


® Curious about the thinking behind this 
unusual advertising, I interviewed J. Mark 
Hale, J. Walter Thompson vp and creative 


cnr 
ORIENTAL! Rl 


lets you set a mew mood m food at home 
N . = tues . 


supervisor on the Chun King account. I 
would not have been surprised if Mark 
had told me that what I wanted to know 
was a top-drawer secret, but he didn’t; he 
was most generous in giving me the 
whole story. 

“Oriental foods,” he told me, “even chop 
suey and chow mein, do not have a regu- 
lar place in the menus of most American 
homes; they are not served with a great 
degree of frequency. 

“Unfamiliar to millions, they first must 
be made interesting. The Chun King ad- 
vertising attempts to fan an interest in 
them from all angles, as these ads indi- 
cate. 

“Then Chun King has its own competi- 
tive story to tell. For instance, there’s the 
exclusive Divider-Pak that protects fla- 
vors, keeps the vegetables crisp and col- 
orful. 

“And, finally, Chun King has a line to 
sell; in fact, three lines—canned and fro- 
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zen and ingredient items such as noodles 
and vegetables and soya sauce. It has 
been proved time and again that these 
foods sell faster and most profitably in 
independents and chains when they are 
properly arranged in a section of shelving 
or a gondola or frozen cabinet space. Chun 
King has developed ‘bazaars’ which sim- 
plify this sort of grouping in the stores. 
The advertising logically ties in with the 
merchandising.” 


® This was interesting information; I 
asked for more. Mark said that, in the ac- 
count record, there was an outline of 
points considered by the agency and the 
client in developing what they call the 


news-page pattern. And that I might use 
as much as I needed for this column. 

(By the way, do you know that the 
headquarters of this advertiser, Chun 
King, is in Duluth, Minn., and that the 
president of Chun King Sales Inc. is Jeno 
F. Paulucci? No more Oriental is the name 
of the director of advertising—Thomas 
Scanlon.) 

Here, then, were the objectives of the 
advertising. They best explain the nature 
of this Chun King campaign. 


s 1. We need to make more of a place in 
American homes for American-Oriental 
foods, to make these foods acceptable in 
homes where they are unknown, or more 
frequently used where now they are used 
only once in a while. 

To change eating habits, to set new 
menu patterns is far more difficult than 
to substitute a new brand for a familiar 
one. Nevertheless, since Chun King is a 
pioneer in this field, Chun King cannot 
escape this task. Getting people interested 
in American-Oriental foods is a major 
job of the advertising now. 

Women aren’t looking for information 
about Oriental foods or new ideas for 
serving them. Yet there is currently 
sweeping over the land a wave of interest 
in women’s clothes that show the Chinese 
influence. In Chinese lore and customs 
there are many facets of news for pages 
that capitalized on the orientalness of 
Chun King foods. 


= 2. We need to tell people that the best 
quality in packaged American-Oriental 
foods is Chun King. To back up that claim 
on canned goods, we must present and 
explain the Divider-Pak. So our advertis- 
ing rightly takes on a competitive job. 

3. We need to tell people that there’s a 
fine variety of Chun King foods. And va- 
riety here isn’t so simple as Jell-O’s six 
delicious flavors. We have a line of canned 


foods, a growing line of frozen foods, and 
an assortment of ingredient items. 

If the large, individual appropriations 
were available it would be easier to han- 
dle the different “lines” in different cam- 
paigns, as Kraft handles items in its long 
line—a campaign for natural cheese, an- 
other for process cheese slices, with still 
other campaigns for different kinds of 
cheese and other products. 

Eventually Chun King will come to 
that, when volume is greater. But now, to 
advertise our many new items before they 
gain widespread distribution, we need 
advertising that is flexible, that we can 
twist and turn to meet our various needs. 

There is still another job for the adver- 
tising to do. It stems from this fact: 

4. It has been shown that Chun King 
products become more important to deal- 
ers and sell faster when they are grouped 
together, displayed together. We want the 
advertising to reinforce the bazaar pro- 
gram. 


® To summarize, Chun King publication 
advertising for now should: 

Create interest in American-Oriental 
foods, since interest must precede pur- 
chases. 

Sell Chun King goodness. 

Sell Chun King completeness, keeping 
pace with the growth of Chun King. 

Help Chun King into more stores right. 

It seems to me that this advertiser’s 
news-page pattern is well designed to ac- 
complish its multiple purposes. When the 
purposes change, no doubt the advertising 
will change. For the nonce, at least, it is 
refreshingly different. + 

7 cal * 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


On the Merchandising Front... 


The Store Controller-the Man Nobody Knows 


By E. B. Weiss 

There is no more misunderstood exec- 
utive in retailing than the store controller, 
Maybe “unknown” is a better term than 
“misunderstood”; indeed, he is misunder- 
stood because he is unknown. And his ex- 
ecutive responsibilities 
tend to be almost (but 
not quite) as much of 
a mystery to some of 
his associates as they 
usually are to suppli- 
ers. What is more, this 
is as true of the de- 
partment store control- 
ler as it is of the chain 
store controller. 

Time and again I 
have noted an almost universal tendency 
in business to conclude that a specific set 
of functions goes with a specific title— 
irrespective of the organization involved. 
And yet over the years I have also noted 
that, in conversations with store control- 
lers, for example, their range of interests 
tended to cover a vastly wider field than 
that label “controller” traditionally is 
presumed to embrace. 


E. B. Weiss 


s As a matter of fact, I have for years 
been impressed with the almost total lack 
of uniformity in responsibility and func- 
tion of executives bearing similar titles. 
This has been brought home to me period- 
ically when it has been my privilege to 
prepare a deep study on a subject pre- 
sumably of particular concern only to one 
or two executive classifications. 

For example, over the last year I have 
completed with the cooperation of my as- 
sociates at Doyle Dane Bernbach deep 
studies on such subjects as getting new 


products into chain stores, trade deals, etc. 
Presumably these studies would appeal 
primarily, if not almost exclusively, to ex- 
ecutives coming within the broad defini- 
tion of “marketing.” 

However, we have found requests com- 
ing in from the heads of laboratories; 
from production executive personnel, etc., 
etc.—and from treasurers and controllers. 
Nor has this been true only of medium- 
size companies; on the contrary, it has 
been especially noticeable with respect to 
some of our largest corporations. 


® And this brings me back to the store 
controller. He presumably is solely con- 
cerned with statistics—and, according to 
tradition, his statistics are inadequate, 
come out too late, are poorly interpreted. 
Traditionally, he has little vision and less 
courage. Traditionally, he dotes on issu- 
ing imperial ukases. 

I presume there are store controllers 
who conform with this traditional por- 
trait. But I noted, when I made a talk 
months back, to the members of the Met- 
ropolitan New York Store Controllers 
Assn., that their range of interests 
took in retail management functions, re- 
tail merchandising functions, and the 
long range as well as the short range. 

And I noted more recently that at a re- 
cent meeting of this same group, a panel 
of the store controllers present was asked 
to outline the scope of today’s retail con- 
trollers’ responsibilities. It promptly be- 
came clear that it is simply impossible to 
take that label “controller” and give it the 
traditional or perhaps original meaning of 
the term. 


® One controller of a moderate-size 
store explained that he plays an important 
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role in planning expenditures for sales 
promotion—he even participates in deci- 
sions involving the scheduling of ads, 
media used, etc. Another controller, asso- 
ciated with a very large women’s special- 
ty store chain, explained that—in cooper- 
ation with the merchandise manager of 
each division—he is one of the key men 
in planning merchandise budgets, super- 
vising unit control, stock shrinkage meas- 
ures, etc. 

In general, it may be stated that the 
store controller has a voice in functions 
far beyond those historically associated 
with the title. What is more, as the sta- 
tistical analysis of retailing assumes larg- 
er dimensions, and thus automatically 
takes the controller into new realms of re- 


Direct Mail and Mail Order... 


tail operation, his responsibilities tend to 
cover a constantly expanding area. 


® In other words, the store controller is 
becoming—and in many instances is—an 
extremely important “contact” for manu- 
facturers; and not by any means as a 
negative factor. He is not the “no” man of 
tradition; more and more, he is becoming 
the “yes” man. 

Yet few manufacturers reach the store 
controller. He probably hears less from 
manufacturers than almost any other re- 
tail executive—either through personal 
visits or through various forms of adver- 
tising, etc. And too much of the too little 
that is directed at him by manufacturers 
is not “down his alley.” # 


Adclub Course Benefits from 
a Lively Promotion Piece 


By Elon G. Borton 


To my post office box has just come a 
very interesting mailing piece from the 
Advertising Club of St. Louis. It is ijnter- 
esting as a good example of efficient 
direct mail usage and as an illustration 
of how some organized 
groups perform a val- 
uable service in edu- 
cation in our field of 
advertising. 

This is a promotion 
piece for this year’s 
Institute on Advertis- 
ing of this large and 
efficient club. This 
year the institute cen- 
ters around “Advertis- 
ing-Planning and Production Techniques” 
with 15 once-a-week evening sessions in 
the classrooms of St. Louis University. 
In addition there are two “bonus” courses 
of 13 sessions on advertising at the man- 
agement level, both held in the Advertis- 
ing Club lounge. There are 15 speakers on 
the production series, one teacher in the 
copy course and apparently ten speakers 
in the management course. 


Elon G. Borton 


® The mailing piece—a four-page offset 
folder 8%x11"—is forceful and attractive 
in its use of good design in black and 
red on white stock. Drawings and photo- 
graphs lend interest. The copy tells the 
story interestingly and well. 

The folder is well planned and follows 
most of the basic rules of good direct 


Employe Communications... 


mail. Physically the piece gets and holds 
attention, the copy points out succinctly 
a need for, and the benefits of the course 
to the reader and explains and sells the 
speakers, subjects and scope. The wind- 
up calls for action and includes a coupon 
(large enough, thank goodness, for easy 
writing of name and address) for reply. 

I know nothing about the mailing list 
to which this promotion goes but I as- 
sume it contains both management and 
employe names in the marketing field 
since the courses seem designed primarily 
for people already employed. 


® This institute is an example of the 
widespread, but little known, educational 
service of the advertising clubs to our 
industry. There are literally scores of 
them running courses, classes, clinics, 
discussion groups, etc., each year to help 
people already in advertising become 
more efficient. 

They range from elaborate programs 
like this in St. Louis, the big Advertising 
and Selling Course of the New York Ad- 
vertising Club (which has enrolled about 
30,000 students in its history), the large 
clinics of the Chicago Federated Adver- 
tising Club, and the Teacher’s Workshop 
Series of the clubs in Los Angeles—on 
down to the simple efforts of the smaller 
clubs. Some are one or two-day clinics, 
others run once a week for 26 or more 
weeks. Some are in connection with a 
university, but most are independent. At 
least two thirds of the clubs have some 
such organized training service as this. + 


Perils of the Separation Interview 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

After three weeks and four days, Jo- 
seph Zipotas has decided he has had a 
bellyful of his new job. His foreman, who 
listens to Joe’s announcement of disaffil- 
iation through one ear, and to the curious 
grinding on Turret Lathe No. 9 with the 
other, recalls the rule in the book which 
calls for a separation interview. He ad- 
vises Zipotas, who is a good Joe, that the 
personnel department will be flagging 
him down shortly for a farewell confer- 
ence. 

This is the setting for the separation 
(or exit) interview, now becoming a 


standard and to some extent a frustrat- 
ing practice in industry. The intent is 
honorable but the delivery is wide of the 
plate. 

As anyone knows, the purpose of a 
separation interview is to find out why 
a guy wants to quit his job. Obviously, if 
a company can establish a pattern for 
“quits,” it is in a position to correct the 
situation which opens the floodgates. 
What too many concerns fail to realize is 
that a departing employe wants princi- 
pally to depart, and not to waste any 
time in the process. Thus, when he is 
summoned into the presence of a per- 
sonnel interviewer, armed with a printed 
form and a pencil, his instinct is to give 
the first reason that comes into his mind. 


Here is a report of the departing testi- 
mony of a few employes in one manu- 
facturing concern, balanced against the 
real reasons for the departure (the real 
reasons were spaded up by company sen- 
tries who concluded they were not get- 
ting honest answers, which they 
weren't): 

Mack X said he loved the company, but 
was quitting for health reasons. He took 
a job three days later loading materials 
weighing 100 Ibs. per unit, but he made 
more money doing it. 

Jack Y said he loved the company, but 
he was quitting because his wife was ex- 
pecting. Personnel records showed he 
was single. He took a job across the 
street in a tavern. 

Zack Z also said he loved the company, 
but had saved up a little money and 
wanted to travel. He came closest to an 
honest answer; the company sleuths fi- 
nally located him driving a city bus and 
in debt to everybody. 


Advertising Age, September 30, 1957 


The company never found out why 
these three men left, and a pad-and- 
pencil interview would never have dis- 
closed the reasons. The best separation 
interviewer in industry (and there are 
many good ones) never uses a pad and 
pencil. He never attempts to cajole the 
departing worker into staying. He never 
rebukes. 

What he does do is to confess a failure 
on the company’s part. He accepts the 
fact of the employe’s departure, and asks 
his help in describing the reasons, so 
that someone else won’t leave in disillu- 
sionment. When the real, the true rea- 
sons for a man’s quitting pour forth, as 
they generally do, the company has a 
key to solutions. 

What’s the result, in four out of five 
companies where the separation inter- 
view is a human relations practice in- 
stead of a cold personnel science? About 
four out of five, having blown their tops, 
decide to stick around. # 


 F Your first benefit, in learning 
to draw the advertising eye, is the 
obvious one of clear communication. 
Above is a recognizably accurate eye, 
closer to “real” eyes than the symbols 
at right. But the power of the eye as 
an aid to story-telling can be easily 
shown with these simple circles and 
dots. 


The dots are numbered to show you 
how to make eyes look up (1), down 
(2), sideways (3 & 4). 


2. Your second benefit of the dare- 
to-be-definite look is a sudden expan- 
sion of graphic range. 

“Wow!” you say, as you immediately 
are using this “1234 eye” on a Monday 
morning tv requisition. You do these 
side views to start your commercial, 
like this: 


A: The man says, “Aw, c’mon, how 

about a kiss?” The gal thinks, “I wish 
he’d go away...” 
B: The man says, “Uh, oh, somebody 
at the front door!” The gal thinks, 
“Ah, saved by the bell!” And so on, 
eye position reflecting emotions. 


3. Your third benefit is more subtle, 
has been suggested in this column 
from time to time: The addition of 
visual elements during creative plan- 
ning—in this case the direction the 
eye is looking—can help develop and 
pin down situation and word ideas. 


Next Lesson: The Advertising Eye, Continued 
Coming: The Advertising Ear 
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Wherever young homemakers 
begin new homes and furnish 


them...andj ayy Ma mcals their 
Time of Purchase Magazine 


Whether they’re renting a home, remodeling, building or buying or just moving into 
a new apartment, young homemakers in the first changing years of 
marriage are at the all important Time Of Purchase! That’s the crucial time when 
need, interest and ability to buy combine to produce immediate sales 

. and for infrequently purchased home goods, it may be once in a lifetime. 
It’s no coincidence that these Time Of Purchase young homemakers 
read Living, because Living is edited only for them, telling them what to buy, 
where to buy and how much to pay. Fast-moving, fast-buying young 
marrieds use Living for Young Homemakers as their buying guide! You'll sell them 
faster, at the Time Of Purchase, in Living for Young Homemakers. 


LIVING 


a YOUNG — ati 


The Time of Purchase Magazine 


575 Madison Avenue * New York 22, New York 


A STREET AND SMITH PUBLICATION 
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WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «¢ Evanston, Ill. 


(BC) WRITE FOR MARKET DATA 


Cott Sues Canada Dry 
for Damages on Half & Half 

Cott Beverage Corp., New Ha- 
ven, Conn., is seeking damages of 
$500,000 from Canada Dry Ginger 
Ale Co. and Canada Dry Bottling | 
Companies in New Haven, Hart- 
ford, New London, Stamford and 
Meriden. Cott claims that it first 
marketed a lemon and grapefruit 
drink called Half & Half and 
charges that a Canada Dry drink, 
Half and Half (with the word 
“and” instead of an ampersand), | 
is an imitation. | 

Cott seeks an injunction to bar 


*|Canada Dry from using the name 


and asks all profits from the sales | 
of the drink by that organization. | 


Williams Joins McLain 

Bryon A. Williams, formerly 
with Staake & Schoonmaker Co., 
Kalamazoo, has joined McLain & 
Associates Advertising, also Kal- 
amazoo. In his new position, Mr. 
Williams will help service exist- 
ing accounts and work on new 
business activities. 
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No other automotive 


over Selling 


sae at oe Pome tome Ot 


...dimed at one 
specialized 


trade publication can 


match the specialization of Super Service Sta- 
tion. Its editorial excellence and continued 
development has paralleled the steady growth 
of the gasoline service station market to the 
point where Super Service Station is preferred 
by more station operators, oil jobbers, and 
T.B.A. marketing executives than any other 
publication in this field. 


Every story and article, every ad is of vital 
interest to every Super Service Station reader. 
More emphasis is placed on helping increase 
customer service, promote repair business, 
boost resale volume and build operating profit. 
More space is devoted to market studies, 


penetrating forecasts, 


research and analyses, 


statistical reports and special features. This 
kind of editorial specialization puts the reader 
in a more receptive frame of mind. It en- 
ables you to put your sales message across 


with telling impact. 


Survey after survey continues to show Super 
Service Station as ‘preferred most’ by those you 
must sell, These are the gasoline service sta- 
tion specialists who account for an annual 10% 
billion dollar service station volume. They 
are the specialized marketers to which Super 
Service Station is specifically aimed — make 
sure it is included in your 1958 media plans. 


fe, SUPER SERVICE 
: ialion 


ease 


Chapin Leaver 
APPROPRIATE—A “Fun at Five” party in connection 
with Kellogg Co.'s sponsorship of ABC-TV’s “Fun at 
Five” adventure strip was given in Chicago by the 


broadcasting company. Shown here are Slocum 


Weber 
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Olmstead Treyz 
Chapin, vp in charge of sales of ABC; Ollie Treyz, 
vp of ABC-TV Network; Mard Leaver, president of 
Kellogg Sales; Ralph Olmstead, ad vp of Kellogg 
Co., and Jim Weber, exec vp of Leo Burnett Co. 


Stone Container to 
Support Ad Council 
With Box Imprints 


Curcaco, Sept. 24—Stone Con- 


the vp of Benton 


Jensen Joins Patterson 
Miss Jo Ann G. Jensen, form- |ing Co., Chicago. Miss Jensen will 
erly administrative assistant to|direct publicity and market re- 


department of Patterson Publish- 


& Bowles, New |search activities for both Ameri- 


York, has been appointed director |can Restaurant and American Mo- 
of the promotion and research | tel, Patterson publications. 


tainer Corp. will support nine pub- 
lic service campaigns of the Ad- 
vertising Council through symbols | 
and slogans imprinted on its ship- 
ping cartons. 

These “traveling billboards,” as 
Stone Container calls them, are of- 
fered without charge to clients. 
Any company which orders cor- 
rugated shipping boxes from Stone 
Container may choose from nine 
different designs, in various sizes, 
to be imprinted on boxes which | 
carry the product from factory to} 
retail outlets. It has been estimated | 
that a single box may be seen by | 
as many as 1,100 people. 


@ The public service campaigns 
receiving this special support are 
ACTION (American Council to! 
Improve Our Neighborhoods), Bet- 
ter Schools, Fire Prevention, Aid 
to Higher Education, Keep Amer- 
ica Beautiful, Religion in Amer-| 
ican Life, Stop Accidents, United | 
Community Campaigns of Amer-| 
ica and U.S. Savings Bonds. 

Theodore S. Repplier, Advertis- | 


(They are the mightiest 
audience of construction 

men ever assembled 
by a magazine!) 


we v7 « > 


WHO ARE THE MEN 
WHO BUILD 
AMERICA? 


ing Council president, pointed out | 
that companies that have never) 
taken part in Ad Council activities: 
can find it possible under the new | 


plan to give advertising support to | pHOENIX. 
public service campaigns, since no formation 
additional expense is involved in eee 
the container imprinting. as the ' 


Companies which have contrib- 
uted valuable time and space in 


other media can multiply the im- | wai 88 paving 1g war 
pact of such effort with container | gain sit 
advertising, he suggested. # 

Jan: 


Dairy Assn. Pushes Butter 
to Holiday Meal Planners 

The American Dairy Assn., Chi- | 
cago, plans a concentrated cam- 
paign in seven housewife-oriented 
magazines plus radio and tv to| 
build butter sales during Novem- 
ber and December among holiday 
meal planners. Butter-baked tur- 
key will be featured in November 
and butter cookies will be stressed 
in the December push. Publica- 
tions to be used in the campaigns 
will be Better Homes & Gardens, 
Everywoman’s Magazine, Family 
Circle, Farm Journal, Ladies’ 
Home Journal, McCall’s and Wom- 
an’s Day. 

The butter cookie campaign will | 
be presented in cooperation with | 
Pillsbury Mills and the ads will! 
offer a low-priced butter cookie | 
recipe book. Campbell-Mithun, | 
Chicago, is the ADA agency, and | 
its Minneapolis office handles ad- | 
vertising for the Pillsbury product. 
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Remember in our conference yesterday, Orien 
wagged, "What this idea needs is more of an 


He certainly wouldn't have idea problems in 
Arizona, 


affinity Arizona has for growth, 
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Windsor Druggists 
Set ‘Prescription 


Insurance’ Plan 


Winpsor, Ont., Sept. 24—If an 
experiment about to be started 
here is successful, you will soon be 
able to buy “insurance” against 
the high cost of prescriptions. 

Five local druggists have formed 
Prescription Services Inc., a non-| 
profit agency patterned after the | 
health insurance groups that cover 
doctor and hospital bills. All city 
and county druggists will take 
part. 

It’s never been tried before, in 
Canada or the U.S., so the new 
group will test the plan on a pilot 
group of 1,000 Windsor residents COMING uP—The Father’s Day 
Sar aula Eaeeieed tain _— Council has already released its of- 
cial charter and will start enrol-| ficial poster for 1958 and is plan- 
ments later this month. The plan is ning the 1959 and 1960 posters as 
expected to start operating at the| part of a 50th Jubilee Three Year 
first of the year. Plan. Father’s day was founded in 

A single man will pay 95¢ a 1910. 
month, a married man with four 
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children $3.55, if enrolled in a 
group. Costs are a little higher for 
individual subscribers. | 


= When the doctor hands a pre- 
scription out to a subscriber, it will 
be filled on payment of a 35¢ fee. | 
This “deductible portion” is to dis- 
suade subscribers from running in 
to get a box of aspirins and unnec- 
essary prescriptions. 

The plan does not cover pre- 
scriptions which specify patent | 
medicines; “unreasonably” large | 
prescriptions; drugs, vaccines or) 
sera used by a practitioner during | 
office treatment or house call; in- | 
sulin and blood plasma; or pre-— 
scriptions covering more than 3314 | 
daily doses. If an illness is official- | 
ly described as an epidemic, the 
service may suspend payments for 
medicines. 

“Doctors are now often in the. 
position where they hesitate to 
prescribe a drug, knowing that the 
patient can’t afford it. They may 
prescribe a less expensive drug, | 
even though it isn’t as effective be- 
cause of economic factors,” said 
W. A. Wilkinson, one of the 
group’s organizers. 


s A spot check made among local | 
physicians indicated that almost 
half of the prescriptions written | 
are not filled—and this is partic-| 
ularly true of the most expensive | 
drugs. # 


Borden Names Meicke, Hoth 
Harry W. Meicke, formerly as- 
sistant to the general advertising 
and merchandising manager of 
Borden Food Products Co., New 
York, has been named assistant 
product manager on Borden’s in- 
stant coffee. L. George Hoth has 
been promoted to manager of a 
new merchandising section of the 
consumer products department of 
the chemical division of Borden 
Co. He formerly was assistant, 
sales manager for adhesives. 
Martin F. Cody, formerly in the di- 
rect mail advertising and sales 
promotion field, has been named 
assistant merchandising manager. 


Brand Products Inc. Formed 
Brand Products Inc., Westbury, 
N. Y., a new sales and marketing 


‘fs 


Another “Golden Egger” Coming Up 


organization, has been formed by Another good season for you to sell Ohio farmers. But 
Mort Wimpie, former sales man- that’s true all the time. Broad diversification holds 
ager of Rockbar Corp., New York. income at a big, steady level right around the calendar. 


The organization will handle mar- 
keting, sales and promotional ac- 
tivities for moderate-size manu- 
facturers. 


states. 


Nehi Promotes J. L. Ivey 

J. L. Ivey has been promoted to 
sales promotion manager, coolers 
and venders, Nehi Corp., Colum- 
bus, Ga., replacing R. M. Lowry, 


Each year finds Ohio among the nation’s richest farm — 


And using THE OHIO FARMER is still the best way to 
reach this active farm market. Here’s a paper read 
thoroughly by 4 out of 5 Ohio farm families. It’s home- 
edited, devoted to their interests exclusively. 


Put MICHIGAN FARMER and PENNSYLVANIA FARMER 


F Oo foramen 


CLEVELAND, OHIO 


el 


MICHIGAN FARMER, East Lansing 


who resigned. Mr. Ivey has been tacana Log “xem too, the preferred papers in states PENNSYLVANIA FARMER, Horrisburg 
with Nehi since 1935, and was with similar farm income patterns. All 3 magazines are 
most recently a district represent- 4-color gravure printed. Saves you plate costs. Write 


ative. 1010 Rockwell Avenue, Cleveland 14, Ohio, for details. 
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‘Chicago Construction News’ 
Moves; Appoints Three 

The Chicago Construction News, 
which has moved to new quarters 
at 22 W. Monroe St., Chicago, has | 
appointed G. W. Morgan to head | 
advertising sales, a new post. He 
was formerly an advertising rep-| 
resentative of the publication. W. | 
L. Witt, previously in the pub- 
lication’s advertising production 
department, has been named circu- 
lation manager, succeeding James | 
A. Hughes, who has been named to | 
the advertising sales department. 


of the West and the San Francisco 
Advertising Club as well as nu- 
merous other organizations. 

He became the attorney for the 
adelub in 1914, and his “Truth in 
advertising” campaign helped lead 
to formation of the Better Business 
Bureau. 


Automotive Retailer to 

Publish Yacht Annual 
Automotive Retailer Inc. has 

announced plans to publish Yacht 

Equipment Purchasing Guide. An 

annual, the guide will be a com- 


Publication is scheduled to begin 
Jan. 15, with a controlled circula- 
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plete directory of marine products. | 


| ment wholesalers and_ retailers 
land yacht architects. Peter Ball, 
president of Automotive, is pub- 
lisher of the Guide. 

| Samuel Waugh, formerly with 
Pendleton Woolen Mills, has been 
named advertising sales manager 
|for both books. Following a move 
\from Morristown, N. J., the pub- 
jlisher is headquartered at 128 E. 
|36th St., New York. 


‘Lite Diet Bread in Drive 

Bakers Franchise Corp. is 
launching a heavy fall campaign 
for its Lite Diet bread in more 
than 200 newspapers, with a sat- 
uration spot schedule on 150 radio 


Marie does it 
FASTER... 


complete mailings, multi- 
raphing, mimeograph- 
ng, addressing, fill-in on 
een wg letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

ALL WAbash 2-8655. 


a Lelie fn 


431 S. Dearborn St b 


STIMULATOR—“Bright gift ideas in stainless steel” is the slogan for 

this year’s Republic Steel Corp. promotion on stainless steel house- 

wares, flatware and appliances. The dealer’s kit, shown here, is 

part of the promotion which begins Nov. 1. Meldrum & Fewsmith, 
Cleveland, is the agency. 


TV-TULSA covers 45 counties where .. . 


RETAIL SALES TOTAL 
$1,405,638,000.00* 


Food Sales total 
$306,757,000.00* 


Drug Sales total 
$49,078,000.00* 


you get the fabulous 45.° tv. . 


ONLY |with.... ‘TULSA 


Oma 


*Sales Management's Survey 
of Buying Power 1957 


Milton Goldsmith, 
Novelist, Ex-Adman, 
Is Dead at 96 


New York, Sept. 24—Milton 
Goldsmith, 96, author and former 
advertising copywriter, died Sept. 
21 at a nursing home in New Ro- 
chelle, N. Y. 

Born in Philadelphia, he attend- 
ed college in Zurich. Upon his re- 
turn to the U. S., he became a free- 
lance advertising copywriter here. 
He worked for several agencies, 
advertisers and publishers over 
the years, but retired 25 years ago. 

In the meantime, he had pub- 
lished 24 books, among which was | 
“Rabbi and Priest,” a novel later | 
made into a play that was pro- 
duced in New York in 1918 as “The 
Little Brother.” He also translated | 
several plays and novels from | 
French, Spanish and German into 
English, and wrote many of the 
first crossword puzzle books that 
were in vogue about 30 years ago. | 
He was a skilled amateur magician 
and gave many performances for. 
soldiers in World War I. 


ALEXANDER TAILLEUR | 


New York, Sept. 24—Alexander 
Tailleur, 67, European director of 
the Journal of Commerce, died | 
Sept. 22 of a heart attack in Dus- 
seldorf, West Germany, where he 
had his office. Born in the Neth- 
erlands, he entered the publishing 
business there before coming to 
this country in 1939. 

He became president of the 
Knickerbocker Weekly, a publica- 
tion for World War II refugees | 
from the Netherlands. Before join- 
ing the Journal of Commerce in 
1954, Mr. Tailleur had been a vp of | 
the Dorland Advertising Agency, 
Atlantic City, N. J., and publisher | 
of Park East magazine. | 


JAMES C. KENNEDY 


QuocugE, N. Y., Sept. 24—James 
C. Kennedy Jr., 66, an executive 
committee member of Yachting | 
and a former publisher of that 
magazine, died here Sept. 19. Mr. 
Kennedy retired in 1954 as exec 
vp of Schieffelin & Co., New York 
drug and pharmaceutical house. 
At one time he was vp of Forhan’s | 
Toothpaste Co. 


ELLIOT M. EPSTEEN 

San Francisco, Sept. 24—Elliot | 
M. Epsteen, 71, attorney and one) 
of the founders of the San Fran-| 
cisco Better Business Bureau, died | 
Sept. 17 in Palo Alto Hospital after | 
a long illness. Mr. Epsteen was| 


attorney for the Advertising Assn. | 


rate of $400. It will be sent to/|runs through the end of the year. 
boat yards, marinas, boat equip- | Emil Mogul Co. is the agency. 


WHO ARE THE MEN 
WHO BUILD 
AMERICA? 


(They are in America’s biggest industry 
and read a publication in which more 
advertising dollars are invested than 
in any other technical-business 
publication in any field!) 


tion of 15,000 and a b&w fo {run 15 tv stations. The campaign 


Out panded never tar Teied 


WHDH 


50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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other one out because of “polarity.” | Don Lee Names Three San Francisco. A. J. LaFrano, for- 
Therefore there would be no inter-| Norman Boggs, formerly vp in|™erly director of operations of 
How to get rid of ference invelved in such transmis- charge of sales of Don Lee Radio, | Dom Lee Radio, has been promoted eR 


sion, the company said. Los Angeles, regional network of |t© VP of programming and opera- 
A decoding signal for pay tv radio stations, has been named vp | tons. RADIO BUY 

under this system would come and general manager of the radio 

over the telephone lines in a meth- operation. Wendell B. Campbell, | Fair Moves to New York 

od apparently similar to Zenith | formerly vp in charge of national| Paul E. Fair, formerly with the 

Radio Corp.’s Phonevision sys-|cales for General Teleradio, has | Chicago office of Progressive Gro- 

tem. # 'been named vp of Don Lee Radio | cer, has switched to the magazine’s 

and general manager of KFRC, | New York sales office. 
NIAA Names Ketchum for PR 


National Industrial Advertisers | 
Assn., New York, has appointed 
Ketchum, MacLeod & Grove, New | 
York, to handle its public rela- 


Ducirpcnie Tpseae ams The appointment of = er'|  Qvertyga de INFLYTESRIKA lasarna av , 
—< rf rma association in a committee report | 
POST-— och de kommer att fora det vidare! 


“bathroom odor” 
without doing a lick 


of extra work 


cut vo half 
about two years ago. One of the! 


main objectives in the new pro- 


gram will be to “stress widely the | 
importance of the capital goods | 
market and the men who are re- | 


sponsible for selling goods through 1e, 4 ” 
gt oune, ledvertilig” necorting tok R| EVEN IN SWEDISH IT'S: “Sell the POST GMM INFLUENTIALS—they tell the others! 
ote eps eats bathroom! Use “Lol” vegslerly’ | Teifeld, vp of the association and | 


director of advertising and pr of 


While you light-clean, Copperweld Steel Co., Pittsburgh. | 


4 
Lysol, deep-cleans for you 
Deep cleans ! Deodorizes ' Disinfects ' 
*\ Outperforms pine oils, outhasts bleaches 5 to 1! 
, Disini protection lasts 7 full days! 
# And | Lysol” odor doess't bnger 


Rie ar oitaete 0 Comade 


GLAMOURIZED—F rom Octobe r| 
‘ through May, Lehn & Fink Prod-| 
4 ucts Corp. will advertise its Lysol 
j in Glamour—the first time the 
product has been promoted in a 
fashion book. Other women’s mag- 
azines also will be used. McCann- 
Erickson is the agency. 


Study Twin-Signal 
Plan for Pay-Free 
TV, FCC Is Urged 


if Newark, Sept. 24—A doubling- 

a up system that would allow two tv 

a programs, one pay and one free, on 
the same channel has been sug- 
gested to the Federal Communica- 
tions Commission by Blonder- 
Tongue Laboratories, as a means 
of finding space on the airwaves 
for pay tv without disturbing 
standard tv broadcasts. 

The solution proposed to the FCC 
works by means of a “contra-phase . Po 
multiplexing process” in which . a “ /& > f. ide 

; two different tv programs are sent “a | ll FF ae ; me | dmpst 
F over the same standard six-mega- | % “ae ‘f 
cycle television carrier frequency. | ; 
Aim of the company in making | 
its proposal is to acquaint the FCC 
with this suggested, but not fully 
developed, system of tv transmis- | 
sion before that body reveals od 
decision on pay tv on-the-air | 
transmission. The company claims | 
the system could offer the FCC “a| 
way out” in approving pay tv with- | 
out taking away any of the present 
free television time. 
| The company insists it is not) 
trying to “market anything right) 
now” but merely trying to make | 
the FCC aware of what it has. | 


= Called Bi-Tran, the system) 
would, if put into effect, require | 
modification of television station | 
equipment and home receivers. 
The developers contemplate such 
other uses for their system as (i) 
doubling broadcast facilities in) 
markets where a limited number of | 
channels are available; (2) pro- e 
, viding a prime time opening for 
PE Top-drawer advertisers buy 
setting up broadcast space for 
military purposes. 


The new system is said to re- WGN a ” os 

semble somewhat a technique used = ( } O > oO 
in fm radio broadcasting, in which Ya 1 in ] a 

a second fm signal beamed teward 

a special audience is sometimes im- 


ee hase eT You’re in good company when you join the nation’s smartest 
all time-buyers who confidently select WGN to sell millions of 
ding to Blonder-T ‘ 
See ae amiae ak ee dollars worth of goods for top-drawer clients. 
, ae ae ae Consistent high program quality, at the lowest cost, makes 
Switching to one of the signals WGN a good buy—your smartest buy today in Chicagoland! 


would automatically cance] the 


————— 
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Skiing Publishing Moves; 
‘National Skiing’ Goes Slick 


publisher of National Skiing and | 
Wintersports, has moved into its) 
own new building in suburban 
West Denver. At the same time, 
National Skiing has announced 


that it will be printed on slick pa- | 


per for the first time this fall. 


Foe, ae Hanah 
HAB ERULE 


CAN'T DRIP PRESSURE 
ber Cement 


The world's most modern dispenser. Handy grip- 
top. Lorge bristle brush alwoys reaches 
cement —no odjustments necessary. At your artist 


| supply store or direct. Only $2.95 


THE HABERULE CO. 
BOX AG-245 + WILTON, CONN. 


|Advertisers, Not Advertising, Are at Fault 
Skiing Publishing Co., Denver, When Ads Err, Fairfax Cone Tells Four A's 


San Francisco, Sept. 24—At-| 
tacking the “attackers of adver- | 
tising,” Fairfax M. Cone, chair- | 
man of the executive committee of 
Foote, Cone & Belding, told the} 
Northern California council of the | 
American Assn. of Advertising | 
Agencies last weekend that “unless 
all the signs are wrong, we are in 
for a period of adjustment, partic- 
ularly in ad budgets.” 

Mr. Cone, one of eight speakers 
before the council’s first annual 
seminar, also described Vance 
Packard, author of “The Hidden 
Persuaders” as being “more inter- 
ested in sensationalism than in 
facts.” 

He also took a swing at the late 
Bernard De Voto as “the late, but 
certainly unlamented stiff-necked 
critic of advertising.” 

“Advertising, like dynamite,” Mr 
Cone declared, “is only a means 
to an end and, like the telephone, 


States has 


farmers . 


Business? 


“Sandstone Building 


Since 1940 the United 
farms. But agricultural 


income has increased 
more than two and one- | 


Mount Morris, 


lost 1,313,778 


half times. 

This is the revolution LESLIE A. WATT 
in agriculture. eo 
Today’s farms are 


bigger, better managed, more highly 
specialized. Of the 4,783,021 farms (1954 
census) only 1,289,877 (27%) have over 
$5,000 gross income annually. But they 
produce 78.8% of all farm income. 


These are the specialized business 


. . whose interests are best 


served by specialized business magazines 
such as Poultry Tribune. May we send 
you our special study, Farming is a 


Palin A, Watt 


FARMING IS 


A BUSINESS 


A concise, factual summary of farm 
market statistics 
to your media files . 


. a valuable addition 
. . an analysis of cost 


it can be used to annoy or to help. 
Of course it is sometimes used to 
obtain undesirable ends. This is not 


| the fault of advertising, but of the 
|people who use advertising.” 


s The economy of the U.S., he 
declared, is based on “desire, not 
| need, and of course it is one of the 
major jobs of advertising to create 
desire. Advertising in itself, how- 
ever, has nothing to do with dic- 
tating choices made by the con- 
sumer. 

“The Saturday Review,” he 
pointed out, “sells on the nation’s 
newstands right side by side with 
Confidential. The consumer makes 
the choice . . . and when the public 
wants more Shakespeare on tv, 
there’ll be more of the Bard on the 
tv screens.” 

Mr. Cone predicted that stiff 
competition will require that ad- 
vertising be “more thoughtfully 
planned” and “more skilfully han- 
died” in the months and years 
ahead. 

He urged that advertising and 
marketing “rise to the need for 
greater creativity than ever be- 
fore.” 


® Other speakers before the day- 
long seminar included William 
Lyddan, vp and marketing director 
of Campbell-Mithun, Minneapolis, 
who declared that “client courage 
and the pioneer spirit play an 
important part in the success of a 
marketing plan. 

“The great business successes of 
our day,” Mr. Lyddan said, “are 
perhaps more the result of the 
courage and sheer guts of the ad- 
vertiser than the beautiful prose, 


AUTHENTIC—Shots taken in the Bavarian Alps will be used in An- 
heuser-Busch outdoor and tv advertising for its Busch Bavarian 
beer in a campaign beginning in October. The “during” photo 
shown here pictures Photographer Dick Durrance, William D. Fish- 
er of Gardner Advertising Co., St. Louis, and three Bavarians—of 
whom the bearded gentleman is merely an onlooker. The “after” 
photo shows the Alpine scene as it appears in October. 


sion—to help your client make a|agencies, media and advertisers 
profit,” he said. heard speakers dwell on the theme 

Approximately 250 persons rep- ‘of the Seminar, “The West Means 
resenting Northern California | Business.” # 


outstanding art work and imagina- 
tive plans of the ad agency.” 

L. W. Lane Jr., vp and sales 
manager of Sunset Magazine, 
told the group that the West is 
a market with many character- 
l istics differing from other regions 
of the nation and that “national 
and regional companies that fail 
in this market because of adver- 
tising cannot blame media—but 


tion of media.” 


the differences of the West have 
often been pooh-poohed as a prod- 
uct of regional pride or indiffer- 


regions. But, he said, these dif- 


keting. 


® “Most of the differences that I 
speak of rest with things that man 
cannot change, such as our geog- 
raphy, the climate, the nature and 
attitude of our people. While they 
are sometimes intangible and may 
only be surface signs, they point 
up differences that advertising 
agencies and advertisers would do 
well to keep in mind. 

“They have a bearing on the na- 
ture of your advertising copy in 
radio, magazines, television and all 
media. They affect the actual me- 
dia you use, the potential accept- 
ance of most products and services, 
distribution patterns and, eventu- 


only their selection and applica-| 


He said that statements about | 


ence to the ways of life in other | 


ferences are real and affect mar-| 


ally, success in your primary mis- | 


| ADVERTISE IN 


ROANOKE? 


No. 8 of a Series 


ROANOKE is Virginia's YOUNG-IN-HEART 


market ... eager for new products and 
new ideas 


L. 1 


eR , itself, dy in the 
100,000-pius population class 
@ Roanoke, itself, already 
one of America’s top 
200 cities 
® Roanoke, the hub of 
a 16-county market 
with 500-000-plus 
population! 


the 


trend: 


Over $454,000,000 retail sales per year prove that prod- 
ucts get a great reception in the Roanoke market area. 


Result: 


Roanoke—Your key market in western Virginia 
NS coseiiee. is covered exclusively by the 


a completely ~~ 


independent market 


~~ 


WHO ARE THE 


and waste in farm market advertising. 


WATT PUBLISHING CO. 


New York 
Cullman, Ala. . 


il. Palo Alto, Calif. 


(They include all members 

of the construction buying 
team—planners, owners, 
consultants, contractors 
and government!) 
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Meredith Reports 
Record Revenues, 
Net in ‘56-57 Year 


Des Mornes, Sept. 24—Meredith 
Publishing Co. had the most suc- 
cessful year in its 55-year history, 
the company’s annual report for 
1956-57, ending June 30, 1957, | 
shows. 

Total revenues were $53,072,000, 
up $4,612,000, or 9.5%, from rev- 
enues of $48,460,000 the year be- 
fore. Net earnings were $4,644,000, 
or $3.59 per share, up 14.7% from 
earnings of $4,047,000, or $3.14 a 
share the previous year. 

Earnings amounted to 8.8% of 
revenue, compared to 8.4% the 
previous year. Dividends were in- | 
creased from $1.50 to $1.80 a share. | 

Of the total revenues, magazine | 
advertising revenues amounted to) 
$28,130,000; circulation revenues, 
$10,459,000; revenues from sale of 
hard-bound books and “Ideas An- 
nuals,” $3,863,000; broadcasting 
j revenues, $9,971,000, and miscel- 

laneous revenues, $649,000. Last 
year publishing revenues amount- | 
ed to $38,881,000; broadcasting, $8,- | 
881,000, and miscellaneous, $697,- 
000. 


, ® The company has embarked on | 
a $10,000,000 expansion program 
with the purchase of 107 acres of 
f land just outside Des Moines for 
construction of a new manufac- 
turing plant, Fred Bohen, presi- 
r dent, reported to stockholders. New 
a high-speed five-color presses now | 
: are being built for installation in | 
the plant during 1958. 
During the year increased ad- 
vertising rates for Better Homes & 
Gardens and Successful Farming 
¢ were announced, effective with} 
a February, 1958, issues, necessitated 
: by “higher operating costs and a 
200,000 copy increase in circula- 
{ tion base of Better Homes & Gar- 
dens.” 
oes The b&w page rate, one time, of 
, Better Homes will move from $15,- 
410 to $17,235, and of Successful 
Farming from $4,500 to $4,800. 


® The company announced plans 
{ to sell advertising, for the first 
time, in five of its “Ideas An- 
nuals.” The first, Home Furnish- 
ings Ideas, is being released this 
month. A new book, the “Better 
Homes & Gardens Flower Arrang- 
ing Book,” was introduced in Au- 

gust. 
Broadcasting operations include 
radio and tv stations in four mar- | 
= kets: WHEN and WHEN-TV, Sy-| 
ua racuse, N.Y.; WOW and WOW-TV, 
: Omaha; KCMO, KCMO-FM and) 
KCMO-TV, Kansas City, and 
KPHO and KPHO-TV, Phoenix. 
Meredith recently contracted to 
purchase assets of KRMG, Tulsa 
(AA, Sept. 2). # 


GE Plans Photo Lamp Push 
General Electric Co., Cleveland, 
plans its “most extensive” adver- 
tising program for its photograph- 
ic lamps this fall and winter. Pri- 
ah mary target of the program is the 
j “vast market made up of 21,- 
000,000 casual amateur photogra- 
phers,” GE says. Emphasis will 
be on the PowerMite M2, the pea- | 
nut-size flashbulb introduced in 
1952, according to GE. Media| 
chosen include newspapers, mag- 
azines and radio. Grey Advertis- 
ing Agency, New York, is the, 
agency for GE’s photo lamp de-| 


partment. | 
Reynolds Moves Sales Office 
, Reynolds Metals Co. has aban- | 
doned plans to build an office 
building and research center in 
Louisville, Ky., and instead will 
move its sales office to Richmond, 
Va., where its head offices are 
located. The move, Reynolds says, 
f will be made gradually and prob- 
j ably will be completed sometime 
j in 1959. About 750 people will be 
affected by the change. 


YULE PACKAGE—A jeweled plastic 
canister designed to hold the Curl 
Control container is included in 
Maz Factor & Co.’s Christmas Curl 
Control vanity spray set. 


Oil Index Published 
Stovel-Advocate Publications 
Ltd., 365 Bannatyne Ave., Win- 
nipeg, has started publication of 
Oil in Canada’s “Composite Ref- 
erence,” a book restricted to peo- 
ple who exert an influence on the 


purchase of oil industry equip- 
| ment or services, 
| says. The book, a 400-page vol- 


the publisher 


ume, retailing for $5, consists of 
itive basic sections: A manufac- 
|turers index, a product index, a 
specification and information sec- 
tion, a directory of companies en- 
gaged in Canada’s oil industry and 
an editorial section. The company 
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plans to publish editions at 18- 
month intervals. 


Harrison House Adds Two 
Harrison House, Meriden, Conn., 
has been apointed to handle adver- 
tising for Miller Co., Meriden, | 
maker of lighting equipment, and | 
Tube Slab Co., Hartford, marketer | 
of building construction systems. | 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


since 


1928 


LOS ANGPLES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


EVEN IN DUTCH IT’S: “Sell the POST 


Overtuigt de INVLOEDRUKE lezers 


vaAN de POST zij vertellen het verder! 


INFLUENTIALS —they tell the others!” 


561,050 Larry Egans... 


Larry lives and works in Houston, Texas. He's the plant manager for a local 
food packer. Proud of his city, loyal to his friends, Larry is a responsible citizen. 
When it comes to entertainment, he and his family watch KGUL-TV 


their favorite television station. 


The Larry Egans symbolize the 561,050 families that constitute the Galveston- 
Houston television market . . . a market of $3% billion in effective buying 
income; a market of over $24 billion in retail sales; a market that accounts for 
% of all the income, sales and business, in the state of Texas. 


Tg reach and sell the 561,050 Larry Egans and their families . . . use KGUL-TV 
.. . the only station delivering city-grade service to both Houston 
and Galveston. Represented by CBS Spot Sales. 


Sources: TV Mag. 3/57 & 8/57; Copyrighted . . . Sales Management 1957. 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa* KGUL-TV Galveston. serving Houston* WANE & WANE-TV Fort Wayne® WISH & WISH-TV Indianapolis 
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Forgotten How to Sell? 

To the Editor: Al Pearce, I think 
it was, played the comic radio 
salesman who'd knock on the door | to radio). 
and say, “There’s nobody home, I; Argus tells us about a “rare 
hopa, hopa, hope.” Believe me, he’s| combination in a camera.” Ah! 
got nothing on today’s ad writer. | interest. Then I find, only Argus 
They, too, don’t seem to want to | 
find anybody home when they go 
out selling. Color-matic settings. (Whaeverin- 

Just read a deadly batch of ads | hellthatis) Lost: one potential 
in this week's Life. | buyer. Don’t confuse me with facts. 

Philco, of all things, is selling | You might tell me something that 
the back of a tv set. That’s a|might just cause me to buy. But, 
switch. Why not this line? “When |as long as you want to keep it a 
you’re backing into the kitchen to| mystery, why should I bother? 
sneak a snack, why not take a| Why... why are we so afraid 
gander at that Philco back?” Noth-|to sell? Or even to suggest that 
ing much worth looking at in front. | we are salesmen. Who are we talk- 

And, mercy, did you know that, |ing to anyway? Robots? Or, may- 
according to Shell, we use 17/| be it’s robots who write the ads... 
hydrocarbons every day? At that|somebody, maybe, who never 
rate, we'll soon be out of them—/| watched tv or shot a picture. 


|and might find a fate even worse 
than looking at the back of a tv 
set (unless, of course, it’s listening 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


offers you the most popular color- | 
slide camera—the simplicity of | 


If you want to refresh your 
memory about what makes people 
buy, watch a streetcorner pitch- 
man or auctioneer at work; go to 
a busy department store at Anni- 
versary Sale time, or try to peddle 
some item yourself door to door, 
or take a turn as a clerk in a store. 
Then, and only then, do you find 
out how meaningless some phrases 
are when they forget to take the 
human element and human de- 
sires into account. 

Jack Lacey, one of the greatest 
salesmen I’ve ever heard speak, 
said, “Hit their hot button.” That’s 
what makes ’em buy. People want 
something they haven’t got. When 
in doubt, wouldn’t we be better off 
to suggest something they haven’t 
got, and then forcefully show them 
why they ought to have it? 

If advertising is losing face, 


wsss 
television 
WINSTON-SALEM 
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| could it be that we’ve forgotten 
|we’re trying to sell to the people 
who have wants and desires, who 
have fears and ambitions, and 
likes and dislikes, and flesh and 
blood just as we do? 

Irv Haag, 


Evanston, Ill. 
. * 7 
Brainstorming Is Babel, 
Not Brainwork, Reader Says 

To the Editor: “Brainstorming” 
is hailed by its proponents as the 
greatest single boon to the crea- 
tive mind since Gutenberg in- 
vented type. 

You’ll pardon the irreverence, 
I know, but for my money, brain- 
storming is for the birds. Despite 
the Roman candles set off in its 
behalf, the technique is neither 
“new” nor “novel.” Nor, I sus- 
pect, has it produced a tenth as 
many ideas as its adherents say 
it has. 

Psychologists have pretty well 
marked the path creative thought 
must take. Brainstorming to the 
contrary, there are few shortcuts. 
To create, science tells us, we 


must first collect facts, collate 
and classify them, then digest 
them for some time ... let them 


simmer on the back burner of the 
mind. If we’re lucky and have 
thought long and hard enough, a 
mental bulb may light and we 
could come up with a thought. 
Brainstorming implies that this 
scientific recipe is so much pap- 


rika. Just collect enough people 


|around a table, present the “prob- 


lem,” tell them nothing will be 
held against them and hold your 


|hat. No holds barred. No inhibi- 


|tions. No censorship. Let your- 
selves go, Horace and Hortense. 
An idea costs nothing. 


True. And most of the “ideas” 


‘spawned by brainstorming are 
|worth it. The stream of con- 
sciousness method may enrich a 


| psychiatrist. But if clients aren’t 


jcareful they’ll be dropping bot- 
|tles with sales messages into the 


| Pacific or launching free balloons 


| with samples. (Actual brain- 
\storming “ideas,” no kidding.) 

The fact is, brainstorming at- 
| tempts to substitute quantity for 
|quality. If two heads are better 
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the method. Despite the invitation 
to be, most people are not unin- 
hibited. Only the exhibitionist 
welcomes the chance to “think out 
loud.” Most of us hesitate to make 
asses of ourselves. And popping 
off in public is still the stream- 
lined superhighway to inanity. 

Then, too, brainstorming’s cli- 
mate of competition and haste 
tends to chill rather than warm 
the creative glow. Ideas are not 
created by twenty phonographs 
spinning simultaneously. When I 
need an idea I’ll lay my deuce on 
the keen creative guy with a 
proved record of performance, a 
quiet office and an understanding 
of the facts. John Foster Dulles 
can address the meetings. 

Now, if you’ll excuse me, the 
boy from Mac’s Diner with the 
coffee is here and the janitor’s 
changing a light bulb. Can’t let 
‘em get away. There’s a brain- 
storming session scheduled. 

Paul Field, 

Copy Chief, H. B. Humphrey, 

Alley & Richards Inc., New 

York. 


To Reprint E. B. Weiss’ 
Food Chains Report 


To the Editor: For a great length 
of time we have admired and re- 
spected the vast knowledge of E. 
B. Weiss. In the Aug. 26 edition 
of ADVERTISING AGE, Mr. Weiss hit 
on a problem which we of The 
Journal of Commerce feel is a 
most important one. 

With your permission we would 
like to reprint a limited supply of 
this article to be used in our 
client contact work. 

William R. Byxbee, 

Grocery Advertising Manag- 

er, The Journal of Commerce, 

New York. 


Reader Agrees with Woolf's 
‘Hard to Believe’ Lines 

To the Editor: My hat is off to 
you for “Assertions I Find It Hard 
to Believe,” by James D. Woolf. 

Those are mine and my family’s 
sentiments. They do nothing but 
cause irritation. 

While you’re examining these 


|than one, a dozen or so must be | assertions, why not look into the 


|just peachy-dandy. Or (Proposi- 
tion No. 2) 20 Little Leaguers 
will add up to one Mickey Man- 
tle. It ain’t necessarily so. 

By its very character, creating 
is a lonely occupation. Few great 
novels and, I suspect, little good 
copy is written on the platform of 
a Jerome Ave. express or in the 
men’s room at a race track. Ideas 
& real ideas—creep. They evolve 
slowly, just as the psychologists 
say they must, from long, hard 
and prolonged thinking. They are 
not born full-blown and with run- 
ning shoes on a conference table. 
The guy who said a giraffe looked 
like an animal invented by a com- 
mittee could have been thinking 
of brainstorming. 

The “Come one, come all” tech- 
|nique—inviting everyone includ- 
ing a passing Western Union 
messenger to rally round the easel 
boys and make with the ideas— 
leads to clatter rather than cre- 
ativity, babble instead of brain- 
work. 


There’s another strike against 


field of “Now ‘X’ contains X7 or 
|Y3.” Advertisers have suddenly 
found something in their prod- 
ucts—or do these symbols come 
out of clever copywriters’ type- 
writers? What is “Gardol” and 
TL 

Conrad J. Renner, 

Conrad J. Renner, Fort Lau- 

derdale, Fla. 


Agrees on Importance 
of Collateral Services 

To the Editor: We applaud Mr. 
Grieg’s statement (AA, Aug. 12) 
that agencies should provide col- 
lateral services for their clients. 

Since its organization seven 
years ago, our agency has operated 
under the philosophy that it should 
have available to advertisers all 
advertising and merchandising 
services. We believe, with Mr. 
Grieg, that collateral activities de- 
serve to be planned as carefully as 
any other elements of an advertis- 
ing program. After all, the useful 
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life of a brochure, catalog or even 
a letterhead is usually many times 
that of media advertising. 

Carl K. Hixon, 
Vice-President, Kerker Peter- 
son Hixon Hayes Inc., Minne- 
apolis. 


. e e 
Tricky Lines—No Sale 

To the Editor: Here’s a prime 
example of the sort of “Advertis- 
ing We Can Do Without,” for your 
column of the same name. 

This ad may fool those few 
carpet buyers who happen to be 
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hyperopic. The ones who can 
read the fine print, however, may 
feel that the ad out-cutes itself. 

My reaction: not FREE CAR- 
PET TODAY—but NO CARPET | 
TODAY. 


} 

C. Eugene Moore, | 

Cc. Eugene Moore, Lancaster, 

Pa. 
7 . 

Finds Explanation for 

Edsel Headline Quotes 

To the Editor: FC&B’s quota- 
tion marks around the Edsel head- | 
line A remarkable new automo- | 
bile joins the Ford family of fine) 
cars were a puzzle to me. Fairfax | 
Cone’s narrative for his agency’s 
successful presentation solves the 
puzzle—for AA readers, anyway. 
Perhaps his explanation should 
footnote each ad using the state- 
ment. 

Since he made the explanation 
twice in a comparatively brief 
wedge of carefully chiseled copy, 
Mr. Cone perhaps had doubts 
about the validity of the idea. I 
think they were justified. 

No one expects anybody but 
Ford to be speaking in the an- 
nouncements of Edsel. Most ads, 
and certainly those of the an- 
nouncement kind, speak with a 
single voice from a_ single 
source. I consequently thought 
the quoted opinion was that of 
the advertiser corporately or in 
the persons of Henry Ford II or 
Ernest Breech, whose portraits 
FC&B have been employing gen-' 
erously in making the current 
space announcements of the Ed-)| 
sel. 

That it could be the remark of 
non-Ford people who’d seen and 
driven the car never occurred to 
me, so well had Ford and FC&B 
emphasized the secrecy attending 
preparations for The Revelation. 

FC&B should have held off 
using a composite comment of 
lookers, buyers, and users till its 
likelihood is reasonable, and there- 
fore believable. 

Charles D. Bonsted, 
New York. 

For the record, it should be 
pointed out that the ads portray- 
ing Henry Ford II and Ernest 
Breech are not Edsel ads, but) 
Ford institutional ads, placed by | 
Kenyon & Eckhardt and not by 
Foote, Cone & Belding, which 
handles the Edsel account. 


+” * - 
| 
Calls tor Color 

To the Editor: As a long time | 
subscriber to ADVERTISING AGE, I | 
read and enjoy each issue. 

I am not prone to write to edi- 
tors, but I must comment on your 
editorial “Devil Take the Other 
Guy” (AA, Aug. 5). Congratula- 
tions on it, but could it not have 
been printed in red? 

H. Belden Joseph, 

Vice-President, Outdoor Ad- 
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Teen Age Opinion of GE 
to Be Sent to Dealers 

To the Editor: The Aug. 26 is- 
sue of ADVERTISING AGE carried an 
article on Page 2 concerning the 
attitude of high school youths to- 
ward various business organiza- 
tions. This article pointed out the 


|facts that General Electric is well 


looked upon by the youth of 
America and, of course, this is of 
great interest to us. 

We would very much appreci- 
ate your permission to reprint 
this article in a bulletin to our 
Buffalo area dealers. 

R. A. Le Moine, 

Manager, Advertising & Sales 

Promotion, General Electric 

Appliances Co., Buffalo. 


+. — ” 
_|No Change in Newspapers’ 
Value, Reader Says 


To the Editor: The article on 
changes in newspapers dealt only 


with newspapers’ format (Tips for 
the Production Man, AA, Aug. 
26). Nothing was said of the value 
of newspapers or changes in that 
respect. There has been no change 
in the value of newspapers be- 


cause they are still, as ever, a. 


hodgepodge of irrelevant trivia of 
news. They still have no system of 
thought. The editor fills up page 
after page with announcements or 


notes of little or no interest to| 


99% of the readers. 

Changes in a social medium will 
come only through changes in the 
character and education of people. 
If we can get a more cultured na- 
tion we will get different news- 
papers than we have today. Fur- 
thermore, if an educated person 
has some goal or purpose in life, 
why should he leaf through pages 
of newspapers looking at headlines 
of no interest to him? 

The great masses do not even 
need to read newspapers anyway, 


because only occasionally does the|read a little of them and then 


newspaper article affect their lives.|throw them away. 


At present, the U.S.A. is rich 


enough to buy newspapers and 


Carl Peterson, 


119 


Chicago. 


Advt. 


WHAT’S IN HIS BOW THAT MAKES 


YOUR LETTERS REACH THE MARK? 


vertising Inc., New York. 


What do you find in the finest bows? 
Hardwood. What's the secret of making 
finer bond paper? Hardwood, if you can 
find how to use it. And Hammermill has 
—with an exclusive hardwood pulp called 
Neutracel® that makes fine paper finer. 

With Neutracel, Hammermill is now 
making finer paper than was ever possible 
with softwood alone. Blending Neutracel 
with other quality pulps knits all the 
fibers together more closely to give 
Hammermill Bond the smoother, more 
uniform surface you need for better-look- 


ing business letters. See the picture at the 
right. There’s less of the show-through 
that distracts readers. Greater bulk — for 
that important snap and feel. A better 
typing surface to please your secretary. 
You'll find Hammermill Bond scores 
higher on every count. Next time you 
order letterheads or business forms, be 
sure you get Hammermill Bond. 
Hammermill Paper Co., Erie, Pa. 


Printers everywhere use Hammermill ‘sans 
papers. Many display this shield. or 


Ask your printer for 
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with Neutracel’s finer fibers 
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ihe 


thousand’ 


A leading farm chemical company buys a thousand viewers 
for just 73c on KCRG-TV. (Sure we'll tell you who.) 


FRANCIS F. ALLEN, formerly assistant 

manager of the Columbia Geneva 

Steel division of U.S. Steel Corp., 

at San Francisco, has joined Mac- 

Farland Advertising, San Francis- 

co, as a principal and vp in charge 
of account service. 


Warwick & Legler Names Three 

Warwick & Legler, New York, 
has appointed Bernard Heller as- 
sociate director of research and 


KCRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowe— ABC-TV for Eastern lewa 


The Coder Repids Gazette Station 
REPRESENTED NATIONALLY BY WEED TELEVISION. 
*Based on February ARB Survey. 


Cle Kinney art director and gen- 
eral manager of the art depart- 
ment. Mr. Heller formerly was di- 
rector of research of Cohen & 
Aleshire, and Mr. Kinney pre- 
viously was art director of D’Arcy 
Advertising Co. The agency also 
has named Dayton Ball, formerly 
a senior writer at McCann- 
Erickson, a senior writer in a cre- 
ative executive capacity. 


His whole 


Advertising Age inspires Round Table dis- 
cussions, in Mr. Haughton’s home, that he 
says are most educational. Rarely have we 
received a more enthusiastic testimonial: 


“Every Tuesday night at our house we 
enjoy an Ad Age Round Table. I say ‘we’ 
because our little business is a family af- 
fair, and Ad Age helps us immensely to 
place our ads in the right media, with 
honest right-to-the-point copy. 


E | “These Round Table sessions are most 
ay educational at home; hence, for many 
years Ad Age has been the Coach on our 
Team, giving us a Gem here and a Treas- 
ure there .. . helping little people like us 
to keep on shooting as we glide through 


family enjoys 
Ad Age 


— at home 


says W. Bruce Haughton 
President 
The Haughton Company 
St. Petersburg, Florida 


aad 


‘What They’re Saying’ in ‘Rough Proofs’ 
about ‘Gladys the Beautiful Receptionist.’ 


“My two sons as well as Mrs. Haughton 
and the writer like ‘Advertising We Can 
Do Without,’ ‘The Creative Man,’ all your 
editorials, and all your special features. 
Kind regards and best wishes for your 
continued ‘Enthusiactive’ format.” 


Even though your business may not be a 
family affair, you’ll get a lot more out of AA 
if you read it at home away from the hustle 
and bustle of a busy office. The coupon below 
will bring you 52 weekly issues of Advertis- 
ing Age for a mere $3, which breaks down to 
less than 6¢ an issue! Mail it NOW for a 
guaranteed trial subscription. 


| Advertising Age. 
200 East Illinois Street, Chicago ll, 
Here is my order for a year’s (52 issues) =. of — \ ‘i 
Age. Anytime I am not satisfied, my money will be refunded 


lllinois 


52 Issues My Name Title. 
for less et 
: | Nature of busi 
than 6¢ each! =! ore 
() Business Address. 
City 4 State 
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Nielsen TV 
Two Weeks Ending Aug. 24, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience” 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cccsceseesennneneennnnee 12,574 
2 SE Gey GIR  eeipctcssdcccecnercrnesescocensccaccentarencseseonncesossenoscepecsnscqneseesees 12,050 
3 Playhouse 90 (Participating, NBC) ..........-..cccssssssssrseresssnsersnennsnensennennnenes 11,889 
+ Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) . 11,687 
5 20th Century-Fox Hour (Revlon, CBS) 2.0.0.0... 11,445 
6 CR, Bi GR Ie Cee crrercetnaisvinncrcncesectecenennecesccecesinnies 11,203 
7 I've Got A Secret (Winston cigarets, CBS) 11,203 
8 $64,000 Question (Revlon, CBS) 10,841 
9 GE Theater (Goneral Gloctvic, CBG) ..ncceccccccscsssscsssccescscccessecsesserssesessosceseese 10,680 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........:ccsssesensneersernneee 10,357 
PROGRAM POPULARITY} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Ramd, CBS) .........ccccsscssssesneenerennnee 32.4 
2 CO Brattain, GOED. cnesccrerceseessessserssivensnesnenrereammeeineipeeennedgaamn 31.0 
3 Climax (Chrysler, CBS) 30.9 
4 20th Century-Fox Hour (Revlon, CBS) ..............- 30.3 
5 i SE Rie CED wticiertarnatiehtttitins crctentnesniliiediemnacie 30.1 
6 Ed Sullivan Show (Lincoln-Mercury Coston, GN ebjnssticsclanstocievcsesineaialiapial 29.8 
7 I've Got A Secret (Winston cigarets, CBS) ...........ccccsssesesensnnensnennenennennnnenes 28.6 
8 GORO Birrell Geawlnm, GOD cisssocssscsscsesssessipeetatenpeccisincssesscsscsustinintieanaaines 27.6 
9 Ge Fier Gimmes Cattle, COG) eicsienccscesscrssccniccessesersnssostineseesibamacsiasttion 27.4 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........ccvsssesnrenrenenensneenenensnnns 27.1 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o.........0.ccccccccsseeseenenees 11,768 
2 I've Got A Secret (Winston cigarets, CBS) .........c.cccccccsesseeneeeneeeeerereeeennen 10,317 
3 MII WIR, CTE oi... crcnssnsciteavensecsintnhanseeierssosdsoonsccsdinensomese 9,954 
4 Climax (Chrysler, CBS) 9,632 
5 U. S. Steel Hour (CBS) .... 9,511 
6 20th Century-Fox Hour (Revion, CBS) 9,229 
7 ee I I ID, CI irncentennesiirerrcictnecerenncnccccsenospsccsnnycceenn’ 9,229 
8 Undercurrent (Procter & Gamble, Brown & Williamson, CBS) sastenubietinian 9,229 
Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........cccccccccccerseeeereenennees 9,188 
10 Richard Diamond (General Foods, CBS) ..... .....ccccccccssesessssssennenenseensrennennnnne 9,068 
PROGRAM POPULARITY} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o.........cccccccscsssserseenensenenes 30.4 
2 i've Got A Secret (Winston cigarets, CBS) ..........cccccccccsssssenenneneennerennnnnnnes 
3 OR A I GI IID « cna dialer ics aden seacnenansnenenqtoonenieipaianeiiiabiemieiaeioes 
4 My CORR, CID cncentrecnecticenencnessrsvensinsssbscetntemiangunainnsonitinide 
5 Climax (Chrysler, CBS) 
6 20th Century-Fox Hour (Reviom, CBS) .............cssevsnssnssneersneennenesenerennenensnnnes 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) . 
8 What's My Line (Sperry-Rand, Helene Curtis, CBS) ..........cccccccccsseseseneennens 24.0 
9 ee Fe GR SED eoscreecteceeneinotntaneinipanasiits 23.7 
10 Undercurrent (Procter & Gamble, Brown & Williamson, CBS) ...............0.. 23.5 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities and by 
each program. 
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Hope you noted this piece in today's paper. 
It certainly backs up that research data we 
brought back from Phoenix for the old man, 

(Incidentally, Jane and I are spending 
our vacation in Phoenix, We really got the 
bug.) 
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Delicious! Protein-Rich! B-Vitamin-Rich! 


KRETCHMER |. 4 ARETCHMER. 


sugar ‘n a 


EXPANDING — Kretchmer 


Wheat 
Germ Corp.. Carrollton, Mich., is 
stepping up advertising of its 
wheat germ products, using news- 
paper ads like this, plus radio. 
Early in 1958, the company plans 
ads in consumer magazines. George 
H. Hartman Co., Chicago, is the 
agency. 


Fight Back Against 
Press Slurs, McCabe 


Urges Broadcasters _ 


Baton Rouce, Sept. 24—A plea | 
for the radio and television indus- | 
try to defend itself against slurs | 
made by newspapers was voiced 
here yesterday by Frank McCabe, | 
head of the Providence, R.I., agen- | 
cy bearing his name. 

Speaking at the annual conven- | 
tion of the Louisiana Assn. of 
Broadcasters, Mr. McCabe said: | 
“It’s about time that radio and tv) 
put on long pants. How are ad-| 
vertisers and agencies going to ac- | 
cept radio and tv as mature media | 
if, when a battle starts, these me- | 
dia either run away or stand and | 
stay silent?” He referred to several | 
derogatory statements by newspa- 
per critics about ads and program- | 
ming on television. 

Three reasons exist for the 
broadcast media running behind 
newspapers in retail advertising, | 
Mr. McCabe said. He listed these | 
as (1) the relative newness of ra- | 
dio and tv, (2) inertia among ad 
managers regarding media changes 
and (3) unfamiliarity of ad man- | 
agers with the broadcast media. 

The confused ratings situation 
also gives newspapers, with simple | 
circulation figures, a sales advan-| 
tage with advertisers, Mr. McCabe 
said. Station representatives use | 
ratings to knock the competition, | 
rather than to sell their own sta-| 
tion’s merits, he said. 


| 


s Mr. McCabe also attacked the 
flexible rate card as “the scourge 
of the advertising business,” and 
suggested agencies and advertisers | 
require radio and tv representa- | 
tives to state in contracts that they 
are providing the lowest applica- 
ble rate. 

Stressing the importance of ra-| 
dio and tv advertising, Mr. Mc-| 
Cabe said Dun & Bradstreet fig- 
ures show most retail business in| 
Boston during the recent 21-day 
newspaper strike was up over a} 
comparable period last year, 4 
spite the absence of the usual) 
heavy load of printed ads. 

Mr. McCabe urged the broad- | 
casters to do a public relations job | 
of selling their industry to adver- | 
tisers and the public. He suggest- | 
ed dissemination—‘“even in com-| 
peting media”—of the NARTB) 
code and of broadcast advertising | 
success stories as means of high- | 
lighting the value of radio and) 
tv. = 


BBDO Elects Carling VP 

Philip C. Carling, account group 
supervisor of Batten, Barton, Dur- 
stine & Osborn, New York, has 
been elected a vp. 


General Mills Sets 
Cheerios Disneyland 
Coloring Contest 


MINNEAPOLIS, Sept. 24—General 
Mills, which is sponsoring “Dis- 
neyland” (ABC-TV) on alternate 
Wednesdays, starting Sept. 25, is 
tying in with a Cheerios Disney- 
land coloring contest. 

The contest, which offers free 
trips to Disneyland for the 25 
youngsters who do the best col- 
oring work on a special Disney- 
land picture on a package of 
Cheerios, is open to all children 
in the U. S. and Hawaii who are 
under 16 years of age on Oct. 1. 
Entry deadline is Nov. 30. 


® In addition to the top awards, 
there will be 11,000 other prizes 
including 1,000 bicycles and 10,- 
000 pairs of roller skates. Each of 
the 25 grand prize winners, who 
also win an all-expense paid trip 
for an accompanying adult, get 


a bicycle as an added prize. 

Advertising support for the 
contest will be given on “Disney- 
land,” “Mickey Mouse Club” and 
“Lone Ranger” tv programs and 
an ad will run in the November 
issue of Child Life. Shelf talkers 
in grocery stores will urge chil- 
dren to enter the contest. 

Dancer-Fitzgerald-Sample is the 
agency. # 


‘Casey Jones’ Sold 

The American Dairy Assn., Chi- 
cago, has purchased alter- 
nate-week sponsorship of “Casey 
Jones” in 18 markets. Screen 
Gems, producer-distributor of the 


sponsors in many of the Ameri- | 
can Dairy markets. Most of the) 
markets were in the far West. 
Campbell-Mithun handles Ameri- 


tv film series, has lined up CO- | 


121 
can Dairy. 
Minsky Joins Telemeter 
Howard G. Minsky, formerly 


mid-eastern division manager for 
‘the Paramount Film Distribution 
Corp., has been named eastern 
sales manager of International 
Telemeter Corp., pay-tv subsidiary 
of Paramount Pictures Corp., New 
| York. 


| 


Der Post — 


EVEN IN GERMAN IT'S: 


Aberzeugt die Cinflussreiehen leser 
Sie sagen e8 Weiter! 


“Sell the POST 


INFLUENTIALS —they tell the others!” 


Left to Right: 


1. John G. Stilli, Sales Menoger 
2. Russell W. McCorkle, Auditor 


SR aod 


Raymond W. Rodgers, Chief Engineer 
Peter Thornton, Publicity Director 
Harold Lund, Vice President, Pittsburgh 


6. Jerome R. (Tad) Reeves, General Manager 
7. David N. Lewis, Promotion Director 
8. Calvin Jones, Program Manager 


8 Who Sell Detergents, Milk, Brotherhood 


“Our Symphony, with a deficit of $325,000, may 
have to close. How can we sell the public on the need 
for immediate help?” 

“This detergent is new to your market. What’s the 
best way to introduce it and get dealers to stock it 


right away?” 


“We a a limited budget. We want to reach house- 


wives . 


“How can we 
Swimming P. 
Brotherhood ?”’ 


CHANNEL 2 


KDKA 


.and show results in a week.”’ 


effectively sell beer? Milk? Toys? 
? Hospitalization? Mattresses? 


These 8 men—along with their ex 
problems like these every day. 


rienced staffs—face 


eir knowledge and 


understanding of America’s 8th market with its 14 
million TV homes, and their 100 years of broadcasting 
experience, all help i in solving such problems. 


They have an occasional strike-out—but the batting 
average is pretty high. You can see the results in ratings, 
in sales success stories—in the high regard the community 
has for Channel 2—the Pittsburgh Area’s No. 1 Station. 


What’s your problem? 


Qwestincuouse BROADCASTING COMPANY, 


RADIO—BOSTON, WBZ+WBZA - 
CHICAGO, WIND - 


PORTLAND, KEX . 
PITTSBURGH, KDKA-TV * 


PITTSBURGH, KDKA + CLEVELAND, KYW - 
TELEVISION — BOSTON, WBZ-TV - 
CLEVELAND, KYW-TV - 


SAN FRANCISCO, KPIX 


PITTSBURGH 


vin V4 


Inc, 


FORT WAYNE, wowo 
BALTIMORE, WIZ-TV 


WIND represented by AM Radio Soles + WJZ-TV represented by Bloir-TV + KPIX represented by The Kotz Agency, Inc. 
All other WBC stations represented by Peters, Griffin, Woodward, Inc. 
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Newsprint Use Down Slightly 
Newsprint consumption in the 
US. for the first eight months of | 
the year was down slightly from | 
last year. This year 4,450,474 tons’ 
were used, compared with 4,484,- 
302 in 1956. The American News- 


paper Publishers Assn., New York, 
also said that newsprint stocks on 
hand were the highest since 1944, 
At the end of August, 57 days’ sup- 
ply was on -hand. At the end of 
July, 1944, there was 54 days’ sup- 
ply on hand. 


we sell.” 


"WE SELL GEARS TO THE OEM” 


PERKINS MACHINE AND GEAR COMPANY 


“We sell custom precision gears, and 
in the Original Equipment Market, that 
means proving our value as a supplier 
to a group of people in every company 


“Cost-saving is always important as one of the prime 
considerations of the OEM Purchasing Agent—a critical, 
technically alert businessman.” 


“He is the key to any sale. To help him become acquainted 
with Perkins, we advertise in PURCHASING NEWS.” 


M. O. Ferrini 


ters. The 4x5’ mural was designed 


CAVEMAN & FRIENDS—Kerker Peterson Hixon Hayes, 
Minneapolis, has combined its caveman logo and 
ancient mosaic art with modern pastel colors and 
diffused lighting to mark its renovated headquar- 
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by Clarence R. 


ERKER 

ETERSON 
NIKON 
HAYES 


Zaccardi, executive art director, who is shown here 
(left) at work on the mural while Jay B. Peterson 
Jr., agency president, looks on. At the right, 
mural is shown in place; the mural is lighted from 
behind by a special process. 


the 


Crescendoe Gloves 
Sets Ads on Du Pont 
‘Crescendo’ TV Show 


New York, Sept. 24—Crescendoe 
gloves found a 1-in-1,000,000 op- 
portunity to ride along on the coat- 
tails of E. I. du Pont de Nemours & 
Co. during the latter’s sponsorship | 
of “Crescendo,”a 90-minute spe- 
cial program scheduled for Sept. 29 
on CBS-TV. 

To collect on the coincidence in 
names, the glove company bought 


Grey Appoints Three 

Grey Advertising Agency, New 
York, has appointed three persons 
to its staff. Leo Wren, formerly 
with Dancer-Fitzgerald-Sample, 
has been named an account execu- 
tive. William Moseley has joined 
as a radio and tv producer, and 
Eleanor Rogers as a copywriter. 
The latter two were formerly with 
Batten, Barton, Durstine & Osborn. 


Dell Opens 5 Books to Ads 
Dell Publishing Co., New York, 

has made available to advertisers 

for the first time the pages of five 


Basketball. A page in the group 
will cost $3,125. 


claims that your agenc 
clients or personnel have commi 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
PLAGIARISM. 

FORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 

against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


breaks during the program on some 
CBS affiliates and spots, after and 
before the show, on others. For 
broadcast in the week preceding | 
the show, in some of the markets | 
Crescendoe has lined up, its own) 
20-second announcements stand | ¢ 
alongside the station’s 10-second rd 
promotional spots for the Du Pont 
show. 

The company originally aimed 
for a tie-in on CBS affiliates in 27 
markets, but it has been able to 
line up the specially placed an- 
nouncements in only 22. The net- 
work’s owned stations could not be 
scheduled. More markets will be 
added before the show if possible. 
Number of spots over the present 
lineup will total about 150. 

Lester Harrison Inc. is the agen- 
cy for Crescendoe. + 


magazines. They are Baseball An- 21. W. Tenth, Roane Gm . sy 
nual, Baseball Stars, Who’s Who in 105" wan nie “00. Bush 
the Big Leagues, Football and 


e@= —@eaea ewe me a ae 
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.. the only experienced publication 
qualified to get direct selling action from 
automotive jobbers and their salesmen! 


You've got TWO to WOO 


AT THE HEAD-OF-THE-LAKES 


Superior and Duluth are separate 
markets, just like Minneapolis an 
St. Paul. In fact--Superior and Duluth 
are in separate states...and to woo the 
$282, 000, 000 northern Wisconsin market, 
you have to use the paper that people read-- 
The Evening Telegram! 


Evening Telegram 
SUPERIOR, WIS. 


Burke, Kuipers & Mahoney--Natl. Reps. 


Your best media buy for improving the avail- 
ability of your product is the specialized 
coverage of Jobber Topics. It’s the only ex- 
perienced book really qualified to effectively 
sell — stimulate — inform automotive jobbers 
and their salesmen to get you direct selling 
action. 


For thirty-five years, Jobber Topics has devoted 
itself to the interests and selling needs of the 
men who represent the first channel of auto- 
motive distribution. Since 1922, Jobber Topics 
has specialized in assisting these distributors 
sell more products, service and equipment to 
the 350,000 plus automotive service outlets 
throughout the country. 


AFA Names Collett 

Hugh Collett, formerly public 
relations director of the Kentucky 
State Chamber of Commerce, has 
been named executive assistant to 
the president of the Advertising 
Federation of America, New York. 
At the same time, two executive 
promotions have been announced. 
Ruth T. Gardner has been named 
executive director of club services, 
and B. Fred Irby has been ad- 
vanced to national field director. 
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Jobber Topics belongs to automotive jobbers — 
2 and jobbers like it. Jobber Topics has been 
x more instrumental in educating jobber sales- 
men to do a better sales job. Jobber Topics 
has established the true importance of these 
marketers and encouraged their sales-building 
acceptance in the eyes of hundreds of manu- 
facturers, 


Jobber Topics gets to where your best sales 

potential lies. It is your most economical way 

a to sell—stimulate—inform—and to keep your 

turnover ‘high.’ Have your Jobber Topics rep- 
resentative give you the whole story. 


ARE THE MEN 
WHO BUILD AMERICA? 


(They plan, design, build or 
influence every major 
construction job in this 
country and in most 
of the world!) 


Pes a iy 
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Growth Forced Move 
to K&E, Capital Says 


(Continued from Page 1) 
agency business without resorting 
to Madison Ave. tactics,” he said. 
“I am not big, but I have won the 
respect of the people I worked 
for.” 

As he tells the story, as far 
back as three months ago he told 
Mr. Austin he was ready to re- 
sign the account if necessary, but 
that he would not be a party to 
any arrangement which put the 
Ryan agency out of business, that 
he would not tolerate any raids on 
his staff. 

The show-down apparently 
came late last week. Mr. Ryan 
told AA he “released the account” 
in return for “a substantial con- 
sideration,” and an agreement 
that he is to be retained as a 
counselor for two years. 

This was in recognition of the 
“know-how” and good will which 
accrued at the Ryan agency over 
the years it has handled the ac- 
count, he explained. 


= Contacted in New York, K&E 
President William B. Lewis con- 
firmed that Mr. Ryan had been 
retained on a consultant basis for 
two years at $15,000 per year, but 
he denied that any other payment 
of money was promised by the 
agency. 

Mr. Austin acknowledged he 
assisted in completing arrange- 
ments between the Ryan agency 
and K&E, but took the position 
that these arrangements were be- 
tween the two agencies. 

“There were many things of 
value at the Ryan agency, such as 
morgues, records of the account, 
etc., which would be valuable to 
K&E,” he pointed out. 

Of the five prircipals in the 
Ryan agency who had been on the 
account, only B. Y. Martin, who 
handles production and traffic 
control, was allowed to go to K&E. 
Except for some clerical help, Mr. 
Ryan said he expects to keep the 
other personnel busy on the agen- 
cy’s remaining business, with Sam 
Hunsaker, account executive on 
Capital since 1954, concentrating 
on new business. 


Long-Rumored Shift 


For more than two years, since 
Capital won lush new route “priv- 
ileges” in the highly industrial- 
ized New York-Chicago-Washing- 
ton triangle, and the New York- 
New Orleans run, Madison Ave. 
had been speculating whether the 
time was at hand for the airline to 
turn to a big-time agency. 

Mr. Austin now confirms that 
this speculation was not without 
foundation. “For many months,” 
he told AA, “we had been con- 
vinced we would have to move. 
Sensing that the problem was 
coming to a head, without asking 
other agencies to make presenta- 
tions, we looked through the Red 
Book to see who might qualify. 

“When we had ruled out agen- 
cies with incompatible business— 
airlines, railroads, etc.—only a few 
likely ones remained. We watched 
their performance for a while, and 
eventually contacted K&E and 
told them we were interested.” 

He said one factor which admit- 
tedly gave K&E the inside track 
was that some of their people 
were from the aircraft industry. 
Specifically he mentioned James 
Dearborn, former advertising 
manager of American Airlines, 
and Victor Armstrong, who di- 
rected sales promotion and adver- 
tising for Consolidated Aircraft. 


es A somewhat different version 
came from Ryan staffers. While 
Mr. Austin insisted Mr. Dearborn 
had not entered the picture until 


very recently, and that K&E had 
never made a presentation, Ryan 
people reported they had been 
told many months ago that Mr. 
Dearborn was seeking the oppor- 
tunity to make a presentation. 

In any event, with the account 
seemingly wedded to the Lewis 
Edwin Ryan organization, a suc- 
cession of offers for mergers had 
been made to the 78-year-old Mr. 
Ryan. 

“Ruthrauff & Ryan had been 
particularly persistent,” Mr. Ryan 
told ApverTIsInc Acz, and there 
had been conversations with oth- 
ers, including Doremus and Leo 
Burnett, he said. 


® Last July, while Mr. Ryan was 
recovering from a mild coronary, 
one prospective buyer infuriated 
Mrs. Ryan by asking, “What is he 
going to do with the business after 
he’s gone?” 

“I told that fellow,” Mrs. Ryan 
said, “‘Lewis has lived to send 
lilies to plenty of people who ex- 
pected him to go first. So you bet- 
ter not count on anything hap- 
pening to him’.” 

With Mr. Austin’s blessings, 
K&E repeatedly tried to interest 
Mr. Ryan in selling lock, stock 
and barrel. But Mr. Ryan, a rug- 
ged individualist with a dim view 
toward Madison Ave. hoopla, 
would blow hot and cold. 


s While the account reportedly 
represents at least half of the bill- 
ings of his agency, Mr. Ryan said 
he is well satisfied, “and gladly 
done” with the transaction. He 
described Mr. Lewis as “a perfect 
gentleman” throughout the nego- 
tiations, and had kind words for 
Mr. Austin who, he said, “had as- 
sented and assisted” in the ar- 
rangements which led to the 
change. 

Until his heart attack in June, 
Mr. Ryan had continued the work 
habits of more than 30 years, 
reaching the office early in the 
morning and keeping close touch 
with the accounts. From his win- 
ter home on the St. Johns River in 
Jacksonville, Fla. he expressed 
confidence there would be ample 
old and new business for the ex- 
ecutives who were staying in the 
organization, and said they had 
been able to hold the Capital ac- 
count because “we are located 
right across the Potomac from 
Capital’s executive offices at Na- 
tional Airport, and we worked like 
slaves.” 


® Once before, three years ago, he 
tried to resign the account, he 
said, and he frequently felt reser- 
vations about it “because it made 
such demands on the agency there 
were times when it seemed to be 
on verge of acting like a house 
agency.” 

A delegation of 16 executives, 
including Victor Armstrong, ac- 
count supervisor, and Jack Kee- 
shin, account executive, were here 
this week for “indoctrination.” 
Other members of the K&E force 
for the account are still to be se- 
lected. 

Capital officials confirmed that 
K&E will open an office here to 
service the account. Other than 
that Mr. Austin said no decisions 
had been made at this time about 
changes in themes or media. 


® With Capital growing in size so 
that it competes actively with 
other top airlines on many routes, 
Mr. Austin regarded increased 
advertising as inevitable. He said 
budgets are going to get bigger, 
“but we are going to wait until the 
new agency makes its studies and 
recommendations before we de- 
cide what to do.” 


Maj. Gen. David H. Baker, who 


became Capital’s president Aug. 
1, issued a statement saying: “The 
change in agencies implies no crit- 
icism of our present agency which 
has done an excellent job for Cap- 
ital for more than 10 years.” 


s In an internal memo to Capi- 
tal’s sales staff, Mr. Austin re- 
peated that the change to a new 
agency was being made because 
the airline “felt very strongly” 
that “with our plans for growth” 
it needed an agency with a pat- 
tern of regional offices along the 
line’s routes. “K&E’s main office 
in New York and its regional of- 
fices in Chicago, Detroit and At- 
lanta are in the heart of our route 
system,” Mr. Austin observed. 
“The agency also has offices in 
Boston, San Francisco, Los An- 
geles, Canada and Mexico. 

“K&E, having nearly 1,000 em- 
ployes, is the seventh largest 
agency in the country,” the memo 
continued. “It offers a complete 
range of advertising, marketing 
and research services staffed in 
depth and competence to give us 
a well-rounded service on a broad 
regional basis. 

“At the same time, we wanted 
to select an agency not just for 
size alone. We felt very strongly 
that we wanted an agency with a 
limited number of accounts so 
that its top executives could give 
our advertising their personal at- 
tention. 


s “Surprisingly enough, K&E, in 
spite of its very large size, serves 
only 20 national accounts, among 
them such leaders as Ford Motor 


Co., RCA, Shell Oil Co., Chase 
Manhattan Bank, Lever Bros., 
Anaconda Co., Pepsi-Cola Co., 
Canadian Pacific Railway and the 
National Biscuit Co.” 


Viscount, CAB Aided Capital 


Capital, which had _. been 
through 27 years of financial ups 
and downs, became a “hot” possi- 
bility two years ago as a result of 
two major developments which 
occurred almost simultaneously. 

Most of its lifetime it struggled 
along with bad route patterns, 
and with planes which were not 
particularly suitable for medium- 
length hops. 

But in mid-1955, Capital’s then 
president (now chairman) J. H. 
(Slim) Carmichael plunged on 
the turbine-powered, British-built 
Viscount. And just as the first of 
these dramatic new planes began 
arriving, the Civil Aeronautics 
Board came through with some 
far-reaching decisions which sud- 
denly left Capital with some of 
the most desirable route patterns 
east of the Mississippi. 

Behind the slick, confident fa- 
cade of promotion which Capital 
ran as the Viscounts were intro- 
duced, remained the fact that the 
airline was working with limited 
capital. The airline’s profit of $4,- 
135,753 ($4.55 a share) for 1955 
included a $4,000,000 non-recur- 
ring item reflecting income from 
disposal of surplus piston-engine 
aircraft. In the effort to promote 
the Viscount and the new route 
patterns, Mr. Austin and the Ry- 


and the clients dissatisfy easy. 


the new flight. 


all built around meeting them.” 


past two years. 


Airline From 
Northwest Airlines Cunningham & 
Walsh 
Western Airlines Buchanan & Co. 


($1,000,000 billings) 


Airways Corp. Belding 


Northeast Airlines 


($1,200,000) 
El Al Israel Air- Bernard Endelman 
lines Inc. 


Restless Airlines Move Around 


The Capital Airlines shift of agencies focused attention on the 
present uneasy drift of airline accounts. 
The fact seems to be that airline accounts are tough to handle 


“If you’re serving 40 cities, you might as well be serving 40 
different accounts,” summed up a weary agency man. “The lo- 
cal manager watches each flight like a hawk. If his flight goes 
with a 60% load factor at 5 p.m., and the competition flight at 
5:30 had a 90% load factor, then he wants two things: the sched- 
ule changed so he can have a 5:30 flight, and an ad stressing 


“And it’s a tough client to make money on,” he concluded. 
“Enough of those special situations and you have a little agency 


Here’s a record of agency switches made by airlines during the 


Trans World Air- BBDO Foote, Cone & July ‘56 
lines Belding 
($4,000,000—do- 
mestic) 
Trans-Canada Air- McCann-Erickson splits account with Sept. ‘56 
lines Cockfield, Brown & Co. McCann named 
($2,100,000) to handle U. S. media, C-B retained 
advertising for Canada, Bermuda, Nas- 
sav and the Caribbean. 
KLM Royal Dutch EWRR (world- Charles W. Hoyt 
Airlines wide) Co. (domestic effective 
($1,000,000) only) Jan. 1, ‘58 
Sabena-Belgian Fuller & Smith & Marschalk & Pratt Nov. ‘56 
World Airlines Ross division of Mc- 
($500,000) Cann-Erickson 
American Airlines R&R Lennen & Newell Feb. ‘55 
($4,500,000) 
British Overseas Foote, Cone & Victor A. Bennett April ‘56 


Chambers & Wiswell J. Walter Thompson Oct. ‘57 


To Date 
Campbell-Mithun Sept. ‘55 
BBDO May ‘57 


Co. and Pember- 
ton, Freeman, 

Bennett & Milne, 
for advertising in 
the U. S., Can- 
odo and Bahamas 


Co. 


Doyle Dane Bern- 
bach Inc. 


April ‘57 
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an agency worked under an in- 
terdiction that money had to be 
concentrated where it would do 
the most good. 


= In 1955, Capital spent $1,650,- 
000, using 130 newspapers in 77 
cities, plus radio-tvy morning news 
and saturation spots in 10 key 
markets. Because it serves so many 
industrial cities, Capital used busi- 
ness publications plus color ads in 
Business Week, Newsweek, The 
New Yorker, Time and U. S. News 
& World Report. 

Subsequently the budget was 
supposed to expand to the §$2,- 
500,000-$3,000,000 range, but ac- 
tual business placed through the 
agency last year is believed to 
have fallen short of $2,000,000. # 


Edward J. Owens, 41 
Years on Goodyear 


Account, Retires 


New York, Sept. 25—Edward J. 
Owens resigned suddenly today 
after 22 years with the Kudner 
Agency and 41 years on the Good- 
year Tire & Rubber account. 

The move apparently was unex- 
pected by the agency, which re- 
ceived Mr. Owens’ letter of resig- 
nation at the same time newspaper 
men were getting a press release 
from Mr. Owens announcing his 
departure, 

Mr. Owens left Kudner in June 
on a six-month leave of absence 
following an automobile accident. 
Last month the agency announced 
the appointment of James F. Black, 
previously with Benton & Bowles, 
as account manager on Goodyear. 
But the agency told ADVERTISING 
Ace at the time that Mr. Black’s 
entry would not affect Mr. Owens 
and that the latter would resume 
his Goodyear account managing 
spot this December. 


® In an interview last year on his 
40th anniversary (AA, July 2, ’56) 
on the Goodyear account, Mr. 
Owens told AA that the Goodyear 
people were “the greatest bunch 
of people in the world.” He also 
said that despite his age, now 66, 
he had no intention of quitting. 
“The boss,” he added, “said age 
doesn’t matter, I’m just gonna keep 
on doing what I’ve been doing.” 

Mr. Owens launched his agency 
career in 1910 with John Lee Mah- 
in in Chicago. He subsequently 
moved to the Taylor Critchfield 
shop and then to Erwin, Wasey. It 
was here he became assistant to 
the account exec on Goodyear. He 
moved to New York with Arthur 
Kudner in 1929, when the latter 
was designated to head the Erwin, 
Wasey office here, Then, in 1935, 
when Mr. Kudner opened his own 
agency, Mr. Owens went along— 
still on Goodyear. # 


Lawrence Hits Networks, 
Others with 2nd Suit 

Samuel Lawrence, of Santa 
Monica, has filed another suit in 
his fight against several television 
companies, which he charges have 
infringed on his copyrighted tv 
show format. Mr. Lawrence in a 
$2,500,000 suit filed in federal 
court in Philadelphia Sept. 24 
charges that “The Big Idea” in- 
fringes on his program “Inventer- 
view,” which he copyrighted in 
1938, that he suffered from the loss 
of benefit of the programs and that 
sales were blocked by the alleged 
infringement. His suit also asks for 
a restraining order. 

Named in the suit are Columbia 
Broadcasting System, DuMont 
Broadcasting Co., WCAU-TV and 
other companies and individuals. 
Mr. Lawrence filed a similar suit 
against CBS, WBBM-TV, Don 
Bennett Enterprises and Hospital 
Service Corp. (the Chicago opera- 
tion of Blue Cross) for $1,000,000 
in damages in Chicago in February 


(AA, Feb. 25). 
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THE ADVERTISING 


MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 1 


etters and spaces per line; upper & lower case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


Ba rene 


AVERAGE PAID CIRCULATION FOR 


HELP WANTED 


6 MONTHS ENDING JUNE 30, 1957 


37,400... 


HELP WANTED 


SPACE SALESMAN 
To represent leading consumer-fashion 
magazine in men’s apparel industry. Cre- 
ative selling ability. Want ambitious, per- 
sonable, future-seeking young man. 
Splendid opportunity. See Miss Richards, 
Esquire, Inc., 66 E. South Water St., 
Room 1905, Chicago, Ill. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


SD, 6 
NEEDED: COPYWRITER—TV and Print. 
Your creative ability may be greater than 
your TV experience, but must be able to 
write forceful, practical copy for film or 
local TV talent. You can write for print 
media with imaginative gifts to match 
your TV commercials. Your resourceful- 
ness in coming up with answers, not 
with can’t-be-dones will weigh heavily in 
your favor. You will want to be a part 
of a young fast growing 4-A agency in 
the Southeast. You will want to be with 
a compatible creative team where longev- 
ity of job-tenure is the rule not the ex- 
ception. Write in complete confidence, 
with resume including starting salary. 
Henderson Advertising Agency, Inc. 

P. 0. Box 1700 

Greenville, 8. C. 
MANAGER, RESEARCH DEPARTMENT 
Large 4A Agency with Automotive Ac- 
counts. Ph.D. or Master’s preferred with 
at least five years academic or business 
background. Challenging opportunity for 
broad range of advertising, media and 
market research on variety of accounts 
with considerable client contact on re- 
search matters required. Midwest. Salary 
around $15,000 Please contact: 

Box 9894, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


EDITOR - TRADE JOURNAL 
Splendid opportunity for young man as 
editor of well established trade journal 
in Midwest area. Knowledge of motor 
truck industry, warehousing and traffic 
matters of value. Write fully giving com- 
plete resume with recent photo. Indicate 
desired starting salary. Splendid oppor- 
tunity for right applicant. 

Box 9911, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MOLENE 


ea -- Publie Relations 
Copywriters ........ - Advtg Managers 
Artists ...... Media ......Production ...... Service 


“all is grist which comes te our mill” 
Andover 3 4424-105 W. Adams St., Chgo. 3 
FASHION COPYWRITER 
Wonderful opportunity, good starting sal- 
ary with 4-A advertising agency handling 
three of America's largest women’s shoe 
accounts. Requirements: A demonstrated 
ability to write fashion copy with a real 
flair, with a refreshing freshness and 
woman-to-woman persuasion; also an 
agility in coming up with promotion 
themes. Send complete resume, past 
earnings record, snapshot and represen- 
tative samples to: Copy Chief, Steckton. 
West.Burkhart.Inc., First National Bank 
Bidg., Cincinnati 2, Ohie. All replies con- 

fidential and by mall only, please. 


A REAL GOOD COPYWRITER 
If you're as good as we need, you could 
walk in anywhere and —_ your hat on 
an Underwood. Why here, then. . .off the 
Madison Ave. and Michigan Blvd. beat in 
Southern Ohio? Because you don't like 
big ad factories. Because you see in a 
medium size 4-A Agency like ours an 
opportunity to start nearer the top, arrive 
there faster. Maybe you just like the 
challenge, too. We've a top creative 
reputation in the agency field. Our ac- 
counts are national and regional, require 
a switch-hitter on print and TV. All re- 
plies confidential. Include resume, sam- 
ples, snapshot and salary league you're 
in, right now. 

Box 9908, ADVERTISING AGE 

260 E. Illinois St., Chicago 11, Illinois 


OPPORTUNITY FOR 
YOUNG WOMAN 
Young woman with experience (in small 
agency or publication office desirable) to 
manage Chicago branch office for busi- 
ness paper publications. Capacity to co- 
operate with congenial personnel impor- 
tant. Must be good typist but no short- 
hand. Present manager leaving to be 
married. In reply for interview appoint- 
ment give details of experience and pres- 
ent salary. Confidential. 
Box 9909, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


WILL YOU READ LONG COPY? 


If you can see both sides of the short vs. long copy controversy 
you may be one of the men we need—a “referee” with the broad 
viewpoint needed for administrative posts in our Advertising 


Department. 


In preparation for these executive positions—filled only from 
within—you will receive immediate responsibility and broad 
experience in advertising, marketing and sales promotion. You 
will contact other departments and advertising agencies. 


Ours is one of the oldest, largest and fastest-growing companies 
in several consumer product fields. Our rate of expansion means 
that we must bring in men who can take on new responsibilities 


quickly. 


If you are between the ages of 21 and 30, a college graduate and 
potential leader, we would like to talk about the unusual oppor- 


tunities awaiting you now. 


MAIL THIS COUPON FOR FULL DETAILS 


St., Chicago 11, Dlinois 


I received a 


MAIL TO: Box 762, ADVERTISING AGE, 200 E. Illinois 


Gentlemen: Please send me an application form and full information 
on career opportunities in your Advertising Department. 


in 


(degree) 


(school) (year) 


STATE. 


HELP WANTED 


Advertising Age, September 30, 1957 


POSITIONS WANTED 


iF YOU RE IN DIRECT MAIL. . . 

++. perhaps the second man in your de- 
partment, or perhaps just tired of the big 
city and commuting ... you are invited 
to investigate an opening (never before 
ad ) with LOOK Magazine's Sub- 
scription Department in Des Moines. 

The work is pleasant, the pay good, the 
future excellent ... and you'd probably 
live about 10 minutes from the office in 
a home surrounded by trees, grass, and 
living space. 


This is the right job for a young man 
with ideas who can write good selling 
copy. So write now (your letter will be 
held in strict confidence) to: Promotion 
Department, LOOK, Des Moines 4, Iowa. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., HA. 7-1991 Chicago 


ADVERTISING-SALES PROMOTION 
Young aggressive multi-state retail or- 
ganization with breathtaking growth 
needs an advertising and sales promotion 
manager. We want a man to formulate 
imaginative advertising and promotion 
strategy, and to carry it out effectively. 
If you're tired of bumping your head, 
airmail us your resume. Answers confi- 
dential. 

R. L. Strickland, Lowe's Central Office, 
=e 1111, North Wilkesboro, North Caro- 
na. 


ART DIRECTOR. Growing Med. size 
agency. 4 man art dept. Will sit on exec- 
utive plans board. Consumer and Indus- 
trial accounts. Good starting salary and 
chance to become a part of the Corp. 


Write: 
Box 9910, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLISHER WANTED 

To establish and print a new monthly 
magazine designed for the fast-growing 
rental industry. There is a large group of 
advertisers just waiting for this new 
magazine to come out, insuring good in- 
come. Estimated subscribers over 1,500 
doing well over a half-million each year 
in purchases. To be successful must have 
official sanction of our national trade 
ass’n which will be given to right party. 
For preliminary data write to Heward 
W. Burnett, 2270 South Main St., Salt 
Lake City 15, Utah. Prefer publisher lo- 
cated in Central states close to manu- 
facturers. 


ADVERTISING MANAGER for feed- 
grain company. Variety of duties makes 

sition challenging and interesting. Must 

able to write copy and express ideas 
clearly. Artistic ability and knowledge of 
printing helpful but not essential. Write 
letter and summary of qualifications to 
Dannen Mills, Inc., Box 429, St. Joseph, 
Missouri. 


SALESMAN FOR FOREIGN TRADE AD- 
VERTISING MEDIA WANTED IN NEW 
YORK CITY. EXCELLENT OPPORTUNI- 
TY. 


Box 9912, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y¥. 
WANTED PUBLISHER'S REPS 
For Eastern territory by long established 
farm trade publication of high standing 
in its field. Interviews can be arranged 
for week of October 7 in New York City. 
Reply to: 
ox 9928, ADVERTISING AGE 
200 E. Tlinois St., Chicago 11, Illinois 


Cossidering all P-R opportunities. College 


grad, married, relocate. 10 years 
newspaper sports experience. Top refer- 
ences. Grant me interview. 


Box 9901, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
CONSULTANT 
ON ADVERTISING 
SPECIALTIES & PREMIUMS 
Robert Solomon, 12 W. 72 St. N.Y¥.C. 
EDITOR-WRITER wants a future. 8 yrs. 
exp. all phases trade mag. Writing or PR 
job wanted. 34, married, employed. 
Box 9913, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


OUTDOOR APV. SPECIALIST 
Thirty years experience—with major 
plant operator eighteen years; big ten 
agency seven years; — plant rep- 
resentative six years; to’ sales twelve 
years. Seeking Agency or Plant connec- 


tion. 
Box 9914, ADVERTISING AGE 
200 E. Illineis Ave., Chicago 11, Illinois 
NOW AVAILABLE! Radie-TV riter 
With Over 7 Years Experience, Radio, 
TV, Agency 
Box 9915, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


SALES TROUBLES? 
One of nation’s foremost Merchandising 
and Marketing experts available now for 
marketing consultation. Recognized Sales 
Promotion leader with 20 years experi- 
ence in Super Market and Variety Store 
fields. Top management contacts alone 
make consultation scrvice highly valu- 
able. Forceful speaker. Excellent trouble- 
shooter. Can deliver complete analysis of 
your business and pin-point sales and 
marketing improvements quickly. Pres- 
ent clients annual sales volume range 
from $100,000 to over $1,000,000. No ob- 
——— for priiminary consultations. 
rite 


Sarene 
6 E. Monroe St. 
Chicago 3, Tl. 


EGG HEAD AT LARGE 
24, 3 yrs network radio tv prod met. 
Seek asst a/e or r/tv dept. Might work 
for pullets if opportunity hatches. 
Box 9916, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
BOOPADOOP! Jingle Genius 
Freelance. Writes words and music like 
Aunt Alice come home. The beer’s warm. 
Box 9917, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 
ew Methed o 2 


logues our specialty, Skokie Colorgraph, 
Inc., Morten Greve, Ill. ORchard 4-7400— 


Representatives Wanted. 
PUBLISHER S REPRESENTA TIVE—Na- 


cations, age, experience. 
Box 9924, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PUBLISHER’S REPRESENTATIVES 
WANTED 


National business publication needs sales 
representatives for West Coast, 
Southeastern territories. 
Strong sales promotion backing; prospects 
in 9 major recreation product and service 
categories. Write 

Box 9925, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


———=——=————————S=SSSS=S==TT*| 
REPRESENTATIVES AVAILABLE 


PUBLISHERS REPRESENTATIVE 
Specializing industrial publications de- 
sires one established in its field for all 
or part of the Eastern territory. 

Box 9926, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Publishers Representative Organization 
covering Middle Atlantic States & New 


E 


agency and account contacts. Available 
immediately. 
Box 9927, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


TEST RURAL SUBURBIA IN SANDERS 
10 GENESSEE VALLEY PUBLICATIONS 


Geneseo, N.¥.-Special comb. rate covers 
87,000 prosperous ople in 4 counties. 


The Midwest's 
outstonding placement 
service for Adv.- Art & 
allied fields. 
appointment 
« MADISON - SUITE 1417 
CHICAGO 2, TLL. 


CEntrel 6-5670 


TV-radico commercials. Full or part time. 
12 years in all media. Highly creative. 
Work carries dramatic punch. Now doing 
Chicage radio show. Rogers Pk. 4-4267. 


FREE LANCE WRITER 
Experienced all t , all media. Fast de- 
pendable service. Creative. $7 hour. 

Box 9918, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY ACCOUNTING MANAGER. 
Preferably in smaller firm in Middlewest. 
Experienced in corporation accounting, 
Rubel cost accounting, payroll manage- 
ment, bill paying, bank borrowing, pub- 
lishers’ statements, tax reporting. Out- 
standing administrative skills, plus ability 
to work well with others. Unusual ca- 
pacity for multiple responsibilities and 
personal work-load. Currently employed 
but availability flexible. 
Box 9919 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 


Ohio Agency needs experienced self-start- 
er who can take over on some present 
accounts, develop new business. spark the 
idea, write solid copy for newspapers, 
radio, TV. trade papers, direct mail and 
can follow through. He'll want to move 
fast and work hard to grow with us. 
Agency has good growth record, showing 
mt results for clients. Salary open 
. » plus profit sharing arrangement... . 
prefer experienced A.E. 35 to 45. Replies 
confidential: Send resume to Box 1764, 
Advertising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


SR. COPYWRITER 
$20,000 


Large, 4-A Midwest Agency seeks solid 
writer, with background in automobile, 
truck or related advertising. Must be 
heavy in print and collaterals. Top- 
flight opportunity. If qualified, con- 
tact me in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 $. State St. « Chicago » WA 2-4800 


CARTOONS 


Advertising & Sales Promotion Manager 
Currently employed sales promotion man- 
ager for leading New York industrial 
business paper desires change. Solid 15- 
year background of success in all forms 
of promoting media, other intangibles 
and services, capital equipment, convert- 
ed paper products, plastics. Excellent 
understanding of industrial distributors’ 
sales problems, and favorably known in 
the field. Agency and personal selling ex- 
perience. Wel] recommended. Age 40. Pre- 
fer New York area. Write for resume. 

Box 9920, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

CREATIVE ART DIRECTOR 

Exp: Advertising, Editorial and packag- 
ing. Thorough production knowledge. 

Box 9921, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Top space salesman (or rep.) available. 
Proven success record. Good AA contacts. 
Covers NYC and East. 

Box 9922, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


EXEC. ART DIR., 35, HIGHLY 
CREATIVE, MODERN LAYOUT DESIGN. 
Box 9923, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS 
PAPER 
PUBLISHERS ... 


You can acquire a profitable 
and growing vertical magazine 
serving a leading manufactur- 
ms. industry. Approximately 
$100,000 investment required 
Investigate before it goes to 
one of your competitors! Box 
761, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ilinois. 


. Samples-prices on request. 
CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


UNLIMITED 
OPPORTUNITY 


FOR ACCOUNT MAN 
with some billing 
Fast growing, financially sound 
agen has unusually attrac- 
tive offer for aggressive account 
man or l-man agency _— 

who is presently stymied. 
Box 678 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


PUBLIC RELATIONS 
AFFILIATION—WANTED! 


We are a recognized professional 
public relations firm with head- 
quarters in New York, servicing 
national clients. 


WE SEEK—Affiliation with repu- 
table advertising agency interest- 
ed in expanding its services into 
the fields of public relations coun- 
sel and publicity. Require highest 
standing. Replies held in absolute 
confidence. Box 765, Advertising 
Age, 480 Lexington Ave. New 
York 17, N. Y. 


ADVERTISING MANAGER 
Outstanding opportunity in medium sized 
department store in Chicago area. Retail 
advertising background necessary. Will 
Dd . . » md create .. . newspaper 
advertising layout and copy. Active, chal- 
lenging tion with chance to functio 


ry and 
to Box 763, Advertising Age, 200 E 
Illinois St., Chicago 11, Illinois. 


COPYWRITERS 


We need a “notch man or woman 


fast. Re wa immediately to Box 764, 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N.Y. 


NATIONAL SALES 


PROMOTION MANAGER 
This position will require top-level 
ive sales executive with ex- 
rience ba in sales promo- 


oon, Ly transportation 
eld. 


Must be capable of plan . 
ganizing and directing natio : 
romotion campaign, and supervis- 
ne field sales 3 


peyere salary $12,000 per year 
ite 
att potest send detailed résumé 
Frank Roach, Sec 
INDEPENDENT AIRLINES ASSOCIATION 
1328 Eye St., N. W.— 
Washington, D. C. 


or- 


CLEVELAND SPECIALIZED SERVICES 
COVERING MEDIA OR MEETINGS 
3 Dailies—3 TV—7 Radio Outlets © 
your pw ty. 
promotions, sing. Self-starting 
or ay day—one month. Results 
delivered. erences. Reply in confid: 
Box 766, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADV. OPPORTUNITIES 


MARKET RES. MGR. ......... $10-12,000 
Solid research bkgd. to organize 
mkt. res. dept. for top-flight mfr. 
Will work closely with sales mgmt. 
SALES PROM. MGR. ........... $12,000 
To 40. Exc. potential for sales prom. 
exp. in foods. Admin. exp. im- 
portant. 

PUBLIC RELATIONS ........... $10,000 
To 40. Industrial or association P.R. 
exp. Editing, writing, and admin- 
istration. 


ASST. TO VICE PRES. ........... $8,000 
To 30. Will assist acct. executive on 
machinery & appliance accts. Copy 
exp. required. Midwest. 


B. L. CLEM 


37 S. Wabash Ave., Chicago 3, FR 2-4233 
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ADVERTISING SPACE SALESMAN 


Top ranking advertising man to work 
on group of national industrial and 
_—— publications, leaders in their 
eld. 

Man we want is not over 45, has 
background of solid experience in 
space selling. Must be prepared to 
travel extensively with headquarters 
in Chicago. Excellent salary plus 
commissions and all travel expenses. 
If you can qualify we would like to 
talk with you, but please provide 
complete details with first applica- 
tion. Our sales staff know of this 
advertisement. 

Box 695 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Our 46th Year 
ART DIR., Agency, able to 


take top spot soon to $25M 
ART DIR., Agency to $20,000 
eg A.E., strong 

copy to $12,000 
cory b——— retail. Must 

be exceptional to $10,000 
F RATE retail wri 

layout artists 
GLADER CORPORATION 


Dir. Ady. Div. 


Don Harris, 
110 8. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 
107 NM. LASALLE, CHICAGO -. ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


JWT Classifies 
Consumer Panel 
on ‘Needs’ Basis 


(Continued from Page 3) 

ing psychological needs: associa- 
tion, dominance, analysis, achieve- 
ment, change, heterosexual, ag- 
gression, compliance, order, self- 
depreciation, autonomy, independ- 
ence, exhibition, assistance and 
endurance. 


® Here are some of the findings 
reported by Dr. Koponen: 


e 1. “People who have a high 
need for association like to do 
things with other people rather 
than to do them alone; they like 
to form friendships and are ori- 
ented toward people. Like all 
needs, everyone has this to some 
degree. Here we simply want to 
measure which groups in popula- 
tion have a relatively high or low 
need for association. 

“We found that women were 
significantily higher on their ex- 
pressed need for association than 
men were. The older age groups 
(55 and over), both among men 
and women, have a particularly 


TAN ILLUSION itera: 


is that a fine idea, 


and written, 


is all that is needed 


expertly illustrated 


to make a fine advertisement. 
The hard fact is 


that idea, art, and copy 
must be delivered to readers 
by fine reproduction . . . 


and this requires 
fine photoengravings. 


€outins, MILLER & HUTCHINGS, INC 


Samenien's FINEST PHOTOENGRAVING PLANT 


GRAVURE 
AT WACKER DRIVE - 


LETTERPRESS 
333 WEST LAKE STREET. 


< 


WHO ARE 


THE MEN WHO 
BUILD AMERICA? 


(They purchase 

or guide the purchase 
of over a billion dollars’ 
worth of construction 
every week!) 


high need for association. In an- 
other study it was found that high 
schoul students and teen agers are 


also high on the need for associ- | 


ation; the need for association 


reaches its peak in small towns | 


(under 50,000); it is highest in 
the southern region and lowest in 
the East.” 


e 2. “The need for dominance ex- 
presses the feelings of wanting to 
lead, supervise, influence and con- 
trol others. Men are significantly 
higher than women on this ex- 
pressed need Dominance 
seems to be strongly related to 
education and income. The ex- 
pressed need for dominance is 
strongest among the college edu- 
cated and those in families with 
incomes of over $7,000 .. . Dom- 
inance is highest in the big cities 
and in the East and West.” 


e 3. “The need for analysis is 
slightly greater for females than 
it is for males . . It is highest 
among the college educated. . .” 


e 4.“Men are slightly higher 
than females on the need for 
achievement .. . It is high in the 
big cities, in the East and in the 
West.” 


e 5. “Females are slightly higher 
than males in their need to expe- 
rience variety and novelty in their 
daily routine. The need for change, 
however, seems to be most strong- 
ly related to age, being highest 
among the young and lowest 
among the old. People in the West 
express a relatively high need for 
change and people in the South a 
low need.” 


# Dr. Koponen explained that 
these “are a few examples of the 
kinds of results we found when we 
related the scores to age, income, 
education, city size and census re- 
gion. Any segment of the market 
can be similarly described or fur- 
ther broken down.” And he added: 

“For example, we can hold age 
constant and see how the needs 
vary by income, or education, and 
so on. In addition to relating needs 
to the characteristics of the indi- 
viduals, we can also describe the 
users of a particular product. This 
has great importance for the de- 
velopment of copy platforms, 
brand images and marketing strat- 
egy. We can give the copywriter 
psychological background infor- 
mation about the market he is 
writing for, just as personnel men 
give information about prospective 
employes to the employer.” 

Using an actual case history 
from his studies, Dr. Koponen 
noted that “men who buy Product 
X are significantly above the av- 
erage U.S. male on the following 
needs: heterosexuality, aggression, 
achievement and dominance. They 
are significantly below average on 
compliance, order, self-deprecia- 
tion and association. These men 
aren’t what you would call con- 
servative or timid. Although the 
users of this product differ from 
the rest of the population in age, 
income and education, these dif- 
ferences tend to remain when the 
other variables are held constant.” 


® Drawing further from his stud- 
ies, Dr. Koponen reported that it 
was found that “men who have 
copies of Magazine A in their 
homes respond quite differently 
from the men who have copies of 
Magazine B in their homes. The 
men in Magazine A homes are high 
in their expressions of dominance 
and are more willing to talk about 
sex. The men in Magazine B 
homes, while also high in dom- 
inance, tend to express more in- 
terest in people and the under- 
standing of people.” 

Dr. Koponen cautions, “It 
wouldn’t be very wise to base me- 
dia selection solely on this kind 
of matching. 

“In fact,” he added, “it would 
be stupid. Age, income, and city 
size are still important classifica- 
tions. A more direct thing to do 


MFPs of UP 


auth pur eamy ufomengs ate tae as Somap 9 Tow Rew Tomer? 


GUARANTEED—Griffin Grocery Co., 


Muskogee, Okla., begins a new six- 

market syrup ad program on Oct. 

1 with newspaper ads like this, ra- 

dio spots and outdoor. Potts- 

Woodbury, Kansas City, Mo., is the 
agency. 


would be to measure the actual 
usage of the product by magazine 
readership and to obtain classifi- 
cations by age, income, city size 
and so on. 

“However, as a supplement to 
these measures, an analysis of this 
kind can be helpful, particularly 
where other classification varia- 
bles do not show much difference 
and a choice of magazines or of a 
course of action has to be made. 
The more we know about the mar- 
kets and the way the people re- 
spond whom we are trying to 
reach, the better selling job we 
can do.” # 


IWT Did Quaker Oats Ad 

In a caption in the Sept. 23 is- 
sue, ADVERTISING AGE omitted men- 
tion of J. Walter Thompson Co., 
Chicago, as the agency for a Quak- 
er Oats Co. sweepstakes promo- 
tion. John W. Shaw Advertising 
was correctly listed as being the 
agency for the Aunt Jemima corn 
bread easy-mix sweepstakes; the 
companion—and one-month earli- 
er—multiple-product sweepstakes 
ad should have been credited to 
JWT. 


125 


Bachenheimer Agency Has 9 

The Bachenheimer Agency, New 
York, has announced that it will 
be handling advertising for the fol- 
lowing accounts: Cupid Founda- 
tions, Detroit Motor Truck Co., 
Duchess Fabrics Inc., Kaufman 
Knitting Co., Lee Beachwear, Rob- 
by-Len Inc., Teen-Age Beachwear, 
Travis Fabrics and Zinn Furs. All 
of these accounts were handled 
previously by Marshall F, Bachen- 
heimer at Bachenheimer-Lewis 
Inc., which has been dissolved 
(AA, Aug. 19, 26). 


Bay PRSA Chapter Elects 

Robert P. Hoffman, Kenyon & 
Eckhardt, San Francisco, has been 
elected president of the Bay Area 
chapter of the Public Relations 
Society of America, Other new of- 
ficers are Lucrezia H. Kemper, Al- 
bert Frank-Guenther Law Inc., vp, 
and David G. Parkes, Stanford 
Research Institute, secretary-treas- 
urer. 


a” 
GEE i Maybe | should 
switch cigarettes!” 
Commercials on WGN-TV have 


a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV = 
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‘Stubborn’ Intransigence of Dailies 
Discourages Advertisers, Says Lord 


(Continued from Page 1) 


and flexible network package 
buys. 

As an example, Mr. Lord point- 
ed out that a recent survey of 
newspapers in five southern 
states disclosed 14 different col- 
umn widths ranging from 2” 
down to one and eight-ninths 
inches. The same newspapers had 
27 different page measurements, 
ranging from 924 lines to 2,808 
lines. 


= He also cited an effort made by 
Arthur Porter, media director of 
J. Walter Thompson Co., to get 91 
newspapers in 57 markets to come 
up with discounts for 52 pages in 
full color that he could sell to his 
clients as an economic buy. 

“After weeks and weeks of de- 
lay because newspapers could not 
or would not make up their 
minds,” Mr. Lord said, “he finally 
compiled the most amazing con- 
glomeration of discounts I have 
ever seen. The discounts ranged 
all the way from 5.7% to 30%. 

“12 of the newspapers did not 
get the subject out of the discus- 
sion stage. Two dailies flatly 
turned down the idea of a dis- 
count for 52 pages. Those news- 
papers that did offer some kind of 
discount made it available under 
six different control factors— 
some so complicated that even I 
couldn’t understand them.” 

Mr. Lord added that because of 
this, newspapers lost $6,000,000 in 
business, which went to compet- 
ing media that were easier to buy 
and made a package deal possible. 


Brighter Colors Urged 


In an illustrated talk, O. C. 
Holland, director of advertising 
for the printing ink division of 
Interchemical Corp., said news- 
papers should encourage the use 
of “action colors’—such as bright 
reds, yellows, oranges and greens 
—for better response to advertis- 
ing, rather than the so-called “in- 
fluence colors.” 

A recent statement by a re- 
search group that women do not 
respond to yellow in packaging 
was termed “ridiculous” by Mr. 
Holland. “The type of package 
and the product within the pack- 
age have much to do with con- 
sumer response,” he said. 

Seven ways in which newspa- 
per color helps establish a prod- 
uct’s brand image were listed by 
Walter C. Kurz, advertising man- 
ager of the Chicago Tribune. 
Newspaper color, he said, delivers 
impact, provides an atmosphere 
of action, accentuates news value, 
sets a mood, is more persuasive, 
enhances quality and _ indicates 
modernity. 


® In keynoting the conference, L. 
T. Knott, advertising director of 
the Chicago Sun-Times, told of 
great increases in the use of color 
advertising in all printed media. 

“However,” he warned, “news- 
papers are not going to get their 
millions of dollars of r.o.p. color 
advertising ... until we step up 
our efforts and work together to 
solve some of the mechanical 
problems.” 


| their 


Promotion Unit Needed 


the directing heads of the Bureau 
of Advertising to consider setting 
up a special department for the 
promotion of r.o.p. color adver- 
tising. 

“It is clear that the stage is set 
for newspapers to make r.o.p. col- 
or more attractive to buy, via 
group frequency and volume dis- 
counts, with the publishers and 
representatives joining 
hands with each other to promote 
the increased use of r.o.p. color to 
advertisers.” 


® Mark Cox, director of advertis- 
ing and sales promotion for Wil- 
son & Co., Chicago, used the con- 
ference to announce a tie-in 
campaign with General Foods to 
offer dealers a free, specially de- 
signed r.o.p. newspaper color mat. 
The ad will feature Log Cabin 
syrup as a topping for Wilson’s 
Tender Made Slice ‘N’ Serve ham. 

Promotion for the tie-in will 
break Oct. 14, Mr. Cox said. Mag- 
azine ads are scheduled for Life 
and Ladies’ Home Journal. 


Record Year for Dailies 


A prediction that more people 
will buy and read newspapers this 
year than ever before in history, 
and that more advertisers will 
spend more money in newspapers 
this year than ever before, was 
made by Gilbert P. (Gib) Swan- 
son, president of the Newspaper 
Advertising Executives Assn. and 
business manager of the Spokane 
Chronicle & Spokesman-Review. 

“For the first eight months of 
this year,” he said, “newspapers 
have again shattered all previous 
records. Circulation of daily 
newspapers has moved up to 58,- 
600,000 copies daily, and advertis- 
ing revenue has again climbed to 
a new alltime high. 

“It is already safe to predict 
that again in 1957, more advertis- 
ing dollars will be spent in news- 
papers than in radio, tv, maga- 
zines, outdoor signs and car cards 
combined.” 


R.O.P. Success Stories 


Robert N. Weed, promotion di- 
rector of the Minneapolis Star & 
Tribune, narrated a slide presen- 
tation of the National Newspaper 
Promotion Assn., showing color 
ads which resulted in healthy re- 
sults. Among them: 


e A carpet sale ad in the Phila- 
delphia Bulletin which produced 
the biggest volume day in the 
100-year history of Hardwicks 
store. 


e A 1,000-line ad in Pittsburgh 
which sold 25,000 quarts of Belle 
orange drink in one day. 


e Another 1,000-line ad which 
resulted in $7,000 in sales of 
dresses in Miami. 


e An r.o.p. series in Los Angeles 
which moved Oscar Mayer’s 
wieners from zero distribution in 
1952 to first position in sales 
there. 


e Another series in Rockford, IIL, 
which pushed Busch Bavarian 
beer from nothing to first place in 
packaged, take-home beer sales 
in three and one-half months. 


J. H. Sawyer, of Sawyer-Fer- 
guson-Walker Co, Chicago, was 
one of those who urged more or- 
ganization for promoting the use 
of r.o.p. color. 

“It is my belief,” he said, “that 
we have now reached a point 


Dailies’ Color Tops TV 


Irwin Maier, publisher of the 
Milwaukee Journal, a pioneer in 
r.o.p. color, told the conference 
that he felt newspapers “have 


where this might be the time for! gone much further with the de- 


Conlee 
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Heyns Bowerman 


COLOR & LUX—Viewing a Lux ad at the Newspaper R.O.P. Color Con- 

ference in Chicago are Robert Drew and C. R. Conlee, both of the 

Milwaukee Journal; Hugo E. Heyns II, New Orleans Item, and Rob- 
ert J. Bowerman, Lansing State Journal. 


velopment of color for reader in- 
terest and advertising material 
than has the television industry. 
“Viewed from any angle,” he said, 
“the future of newspaper color ap- 
pears to be limitless.” 

Mr. Maier listed several reasons 
for the increased use of Tr.o.p.: 
Newspapers are investing millions 
of dollars in new color equipment; 
flexibility of positioning and pub- 


lication date availabilities is 
growing rapidly; the quality of 
reproduction is improving; and 


advertisers are becoming more 
confident of r.o.p. color results. 

“R.o.p. color has now ‘arrived’ 
in the advertising field,” Mr. 
Maier concluded. “It is no longer 
a fad or gimmick, but a sound 
merchandising medium and ad- 
vertising investment.” 

Dent Hassinger, central man- 
ager of ANPA’s Bureau of Adver- 
tising, reported that r.o.p. color is 
now available in 857 newspapers 
with a total daily circu’ation of 
almost 43,000,000, covering some 
700 U. S. markets. 


s Editor & Publisher presented 
its first annual r.o.p. color awards 
to 12 newspapers for excellence 
of printed reproduction for r.o.p. 
color ads. Nearly 150 newspapers 
submitted more than 1,800 en- 
tries. There were tie awards in 
three of the 12 classifications. 
Following are the subjects and 
classifications, winning newspa- 
papers, advertisers and agencies: 


FOOD SUBJECT IN 3 COLORS & BLACK 
Circulation under 100,000 
Davenport Newspapers Inc., Anderson, 

Clayton & Co. (McCann-Erickson). 

Circulation 100,000-500,000 
Newark Star Ledger, Kraft Foods Co. 
(Needham, Louis & Brorby). 

Milwaukee Journal, ReaLemon-Puritan 
Co. (Rutledge & Lilienfeld). 

Circulation over 500,000 
Chicago Tribune, Pepsi-Cola Co. (Kenyon 
& Eckhardt). 

Philadelphia Bulletin, Sylvan Seal Milk 
Inc. (Al Paul Lefton Co.). 

GENERAL SUBJECT IN 3 COLORS & BLACK 
Circulation under 100,000 
Tacoma News Tribune, Sicks’ Brewing & 
Malting Co. (Miller, Mackay, Joeck & 

Hartung Inc.). 

Circulation 100,000-500,000 
Peoria Journal Star, Standard Oil Co. 
(Ind.) (D’Arcy Advertising). 

Miami Herald, Loew's MGM (Donahue & 
Coe). 

Circulation over 500,000 
Chicago Tribune, Joseph Schlitz Brewing 
Co. (J. Walter Thompson Co.). 

FOOD SUBJECT IN 1 COLOR & BLACK 
Circulation under 100,000 
Scranton Times, Dole Pineapple (N. W. 

Ayer & Son). 

Circulation 100,000-500,000 
Cleveland News, H. J. Heinz Co. (Maxon 
Inc.). 

Circulation over 500,000 
Philadelphia Bulletin, H. J. Heinz Co. 
(Maxon Inc.). 

GENERAL SUBJECT IN 1 COLOR & BLACK 

Circulation under 100,000 
Press Herald-Express, Portland, Me., P. 
Lorillard Co. (Lennen & Newell). 

Circulation 100,000-500,000 
Spokane Daily Chronicle, Carter Oil Co. 
(McCann-Erickson). 

Circulation over 500,000 
Chicago Tribune, Philip Morris & Co. (Leo 
Burnett Co.). 


TvB's Cash Hits 
Carr MPA Talk 
as Fiction-Filled’ 


(Continued from Page 1) 

100 national advertisers, 45 spend 
more money in television than all 
other media combined. Magazines 
are the basic medium of nine of 
the top 100 national advertisers.” 
He cited companies like General 
Foods, Eastman Kodak and Men- 
nen as regarding television as the 
nearly ideal medium. 

“We were equally amazed,” 
said Mr. Cash, “at Mr. Carr’s as- 
sertion that ‘it will be a great day 
when a tv show lives 20 years’.” 
Mr. Carr had pointed out that 
many top magazines had a much 
greater life span, including Life, 
Look and Reader’s Digest. 


s “I’m sure,” continued Mr. Cash, 
“that the magazines he refers to 
in his comparison have changed 
content matter as well as editorial 
policy throughout their 20-plus 
years of existence to keep up with 
the times. 

“Ty shows continue to change 
to meet public demand and inter- 
est. Tv demonstrates its populari- 
ty, for the record of 1957 shows 53 
television programs with an audi- 
ence of over 10,000,000 homes 
each. What magazine advertise- 
ment has been read by 10,000,000 
homes—and what combination of 
magazines will ever hope to es- 
tablish an audience of over 100,- 
000,000 people such as ‘Cinderel- 
la’ has demonstrated in a singe 
performance via the  televis:on 
medium?” 


@ Mr. Cash then said: 

“Rather than blasting the ears 
of the advertiser, who really 
needs the finest of marketing data 
as profits are squeezed, why 
doesn’t the Magazine Publishers 
Assn. plan to tell the advertiser 
the size of his audience—not the 
magazine’s total audience. How 
this audience builds in the course 
of a week or a month, the number 
of different homes reached and 
the frequency of reach, the audi- 
ence in terms of age of housewife, 
family size, territory, age of chil- 
dren, county size—what audience 
the magazine advertisement reach- 
es in terms of families con- 
suming the product offered for 
sale in the magazine ad and the 
relationship of that reader and 
product consumption. 

“The Television Bureau of Ad- 
vertising and the television indus- 
try have this data for the adver- 
tiser,” said Mr. Cash. “It’s about 
time the magazine medium fur- 
nished such data and stopped 
wasting people’s time with fic- 
tion-filled diatribes.” + 


Marlboro “Tens 
Tested in 4 Cities 


(Continued from Page 1) 
pack”—two packs of ten cigarets 
each packed together in cello- 
phane. 

Both have new cartons; the in- 
dividual tens are packed 100 cig- 
arets to the carton, and the carton 
looks conventional except that it 
is somewhat smaller. The twin- 
pack carton is nearly square in 
shape. 


# While Philip Morris stresses 
convenience in the new packs, the 
belief is that it is a tactic designed 
to let the company reach into stra- 
ta where Marlboro is not now 
penetrating. The ten-pack is cal- 
culated to reach younger smokers 
and older smokers who smoke 
lightly and watch their expendi- 
tures. 

The price of the twin-pack is 
close to the usual 20-cigaret pack 
price. The price of the ten-pack 
is believed to be something more 
than half the 20-cigaret pack price. 

While Philip Morris has no im- 
mediate plans to extend the ten- 
pack to the rest of its brands, ob- 
servers recall that Marlboro pio- 
neered the flip-top box in the 
company, and that all Philip 
Morris brands were eventually 
switched to the crushproof con- 
tainers. 


® Until Philip Morris entered the 
ten-pack field, most of the brands 
using ten-packs were imports. 
Brands like Abdullas and Egyp- 
tian Deities come in tens. Before 
World War I many cigaret brands 
were packed in tens—Fatima, Ca- 
poral Halfs, Murads, Helmars, 
Melachrinos, etc. The introduction 
of Camels around 1913 in the 20- 
pack is generally believed to have 
started the trend in this country 
to that unit. 

At subsequent periods, cigaret 
makers have tried variety packs, 
but usually in larger numbers— 
flat fifties, for instance. But these 
packs are now confined to imports. 

Leo Burnett Co., Chicago, is the 
Marlboro agency. # 


House Committee 
to Probe Post 
Office Spending 


(Continued from Page 1) 
committee and gave Mr. Summer- 
field virtually all the money he 
requested. 


s About all that is known about 
the current investigation is that a 
small group of experts has been 
assembled, including personnel 
from the General Accounting Of- 
fice who have had experience with 
postal affairs in the past. The 
study is said to include an exam- 
ination of the cost ascertainment 
system, as well as investigations 
of the use of manpower and the 
need for equipment and modern- 
ization. The emphasis apparently 
will be to determine whether the 
Post Office Department spends 
its funds efficiently. 


® Initiative for the investigation 
reportedly comes from Rep. 
Vaughn Gary (D., Va.), chairman 
of the appropriations subcommit- 
tee on postal affairs, and Rep. 
Clarence Cannon (D., Mo.), the 
appropriations committee chair- 
man. In the drive to cut postal 
appropriations last spring both 
had argued that the Post Office 
could absorb cuts by improving its 
operations. Results of the current 
investigations are expected to re- 
main secret until they are used 
when the Post Office budget 
comes before the committee next 


winter and spring. # 
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TV Costs Worry 
R. J. Reynolds, 
Gray Discloses 


(Continued from Page 1) 
mercials. This is not an encour- 
aging trend.” 


Mr. Gray conceded that “the}] 


purely quantitative side of this 
equation will give us a resultant 
bulk of commercial impressions 
much more in line with cost than 
I have indicated,” but a reduction 
in impact frequency “hurts us 
where we live.” 


® He called for “more promotion, 
publicity and merchandising on 
our shows” to offset the effect of 
increased competition for the tv 
audience. Mr. Gray said the new 
Reynolds show, “Harbormaster,” 
would be pushed by the company’s 
department managers. These men, 
he said, are calling on station 
managers and station promotion 
to aid in “grabbing a larger share 
of the audience” in their commu- 
nities. 

He urged television to “hold the 
line on facilities costs” as a means 
of preserving “continuing efficien- 
cy” in the face of rising talent 
expenditures, competitive bidding 
for properties and union increases. 


s Long-term programming com- 
mitments, he said, are a concern 
to “management faced with the 
responsibility of expenditures of 
large sums of advertising money.” 
He said management “naturally 
shrinks from the prospect of com- 
mitting close to $5,000,000 irrev- 
ocably on a 52-week half-hour tv 
commitment.” 

“In the operation of our busi- 
ness,” continued Mr. Gray, “it is 
necessary that we maintain flex- 
ibility in order to cope with chang- 
ing conditions in problem markets. 
In other words, we need to have 
a reserve in our advertising budg- 
ets which can be utilized in spot 
operations to meet specific com- 
petitive challenges. For example, 
we had to cancel out one network 
program which was otherwise en- 
tirely satisfactory to us because 
we simply had to have money for 
these special contingencies. 


es “The long-term commitment 
coupled with the high stakes in- 
volved is discouraging many ad- 
vertisers from use of the medium, 
simply because they do not op- 
erate on margins which will ac- 
commodate such a gamble. 

“The high turnover and unprec- 
edented mortality in last season’s 
programming has had, I believe, 
an unfavorable effect on network 
sales. I would therefore like to 
suggest that this matter of length 
of commitment be put high on your 
list of things for decision. I do not 
make this suggestion without rec- 
ognition of many of the problems 
involved. I am merely suggesting 
that this is a problem which I be- 
lieve belongs with the broadcast- 
ers primarily.” 


s Mr. Gray, who said Reynolds 
is a large film user, commented 
that the “economics of the film 
business is actually working a dis- 
advantage to your industry and to 
the advertisers who use it.” 

“This,” he added, “occurs 
through the requirement of guar- 
anteeing film-repeats in the sum- 
mer months. This has undoubted- 
ly caused a further depressing ef- 
fect on the audience potential 
during these months when a nor- 
mal seasonal decline sets in.” 

He said if Reynolds could take 
a hiatus in the summer, “using the 
time to test new shows, we might 
develop fine ideas and properties 
which would serve to feed this 
consuming maw which is televi- 
sion.” # 


THOMAS B. McCABE JR. has been 
named director of advertising of 
Scott Paper Co., Chester, Pa. He 
formerly was a product group 
manager in Scott’s advertising de- 
partment. Marshall Clark, former 
ad director, will move to England 
as resident marketing coordinator 
for Scott’s English affiliate, Bow- 
ater-Scott Corp. Ltd. N. W. Mar- 
cus, formerly marketing coordi- 
nator of Scott’s foreign affiliates, 
succeeds Mr. McCabe. 


U.S. Hits Bakers 
for Violation 
of Ad Formula 


(Continued from Page 1) 
provide a defense to justify the 
use of the ad.) 

Other ads claim certain breads 
—all identical with the standard 
formulas for enriched breads—are 
less fattening than others. And 
there is one instance of a company 
—also selling a standard enriched 
bread—which shows a couple of 
happy middle-aged people under 
a headline, “Helps keep normal 
vitality up longer.” 

The ad argues that this bread 
contains highly potent amounts of 
six “anti-degenerative elements 
for the maintenance and repair of 
cells, bones, etc.” 


® “Aside from the fact that the 
consumer pays for the catchy 
names and does not get what she 
is promised,” Commissioner Lar- 
rick said, “there is a danger that 
the public will be led to believe 
that standard varieties of bread 
based on formulas developed co- 
operatively by the governmeat 
and the industry are nutritionally 
inferior or perhaps harmful.” 

The action against Continental 
had been in the discussion stage 
for many months, largely as a 
result of protests which have 
reached Food & Drug from mem- 
bers of the baking industry. 

Basically the government’s con- 
tention is that the company has 
departed from the standard for 
enriched bread by adding an in- 
gredient which is not approved in 
the official formula drafted by 
FDA in conjunction with the in- 
dustry. 


@ While the government is not 
contending that the product lacks 
any of the nutritional qualities re- 
quired for enriched breads, it takes 
the position that no deviation from 
the formula is permissible if the 
product is to be regarded as an 
“enriched bread.” 

Commissioner Larrick said 
FDA’s concern with bread promo- 
tions reflects its desire to work 
with the baking industry to pro- 
tect the confidence of the consum- 
er in the integrity of our basic 
foods. “Such practices as these,” 
he said, “do not promote honesty 
and fair dealing in the interest of 
consumers, and give the compa- 
nies using them an unfair compet- 
itive advantage over the majority 
of firms that do not employ such 
methods.” = 


)| Suit Charges ‘Verdict Is Yours’ Violates Trademark 


Last Minute News Flashes 
Wohl Shoe Shifts Account to Lewin, Williams 


New York, Sept. 27—-Wohl Shoe Co. of St. Louis, division of Brown 
Shoe Co., has appointed Lewin, Williams & Saylor to handle advertis- 
ing for its line of women’s shoes. Sterling Advertising has been the 
agency for the past 12 years. The company’s women’s magazine 
schedule will be continued. First LW&S ads break in December. 


Wasuincton, Sept. 27—A $3,000,000 suit was filed here yesterday, 
charging that “The Verdict is Yours” (CBS-TV) infringes a common- 
law trademark already established for programs involving the dramati- 
zation of legal cases on tv with real judges and attorneys. Ben Paul 
Noble, former Washington tv producer, names as defendants CBS, 
WTOP Inc. (Washington) and Swift & Co., sponsor of “Verdict.” Mr. 
Noble said the show is identical with “You Are the Jury,” “District 
Court” and “You Are the Law,” which he produced in 1949-50 and 
1952-53. 


Agency Work ‘Less Creative’; North Rejoins Client 


New York, Sept. 27—David North, formerly advertising manager 
of Jos. Martinson & Co., producer of coffee and tea, who joined 
Blaine-Thompson Co. about three months ago as an account executive, 
has decided the company end of advertising is preferable to, and 
“more creative” than agency work. He has rejoined Martinson 
under the new title of director of advertising and advertising services. 


‘Look’ Advances Execs, Opens 3 New Offices 


New York, Sept. 27—Look has opened new advertising sales of- 
fices in Atlanta, Pittsburgh and San Francisco and has promoted 12 
ad department execs in an expansion move. Thomas R. Shepard, 
formerly eastern ad manager, has been named assistant ad manager, a 
new post. Phil DeBeaubien, formerly Detroit ad manager, is now cen- 
tral ad manager, another new post. Named as ad manager of the new 
offices were Frank McFaden, in Atlanta; Clark Elliott, in Pittsburgh, 
and Larry Coy, in San Francisco. Other moves included the appoint- 
ment of John Muhlke as Chicago ad manager, Standish K. Bachman 
as New York ad manager and Harry Morris as manager of agency re- 
lations in New York, a new post. 


American Motors Begins Push for ‘58s Oct. 21 


Detroit, Sept. 27—American Motors Corp. will break an extensive 
advertising campaign Oct. 21 to introduce its 1958 line. The push 
will begin with ads in 1,500 daily and weekly newspapers and will 
be supported by magazines, newspaper supplements, radio (“Monitor’’) 
and participations on six network tv shows. Geyer Advertising, De- 
troit, is the agency. 


Veronis Named ‘American Home’ VP, Ad Chief 


New York, Sept. 27—John J. Veronis, formerly eastern advertising 
manager of American Home, has been named vp and advertising di- 
rector. He succeeds Arthur Sherrill, who has resigned. Archa Knowl- 
ton, vp and Chicago manager, has been named marketing director. His 
successor as Chicago manager is James Sheridan, formerly on the 
Chicago sales staff. 


Lawrence Chait Leaves R. L. Polk Post 


New York, Sept. 27—-Lawrence G. Chait is leaving R. L. Polk & Co. 
where he has been vp in charge of eastern operations in the New York 
direct mail division. The company has not yet named a successor. 


Oliver Unger Is NTA President; Other Late News 


e Oliver A. Unger, formerly exec vp of National Telefilm Associates, 
New York, has been named president of the tv film distributor-pro- 
ducer. He replaces Ely A. Landau, who becomes chairman of the board 
and chief executive officer. Harold Goldman, formerly vp in charge of 
sales, was named to the exec vp post. Edythe Rein, formerly vp in 
charge of operations and administration, was named senior vp, with 
the same duties. , an 


e Motorola Inc., Chicago, has named Hugh H. Engelman manager of 
television advertising and sales promotion, to replace Bob Van Brundt, 
who moved to Zenith Corp.’s hearing aid division. Mr. Engelman for- 
merly was manager of advertising administration for Motorola. 


e Ogilvy, Benson & Mather is considering the establishment of a 
Toronto office to service its Lever Bros. business. 


e Harrison Laboratories, New York, is launching a $1,000,000 national 
introductory campaign for TenDay press-on nail color in 75 markets. 
The product has been test marketed over the past two months. Techni- 
cal Tape Corp. is the parent organization; Product Services is the 
agency. 


e Keyes, Madden & Jones has appointed E. U. (Bud) Gallonos 
as account executive for Bond Clothes Inc., Jack Stanley as copy- 
writer for Bond and Arthur Hemstead as member of the agency’s 
media staff. All three formerly held similar positions with Joseph 
Katz Co. The Bond Clothes radio-tvy account moves.from Katz to 
KM&J Nov. 1 (AA, Sept. 23). — 


e General Foods Corp.’s Post division, Battle Creek, Mich., has 
selected three test markets—Omaha, Indianapolis and Atlanta—to 
try out Tang, a new orange-flavored instant beverage in powdered 
form (AA, Aug. 12). The principal medium will be spot tv; supple- 
ments also will be used. It is expected the test will last three to six 
months. Young & Rubicam is the agency. 


CBS Buys 6th TV Station, 
KWKE-TV, for $2,500,000 


Columbia Broadcasting System 
has purchased station KWK-TV, 
St. Louis, from KWK Inc. for ap- 
proximately $2,500,000. CBS has 
also bought the studio and real es- 
tate used by the tv station from 
the St. Louis Globe Democrat for 
$1,500,000. Two radio stations 


volved in the transaction. 

The network announced at the 
same time that it was transferring 
its construction permit to Channel 
11 in St. Louis to 220 Television 
Inc. Details of the transfer were 
not revealed. On approval of the 
sale by the Federal Communica- 
tions Commission, KWK-TV will 
become the sixth CBS-owned tv 
property. The Channel] 11 transfer 


jowned by KWK Inc. were not in-|is also subject to FCC approval. 


| 


K&E’s Cox Hits 
Subliminal Ads 


board chairman of the nation’s 
seventh biggest agency today con- 
demned subliminal advertising. 
Edwin Cox, newly-elected head 
man at Kenyon & Eckhardt, told 
ADVERTISING AcE that “the idea 
that subliminal techniques might 
or should be employed in advertis- 
ing is ridiculous. No self-respect- 
ing advertiser would have any- 
thing to do with them; no self- 
respecting tv network or station 
would touch them, even if the 
government would allow it.” 


® Mr. Cox declared that sublim- 
inal advertising—getting mes- 
Sages across below the viewer's 
threshold of awareness—is based 
on a completely fallacious prem- 
ise. He said this premise as- 
sumes people resent advertising, 
particularly on tv, and that the 
solution is to take them com- 
pletely unaware. 

“Any idea that the cure for bad 
commerciais is invisible commer- 
cials is stupid,” he continued. 
“The cure for bad commercials is 
good commercials.” 

Calling subliminal projection 
“not only suspect but wrong,” Mr. 
Cox said he didn’t think people 
“are going to take it seriously.” 
He added: 

“This poor business of ours has 
become something of a punching 
bag lately; now this subliminal 
idea adds credence to all this non- 
sense about ‘hidden persuaders’.” 


® Mr. Cox declared that the “sub- 
threshold project,” advanced ear- 
lier this month by James M. Vi- 
cary, head of his own motivational 
research company, “would, if tak- 
en seriously, negate all that self- 
respecting advertising men are 
trying to do. I don’t think the ad- 
vertising business wants any part 
of it.” 

Asserting that subliminal tech- 
niques should be separated from 
motivational research, Mr. Cox 
said, “Psychological research is a 
valid tool of the advertising man. 
It will teach us more about peo- 
ple and their wants and needs, 
which is our business. And if 
there are opportunities to work 
improperly on the fears and anx- 
ieties of the public, and their 
baser instincts, so have there al- 
ways been. 


s “And there will always be 
advertising men of high ethical 
standards and a few who have no 
moral sense.” 

Mr. Cox said he is not con- 
cerned with how effective these 
techniques would be in advertis- 
ing. “Even if there were no objec- 
tion to them,” he said, “I think 
their value would be very lim- 
ited.” 


VIEWERS WOULD RESIST 
"MANIPULATION’: SHEPARD 

CroTon-ON-Hupson, N. Y., Sept. 
27—The Institute for Motivational 
Research said today that Ameri- 
cans “would resist any effort to 
manipulate them through sublim- 
inal perception, or any other tech- 
nique which deprives them of 
their free choice.” 

Albert Shepard, exec vp of the 
Institute, said the Institute’s opin- 
ion of the new technique was that 
it belonged to the experimental 
laboratory. 

“Any other application—in mov- 
ies, tv or other forms of advertis- 
ing communication—without the 
express knowledge and consent of 
the audience, would be contrary to 
the public interest and therefore 
contrary to both the moral and 
commercial interests of the busi- 
ness and advertising community,” 
he said. # 
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To Flip Top or Blow Tip? That's 
Cigaret Sellers’ King-Size Puzzler 


(Continued from Page 3) 
price on Herbert Tareyton filters, 
“I used to be able to remember 
what these things cost, but not 
any more. Too many brands. Mmm 
—26¢.” 

“I’m losin’ money every day,” 
says a midtown New York dealer, 
aggrievedly. “My help can’t re- 
member what the price is for the 
various brands. I figure they 
charge too little. What’s that you 
wanted? Winstons? 26¢, please.” 

Said a dealer in 485 Lexington 
Ave., the bright new building 
which houses McCann-Erickson’s 
New York office, “I carry just 30 
brands in this rack I had built for 
this space. See?—2% cartons of 
packages of each brand. Naturally 
I have the Liggett & Myers 
brands, which these McCann guys 
earry around, But I’m not taking 
on any more than the 30. Where’m 
I gonna store the cartons for the 
brands I’m carrying now?” 


s How bad the jam is can be seen 
from the count of brands carried 
by a couple of cigaret dealers. 
Here’s the score in a store be- 
tween Lexington and Madison Av- 
enues on 45th St. Brands with 
two packagings are counted twice. 
Total, 41, types or brands: Hit 
Parade 2, Old Gold 3, Herbert 
Tareyton 2, Philip Morris 2, Win- 
ston 2, L&M 3, Viceroy 2, Ches- 
terfield 2, Benson & Hedges 2, 
du Maurier 2, Kool 2, Wings, 
Spuds, Cavalier, English Oval, 
Lord’s Players, Salem, Parliament, 
Sano 2. 

Same kind of count for the cigar 
stand in the Park Ave. side of 230 
Park Ave.: 38 kinds of cigarets 
carried—Hit Parade 2, Kent 3, Old 
Gold 3, Herbert Tareyton 2, Philip 
Morris 2, Winston 2, L&M 3, Vice- 
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them stumped: What will happen 
on the day the Kiev Krasnyiks 
(formerly the Cincinnati Reds) 
win a pennant and take part in the 
new internationalized World Se- 
ries? Will their well-known oppo- 

: sition to private enterprise and 
rd Ad yop ~ non , capitalist commercialization pro- 
It didn’t carry Cavaliers, Dunhills voke them to invoke the veto 


: against a sponsored telecast? 
or Fatimas—“Not enough call for) “rnat one had the lads thinking 


ll the way down from Larchmont 
Down in the Village (where |" 
else?) a philosophic cigaret dealer this morning. But as the train 


: slowed down for 125th St., one up- 
'explained that “there’s a new cig-|* - 
jaret every month, but that’s true an a — ones 
|of everything—everybody’s busy popped up with a solution: 


bringing out new products these| “We'll just put the whole thing 


on payevision,” he said, “and tie 
it in with newspaper ads. ‘Smirnoff 
Vodka hits the spot; drop a kopek 
in the slot’.” # 


Clinic Probes Negro Market 

“Negro Market Programs at the 
Local Level” will be the theme of 
the fifth annual marketing clinic 
at Tennessee A.&I. State Univer- 
sity sponsored by the National 
Assn. of Market Developers April 
11-12. Immediately following the 
clinic will be the annual NAMD 
convention, Sunday, April 13. All 
sessions will be held at the uni- 
versity. 


days. Look at all these cosmetics 
—they’re lots worse than cigarets 
—at least cigarets only come in 
one color, and you don’t have to 
stock for three or four different 
skin types.” 


® He said the store carried about 
40 cigaret brands, and prides it- 
self on a long tradition of service 
(in business since around 1870) 
so that it wants to carry a brand 
that a customer wants, even if 
infrequently called for. How do 
they cope with the storage prob- 
lem? “We just stack the piles a 
little higher.” 

But, just for facts, Tobacco Job- 
ber lists in its July issue 155 dif- 
ferent types of cigarets available 
in the U.S. Of these, 11 are Eng- 
lish imports, two come from Egypt, 
three from Turkey, and two from 


Cuba. There are also several 
French, Spanish or Turkish type 
cigarets manufactured here. While 
it sticks to its 155-brand figure, 
Tobacco Jobber notes, “While ev- 
ery effort has been made to in- 
clude every brand .. . we cannot 
accept responsibility for brands 
omitted due to lack of informa- 
es 

Meantime, the dealer in Roslyn 
talks darkly of installing vending 
machines and letting someone else 
cope with the problem of servicing 


Ty 


them. # 


Admen’s Dream World Series Pits 
Dusseldorf vs. (Who Else?) Yanks 


(Continued from Page 2) 
sponsors to saturate the world’s 
tv screens with their promotional 
messages. 

As the German team mounts a 
scoring threat in the early innings 
of the opening game, sophisticated 
fans throughout the globe would 
expect the batter to take zwei und 
behind der runner geklobber. But 
announcers would be hopeful of a 
drive into the bleachers which they 
could ecstatically describe as a 
Lowenbrau looper, a Krupp klaut 
or a Volkswagen vallop—all to be 
followed by the equivalent of “How 
about that!” in 24 languages and 
53 native dialects. 


® But, as the Western hemisphere 
champs stage a late rally and fill 
the bases, an unparalleled oppor- 
tunity is presented to promote sub- 
tly a national product while keep- 
ing the audience up to date on the 
situation in the game. As the 
Llamas’ leading slugger strides to 
the plate with a teammate on each 
base, the world’s screens present 
a dramatization, complete with lab- 
oratory assistant in white coat and 
futuristic test tube bubblings. 
“Baa, baa, Peruvian sheep,” 
chant a billion sets, “I will test 
your wool, It’s soft, and it’s strong 
. and it’s three bags full.” 
Aside from World Series poten- 
tials, the mere shift of regular sea- 
son franchises will give alert ad- 
men opportunities to sign up new 
sponsors. When a moribund Wash- 
ington team eventually moves 


to another national capital across 
the Pacific, it might be expected 
to take with it its legislative-in- 


|ton Senators will become the Tokyo 


spired nickname, So, the Washing- 


Savings in time and money 
offered by “central” printing 


facilities 


Dietitians, and within 48 hours 
General Foods will be signed up as 


Shipping or mailin blica- 
exclusive 154-game sponsor. pping g your pu 


tion, catalog, broadside or similar 
printed material is often faster and 
more economical when you use a 
centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Gume Macazing, typical of 
the quality printing and handling 
facilities we offer. 


Write for 
EG, samples and 
price information 


® Jurisdictional squabbles will en- 
liven the scene, too, for a while. As 
the transplanted Boston Red Sox, 
now holding high the flag of liber- 
ty, fraternity and equality as Les 
Chaussettes Rouges de Paris, take 
the field to open a new season 
against the Tel Aviv Gonifs (for- 
merly the Pittsburgh Pirates, of 
course), pandemonium breaks 
loose in the press box. A repre- 
sentative of the perfume industry 
is struggling to keep out all tech- 
nicians except those who will tele- 
cast the game on Chanel No. 5. 
But such future problems do not 
seriously bother the boys on the 
8:02, who know that they can al- 
ways have recourse to the Hague. 
Only one question seems to have 


HENRY 


| a 
Print in (Mid-Ame 


location with complete production 


ii 
KANSAS 
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SRC eee eeeeeee eee 
TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 
COMPLETE SERVICE 
© From Art to Mailing 
@ Intelligent Production 
Counseling 
© Web-fed Offset and 
Letterpress 
SSSR Eee eeee 


WURST, Inc. 


550 INDUSTRIAL BLVD » KANSAS CITY 15, KANSAS 


WHO ARE THE MEN WHO BUILD AMERICA? 


(They read over 3 million more copies of 
one construction magazine each year 


than the next largest publication in the field!) 
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Petroleum Week’s latest 
ABC statement records 


5710 paid OTE 


at the June 28, 1957 issue mark! 


. .. an increase of 27,356 paid subscriptions 
in the two years since Petroleum Week’s 
first issue, July 8, 1955! 


...an increase of 1,139 additional subscribers 
on the average every month for two years! 


...and this year 25% of these new subscrip- 
tions have been coming in from oilmen with- 
out solicitation! 


Petroleum Week’s circulation will con- 
tinue to grow right through 1958, the year 
for which you are now scheduling advertis- 
ing. There’s no better proof than this spec- 
tacular circulation growth than Petroleum 
Week is a vital and dynamic medium for 
getting your sales messages to oilmen indus- 
try-wide and industry-deep. 


PETROLEUM WEEK 


oil’s most readable magazine 


A McGraw-Hill Publication 


330 West 42nd Street, @ @ 
New York 36, N.Y. 
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Hey, diddle, diddle i 
.. Lhe trends jumped 
over the moon... 


THE MANIFESTATIONS OF TODAY'S TOGETHERNESS” MARKET ARE 


EVERYWHERE. THE FAMILY-SIZE SOFT-DRINK none gg THE STATION 


Dey ttt 
Sawihe THE FAMILY-SIZE DETERGENT BOX 


FAMILY-FARE PLANS ON RAILROADS AND AIRLINES A 
ro 


THE BUILT-IN 


RECREATION ROOM # =—-INSTEAD OF WHAT USED TO BE THE CELLAR... 


THE BACKYARD SWIMMING POOL TURN ANYWHERE YOU 


WILL, AND YOU'LL FIND COMPELLING EVIDENCE OF THIS NEW EVOLUTION 


IN MARKETING. 


Let’s face it—the principal purchasing agent of the 
Togetherness market is the woman whose chief interests are the 


best interests of her family. In going after a larger share 
# of today’s market, perhaps you should put more of the spirit of 
MeC all S Togetherness into your advertising ...and target your 
° advertising at the woman and her family—in McCall’s, 


THE MAGAZINE OF TOGETHERNESS, REACHING MORE THAN 5,000,000 FAMILIES 
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